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Pabst Reviews 
Troops of New 
Agency Bidders 


Cuicaco, Feb. 22—Tremors 
which shook the Blue Ribbon beer | 
account this week may have been | 
produced by the footfalls of 
eager agency executives trooping | 
through the Pabst Brewing Co. of- 
fices. 

At this writing, Leo Burnett Co. 
is still the agency and a Pabst of- 
ficial suggested that it “may” con- 
tinue to be. But a number of other 
agencies were betting some fair- 
size presentation money against it. 
Among those who have pitched or 
will pitch on the account, ApvErR- 
TISING AcE learned, are Dancer- 
Fitzgerald-Sample, Norman, Craig 
& Kummel, Bryan Houston Inc. 
(which was awarded the industrial 
end of Pabst last fall), Edward H. 
Weiss & Co., Needham, Louis & 
Brorby and Walker Saussy Adver- 
tising, New Orleans. 


® So far, Bryan Houston is be- 
lieved to have an edge in the bid- 
ding. However, Walker Saussy is 
known to have come up with an 
“unusual idea” which impressed 
Pabst officials, and there have been 
reports (denied by both the agen- 
cy and the advertiser) that Saussy 
has been promised a piece of the 


(Continued on Page 191) 


Toll-TV Question 
Revived as FCC 
Examines Report 


WASHINGTON, Feb. 21—New 
moves by the Federal Communica- 
tions Commission and Congress 
breathed signs of life this week in- 
to the long-dormant controversy 
over toll-tv. 

At the commission, toll-tv was 
the chief item of business today 
for the first time in two years, 
when public comments were re- 
quested in early 1955. 

Moving methodically ahead in 
the processing of petitions for ap- 
proval of-subscription-tv proposals, 
the commission examined copies of 
a two-inch thick book compiled by 
the staff, summarizing more than 
25,000 letters, petitions and briefs 
which have poured in from the in- 
dustry and the public. 

On the basis of these comments 
the commission is supposed to de- 
cide whether it should hold hear- 
ings on the legality of toll-tv, the 
relative merits of three competing 
systems and the merits of the pro- 
posals. 


# FCC’s renewed interest in toll- 
tv apparently came at a psycholog- 
ically perfect moment, for the 
Senate committee on interstate 
and foreign commerce is supposed 
to consider a proposed report 
Wednesday calling for widespread 
public testing of toll-tv claims. 
The report is one of three which 
the committee’s staff has drafted 


(Continued on Page 190) 
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DREAM HOME—A color page in Life, 
March 18, pages in supplements 
starting March 10 and commercials 
on “The Big Surprise” starting 
March 5 will promote Purex 
Corp.’s “Dream-come-true” contest 
for Sweetheart soap. Edward H. 
Weiss & Co., Chicago, is the agency. 


Same Agencies Stay 
on Top of Spot TV 
Billings Ranking 

New York, Feb. 21—The roster 
of the top ten agencies in spot tv 
billing seems relatively stable. 
With the exception of some fluctu- 
ation in ranking within the group, 


the same names reappear each 
quarter in the listing of the top ten. 


These are the principal impres- 
sions one gets from a study of the | 
spot tv top ten agency rankings | 
released by the Television Bureau | 
of Advertising for the last five) 
quarters. 

Ted Bates & Co., thanks chiefly 
to Brown & Williamson, has mo- 
nopolized the No. 1 position on this 
list, which is based on gross time 
billings as reported by N. C. Ror- 
abaugh Co. (Dollar figures for 
agencies are not released by TvB.) 
Seven agencies have been includ- 
ed in all five quarters. 


s The latest list covering the 
fourth quarter of 1956 includes 
N. W. Ayer & Son for the first 
time. Among the advertisers who 
put the agency there were Philip 
Morris Co., Armour, Plymouth and 
Hills Bros. coffee. 

Dancer - Fitzgerald - Sample 


(Continued on Page 187) 


game yg (34 Agencies in ‘Over $25,000,000' 


Group Billed $2,396,400,000 in 1956 


AA‘s 13th Exclusive Tabulation of Agency Billings Contains Figures for 417 
Agencies; Three Top $200,000,000 and 77 Billed $10,000,000 or More 
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By John Crichton 

New York, Feb. 21—In 1956, 
cies billed more than $2,396,400,000, up from 
the $2,097,400,000 billed by the same group in 
1955. This year Apvertistnc AcE reports the 
agencies billing more than $25,000,000 a year 


separately. 


For the first time, there are three agencies 
with total billings of more than $200,000,000 
each: J. Walter Thompson Co., McCann-Erick- 
son and Young & Rubicam, in that order. Right 
on the rim of this group—and, significantly, 
with almost purely domestic billing—is Batten, 
Barton, Durstine & Osborn, with $194,500,000 


in billing. 


There are still four agencies with more than 
$100,000,000 in billing, but N. W. Ayer & Son 


34 giant agen- 


business done 


Insert in Table on Pages 68 and 70 

Two newcomers to the “over-$10,000,000” group were omitted from 
the $10,000,000 to $25,000,000 table on Pages 68 and 70, although their 
profiles are included in their proper alphabetical positions on Page 97. 


Their figures are as follows: 


1956 


67. Gray & Rogers .. 10,349,685 8,690,131 6,908,406 


70. Henri, Hurst & 
McDonald 


seeeeeeeeeeeee 


1955 1954 1953 


8,315,968 


10,028,000 8,000,000 9,000,000 9,000,000 


Also omitted was an * (indicating estimated) in front of N. W. 
Ayer’s 1956 billing figure in table on Page 68. 


Congress Weighs Postal Rate Boost, 


Appropriation Cut, 


Opponents Spar as 
Summerfield Says He'll 
Support 2nd Class Hike 
WASHINGTON, Feb. 20—Congres- 
sional concern over the high cost 


of postal operations was expressed 
today as the House beat down a 


Last Minute News Flashes 


American Dairy Assn. Will Drop ‘Disneyland’ 


Cuicaco, Feb. 22—The American 
sorship of “Disneyland” (ABC-TV) 


Dairy Assn. will discontinue spon- 
at the end of the present contract 


period in September, 1957, and in “an effort to reach a greater adult 
audience” will seek to sponsor a show which attracts a larger per- 
centage of adult viewers. The association’s 57 plans also include a heavy 
print schedule in magazines and newspapers and possibly a radio drive. 
Campbell-Mithun handles the account. 


Bowers Named Ford Division's Car Ad Manager 
DEARBORN, Micu., Feb. 22—John R. Bowers has been appointed Ford 


Division’s car advertising manager, 


a newly created post. Mr. Bowers 


joins Ford from Brooke, Smith, French & Dorrance, where he was a vp 


and account executive. 


Formfit Names Agency for Overseas Account 


Cuicaco, Feb. 22—Formfit Co. has appointed Foreign Advertising & 
Service Bureau, New York, to handle its international advertising. The 


previous agency was J. Roland Kay 


Inc., Chicago, which has dissolved. 


(Additional News Flashes on Page 191) 


Service Shrinkage 


{movement to restore $29,000,000 


which the appropriations commit- 
tee sliced from the Post Office De- 
partment’s 1958 operating budget. 

In the face of warnings that 
service may be curtailed unless the 
funds are ultimately restored, one 
House member commented that he 
hoped the reductions in service 
might alert the public to the seri- 
ousness of the department’s finan- 
cial situation. 

Others, including Rep. Vaughn 
Gary (D., Va.), chairman of the 
appropriations subcommittee han- 
dling postal funds, warned that 
more drastic budget cuts may be 
considered next year, even if it 
means five-days-a-week service. 

At one point Rep. Gary argued, 
“I don’t think we have to cut any 
services at all, because we are al- 
lowing more money than in the 
current year. But suppose we do. 
Are the people paying for the serv- 
ice they are getting?” 


® Noting that rates are still at 1932 
levels, he asked: “Do the people of 
this country want service? If so, 
let them pay for it. If we will in- 
crease the rates and make every 
classification of mail pay its way, 
then I will give the Post Office 
(Continued on Page 190) 


and Benton & Bowles seem likely to join this 
group immediately. 


® The median billing in this bracket falls be- 
tween $41,000,000 and $51,000,000, and this 
illustrates the growth of the big agencies in 
this highly competitive economy. 

Significantly, while it was once true that the 
larger an agency was, the lower its percentage 
of profit tended to be, these agencies are now 
showing the best percentages in the agency 
field. (See 13-year chart on Page 68.) 

This is the 13th year of ApvertisiNG AcE’s éx- 
clusive billings report, but it might be well to 
repeat again that: 

1. These are agency billings, a measure of the 


by agencies for their clients. 


They no more represent income than do depos- 


its for a bank or face value of pol- 
icies written for an insurance com- 
pany. 

2. In compiling them, responding 
agencies have been asked to say 
what proportion of their total bill- 
ings are accounted for by fees, and 
to capitalize fees by multiplying 
them by 6% to equalize fee busi- 
ness with billing. 

3. Where an agency’s interna- 
tional billing is substantial, AA has 
tried to report it separately. 

4. The phrase “estimated” is 
used in connection with the billings 
figures of a number of agencies. 
In some instances this is necessary 
because of agency or client policy. 
In most cases where it is used it 
represents a joint endeavor in 
which an AA reporter and a top of- 
ficial of the agency arrived at the 
reported figure. In only a handful 
of cases in this lengthy report does 
it represent a calculated guess on 
AA's part, based on the best avail- 
able data. 


® It is interesting-to note the ge- 
ographic spread of the agencies in 
this top group—annual billings of 
$25,000,000 or more. As might be 
expected most (19) are headquart- 
ered in New York; Detroit has six; 
Chicago has four; Philadelphia has 
one, as do Minneapolis, St. Louis, 
and Cleveland, and there are two 
in Canada, both based in Toronto. 

This group is intact, except for 
the dissolution of the Biow Co., 
from last year’s collection. Several 
of the agencies reported somewhat 
lower billings than in 1955: 
D’Arcy, Cunningham & Walsh, 
MacManus, John & Adams, Lennen 
& Newell, Maxon and Ruthrauff & 
Ryan. 

Spectacular gains were recorded 
by McCann-Erickson, Benton & 
Bowles, Kenyon & Eckhardt and 
Ted Bates & Co. 


® Within this group of agencies is 
concentrated most of the network 
and spot television billing, with 
many of the group showing per- 
centages of billing in broadcast 
(Continued on Page 66) 
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Schlitz Leads 
Beer Sales 


Vo make sour anat inmpunitlhe drew comme terme. 


the PLAC 


hor CLASSIC WITTE, Leone “PIONEER 


ANevewon Kitchens ghee rou 


NEACK ER, plan 


ond Anicvican Kitchens exciting aoe “ WOODHUES” 


Race in 1956 


Cuicaco, Feb. 19—Joseph Schlitz 
Brewing Co. led the industry in| 
sales again this year, according to | 
figures compiled by Brewers Jour- | 
nal and the National Beer Whole- | 
salers Assn. 

Schlitz racked up sales of over 


5,900,000 bbls. in 1956. This is a 
gain of 160,835 bbls. over 1955) 
sales. Anheuser-Busch ran second 
with 5,856,583 bbls., a gain of 254,- 
110 bbls. over 1955. 

The study points out that Schlitz 
brews only one beer, Schlitz, while 
Anheuser-Busch brews Budweiser, 


PLACES TO PUT THINGS—Consumer introduction of American Kitchens 
new Placemaker plan gets under way with this color spread in Life. 


’ 


Michelob and Busch Bavarian beer. 

Schlitz’ production capacity 
will be boosted by 400,000 bbls. 
this year when it begins to operate | 
the Muehlebach brewery in Kansas | 
City, Mo., the study says, and in| 
1958 a new 1,000,000 bbl. capacity 
brewery should be in operation in 
Tampa. 


New York, Feb. 19—Manage- 
ment is quickly dispensing with | 
the old notion that it is taboo to} 
change packages, trademarks and 
labels, according to A. P. Bondur- 
ant, vp of Glenmore Distilleries 
® Stroh Brewery Co. took the sales | Co., Louisville. 
laurels, according to Brewers Jour-| Mr. Bondurant, who last week 
nal, with a gain of almost 26%/| was one of several speakers at a 
over 1955 sales. Stroh sales are up | symposium on package design 
87% since 1954. Also, this was the | 
first year that Stroh made the top 
ten, pushing Miller Brewing Co. | 
out of the first ten for the first) 
time in many years. This was in) 
spite of a 2.5% gain by Miller in| 
1956. 


Dailies in Iowa, 


Decline of Brand Loyalty Ends Taboo About 
Package Change, Bondurant Tells Designers 


jointly sponsored by the American 
Society of Industrial Designers 
and the Package Designers Coun- 
cil, said, “Today the public will 
accept an old name in a new dress 
provided it thinks the new dress 


things and changes in old things. 
“The old consumer loyalty of 
brand isn’t what it used to be,” he 
said. “Look at what happened in 
the cigaret business in the past 
two or three years if you want to 
think about consumer loyalty.” 
Industry must keep its mind on 
three key factors in order to keep 


is more attractive. It expects new | 


American Kitchens 
Drive Pushes Unit 
Replacement Plan 


CONNERSVILLE, IND., Feb. 19— 
Research showing that 79% of 
housewives want more wall and 
base cabinets in their kitchens is 
the basis for a new Placemaker 
plan by American Kitchens divi- 
sion of Avco Mfg. Corp. The plan 
permits unit-by-unit replacement 
instead of complete kitchen instal- 
lations, and it also provides 66% 
more “places to put things,” ac- 
cording to American Kitchens. 

Consumer introduction of the 
Placemaker plan gets under way 
with a color spread in the Feb. 25 
Life. This ad will be followed by a 
color spread in The Saturday Eve- 
ning Post, March 16, and color 
pages in American Home, Better 
Homes & Gardens, Home Modern- 
izing and New Home Guide. 

In addition, American Kitchens 
will continue its campaign on the 
Roll-o-Matic portable dishwasher 
with a series of b&w pages in Life. 

To back up its magazine pro- 
gram, the company will use news- 
paper ads, radio and tv spots, out- 
|door posters, movie trailers, dis- 
plays and a consumer booklet on 
the Placemaker plan. 

Ruthrauff & Ryan, Chicago, is 


| the agency. . 


Erwin, Wasey of 


Britain Shows 22% 
‘Gain in ‘56 Volume 


National beer sales remained | 
rather static during the year, ac-| 
cording to the publication, with the | 
result that where some breweries 

(Continued on Page 171) 


have told us that the Pabst Biwe Ribbon 
‘we're brewing today is the finest beer in 
America. 

‘We're proud enough of our beer to want 
everybody to try it. And what's even mere 


Wisconsin Offer 
Volume Rates 


Cuicaco, Feb. 19—Two midwest 
daily newspapers—the Herald, 
Clinton, Ia., and the Wisconsin 
Rapids Daily Tribune—have an- 
nounced new rates benefiting na- 
tional advertisers. 

Effective July 1, the Herald will 
offer volume discount rates to na- 
tional advertisers for the first time 
in its 100-year history. D. A. 
Lundgren, advertising director, 
said the new rate structure will ap- 
ply to all product advertising of 
any advertiser covered by a master 
contract. 


up with the “treadmill of competi- | 

tion,” Mr. Bondurant said, listing| Lonpon, Feb. 19—Erwin, Wasey 

them as public fickleness, impulse | & Co. Ltd. chalked up a record 

and the time element. |billing of nearly $12,600,000 in 
He pointed out that surveys in| 1956—up nearly 22% on the $10,- 

recent years show that people shop | 360,000 reported for 1955. 

by themselves in 23% less time,, The agency reported all records 

that they buy 16% more and that| were broken in 1956 and profits 

71% of supermarket purchases are | were the best in the history of the 

decided on only after the consumer office. 

enters the store. | Turnover in 1957 is unlikely to 
Packaging in many lines, ac- | increase to any substantial degree, 

cording to Mr. Bondurant, may | however, because of the effects of 

become more important than “a | Suez and a general leveling out of 

fast deal or a gimmick.” “That’s|the British economy, the agency 

why industry is turning more and | added. 

more to the industrial for consult- 


Advertising Age, February 25, 1957 


NBC Still Likes 
Spectaculars- 
Now and Then 


New York, Feb. 20—National 
Broadcasting Co. is still very much 
sold on spectaculars as a means of 
stirring up excitement for the net- 
work and its advertisers. 

However, there will be a change 
of approach in the sale and sched- 
uling of the super color shows in 
the 1957-58 season. Plans call for 
at least 28 specs during the season 
—or a slightly higher figure than 
that of the preceding season. But 
the specs will be scheduled, not 
once a month at set time periods as 
in the past, but in various Monday 
through Sunday evening spots. 
These tv extravaganzas will be 
scattered throughout the schedule 
for two reasons: . 


e 1. Each network advertiser will 
be able to build a following for his 
|regular series without having to 
worry about loss of pace from more 
than two spec pre-emptions a sea- 
son. This year shows like Steve 
Allen and “Twenty One” have 
been sharing their time with 90- 
minute specials. Most of the specs 
have had creditable ratings, but 
NBC executives feel that both these 
|shows have had a harder time 
catching the competition because of 
the layoffs. 


e 2. By returning to the original 
concept of the spectaculars as now- 
and-then shows rather than reg- 
ular series, NBC believes they will 
be worth more as merchandising 
vehicles for advertisers who will 
be able to time these big tv splashes 
to meet their own needs. 


The current season’s spectaculars 
have included the “Producers 
Showcase” Monday night series, 
|sponsored by RCA and John Han- 
cock, among others; the Saturday 
i specs, backed by RCA, 
| Whirlpool-Seeger and Oldsmobile, 
j}and a handful of Hallmark’s 90- 
|minute productions on Sunday 
| night. 


It will permit national advertis- 
ers to buy space at lower volume 
rates, as do local retail advertisers, 
| he said. All space will be billed at 
| the open rate of 15¢ per line. At the 
‘end of the contract year, those ac- 
|counts which used sufficient linage 
to qualify for a lower rate will re- 
ceive rebates, he said. 

The new rates are: 14,000 lines, 


(Continued on Page 172) 


| Lawmakers ‘Amazed’ 


PABST PREMIUMS—Pabst Brewing Co. | i 4 
is backing its 25¢ direct mail pre- | at Liquor Therapy 


mium coupon promotion with id e e 
newspaper ads plus radio and tv Adver tising P lan 
ALBANY, Feb. 19—The heads of 


spots in seven midwest markets. 
a joint state legislative committee 


Pabst Offers 25¢ |last weekend issued a statement 


important, after you have tried it, we'd like 
te hear what you think. We sincerely hope 
that you'll take advantage of both our 25+ 
Gividend offer ... and our invitation te write 
us your opinion. This ts our offer: 
. trom nae — I be the went bow days 9 “25¢ OFF” cow 
Xt. poe a howe to every home 
Rano ap tuns che area 
SSS SS gy Yow will grt 25¢ ofl the 
oe the pur how of any ome ol 
Blue Ribbon carry home packs lwed 
on the er 


MILWAUKEE. WISCONSIN 


ing service,” he said. 


s Walter Landor, of Walter Lan- 
dor & Associates, San Francisco, 
moderator of the panel, said: 

“Our job as package designers 
|is to add the joy of anticipation to 
'the actual enjoyment of a prod- 
| uct—and never mind the cost. The 
| price is right whenever the result 
|gives enough extra pleasure for 
the consumer to want to pay for 
a.” 

He emphasized that the consum- 
er is willing to pay the price for 
results—practical features for con- 
venience in handling, storage, use 
and that something extra in ap- 
pearance “even though it be an 
illusion.” 


s Egmont Arens, of Egmont Arens 
(Continued on Page 177) 


declaring that the liquor industry 
Coupon in 7 Markets plans to launch a “deplorable cam- | 
|paign” to advertise liquor as a/| 
Cuicaco, Feb. 19—Pabst Brew- | therapy for the elderly (AA, Feb. | 
ing Co. is using an extensive 25¢ | 11). 
coupon offer via direct mail in| Sen. Thomas C. Desmond, chair- | 
seven midwest markets to push man of the committee on problems | 
sales of its Blue Ribbon beer and/of the aging, and Assemblyman | 
Old Tankard ale. |John E. Johnson, vice-chairman, 
The direct mail piece containing | said the aging needed more pro- 
the 25¢ coupon is being mailed to | tection against what they called 
every resident of six months or | “health gyps.” 
more in Chicago, Knoxville, Mil-| “Now the liquor industry, in an 
waukee, Racine, Kenosha, Green jamazing new development, is 
Bay and Oshkosh. | planning to advertise liquor as a 
The promotion is being backed | therapy for old folks, [asserting] 
with large space newspaper ads | that it keeps them spry and alert,” 
and radio and television spots in | Messrs. Desmond and Johnson said. 
the seven cities. Leo Burnett Co. is |“Liquor executives are scheming 
the agency. this new approach, believing it will 
The direct mail pieces were pro- | boost consumption among adults | 
duced by the Reuben H. Donnelley | over 40 enormously,” the lawmak- | 
Corp. @ ers said. 


| 


FASHIONABLE PAINTS—U.S. Gypsum 


® During 1956 Erwin, Wasey pro-| Four of next season’s 28 specials 
duced 141 television commercials | ajready have been sold to Swift & 
and booked some 960 spots. Tv | Co. (J. Walter Thompson), Timken 


billings exceeded $1,120,000. 

Ed Reich, formerly radio-tv com- 
mercial writer in Erwin, Wasey’s 
Los Angeles office, has come to 
London to. take up the newly cre- 


‘ated post of creative director of | 


| television. The agency said that in 
separating tv production from tv 
creative work, it is following the 
most successful U.S. agency prac- 
tice. + 


Evans Joins Schneiderman 

Ginny Evans, formerly a copy- 
writer of Goldblatt Bros., Chicago 
department store, has been ap- 
pointed head of the new public 
relations department of Murrey 
Schneiderman Advertising, Chica- 
go. 


ae f 


~ 


will run this color spread for its 
e@| Texolite paints in the April issue of Vogue (See story on Page 186). 


Roller Bearing Co. (BBDO) for 
two and Standard Oil Co. of New 


Jersey (McCann-Erickson). 


GE’s Johnson Sees 
Americans Doubling 
Their Commodities 


CLEVELAND, Feb. 19—The aver- 
,age American family some day will 
|have two homes, two telephones, 
|two bathrooms, two tv sets, two 
cars and two refrigerators. 

This was predicted by Roy W. 
Johnson, exec vp of General Elec- 
tric Co., in a speech to business 
men here in observance of Nation- 
al Electric Week. 

The use of electricity will prob- 
ably quadruple in the next 16 years 
and soar from the present annual 
sales of $20 billion to $90 billion 
by 1976, Mr. Johnson predicted. 

Mr. Johnson warned the Cleve- 
land Chamber of Commerce au- 
dience not to be misled by “the 
Cassandras who always are ready 
to interpret cutbacks or normal 
adjustments to changing markets 
as signs of economic faltering.” ¢ 


Beech-Nut Lite Savers Elects 

Edward J. Jordan, formerly exec 
vp of Beech-Nut Life Savers Inc., 
Canajoharie, N. Y., has been elect- 
ed president of the company. He 
succeeds J. Stafford Ellithorp Jr., 
who was named vice-chairman of 
the executive committee. Gordon 
C. Young, vp and director of ad- 
vertising, was elected a director. 
Edward J. Noble continues as 
board chairman, 
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New Tax Ruling 
May Put Agencies 
in Higher Bracket 


Internal Revenue 
Re-Defines Personal 
Holding Companies 


NEw York, Feb. 19—Additional 
taxes are in the offing for adver- 
tising agencies and other com- 
panies dealing in services, if a new 
Internal Revenue Service inter- 
pretation of a 20-year-old regula- 
tion goes into effect. 

The proposed change would see 
advertising agencies and other 
concerns regarded as_ personal 
holding companies pay 75% on the 
first $2,000 of any undistributed 
surplus and 85% on the balance 
over $2,000. A personal holding 
company is one in which more than 
50% of the stock is held by five or 
fewer people. Most advertising 
agencies fall into this category. 

Milton N. Mound, of the law of- 
fice of Lewis & Mound, New York, 
told a group of trade association 
executives, including a represen- 
tative of the American Assn. of 


6 > 
“an 


issue as part of U.S. Steel Corp. 


FOR A LIFETIME—This color spread will appear in Vogue’s July bridal 
’s “Operation Shower” promotion 
for 1957. Batten, Barton, Durstine & Osborn is the agency. 


Shower the bride with 


Lilie Gift 


@ wuiree srares vrece 


Base Station Rates 
on Audience Rating, 
TWA’s Keavey Urges 


of radio rates based on ratings was 
asked of stations by John Keavey, 
domestic advertising manager of 
Trans World Airlines in a talk to- 
day before the Radio & Television 
Executives Society. 

Mr. Keavey said he doesn’t see 


New York, Feb. 19—A system | 


Hazel Bishop's 
‘1956 Loss Was 
Second in Row 


But Ist Quarter of ‘57 Is 
‘Exceedingly Profitable,’ | 
Ray Spector Declares | 


Top 100 Outdoor Advertisers Spent 
$2,262,386 More in ‘56, OAI Reports 


GM, Then Ford, Head 
List 3rd Straight Year; 
16 New Names Appear 


New York, Feb. 19—In 1956 the 
100 largest users of outdoor adver- 
tising spent $95,685,027 in the me- 


Burnett Elects Four 
Copy VPs; Matthews 
Is Named Manager 


Cuicaco, Feb. 19—Leo Burnett 
Co. has elected John Matthews vp, 
associate copy director and man- 
ager of its copy department and 
Howard Shank, Ernest Eversz and 
Ben S. Laitin vps and associate 
copy directors. 

Each man will head a major di- 
vision of the print, live tv, and ra- 
dio copy department, as will Chet 
Miller, who was elected a vp and 
associate copy director in 1954. 

Mr. Matthews becomes chief ad- 
ministrative officer of the copy de- 


Advertising Agencies, that talent | @my reason why two advertisers 
agencies, research and develop- should pay the same amount for 
ment companies, food brokerages | spots, just because they are in the 
and management consultants also| Same time classification, if the rat- 
might be affected by the tax pro- ing for one spot is much higher 


posal, | than the other. 
Mr. Mound said his company| He said also that radio on the 
represents “several” advertising| saturation level is the medium 


agencies, among others, who might which most nearly answers the ad- 
be hit by the tax. He declined to| vertising problems of his company. 
name them. | An airline is always selling a new 
product, Mr. Keavey pointed out, 
s Mr. Mound’s office has sub-| since it is used by a great many 
mitted a brief opposing the new | different people at irregular inter- 
interpretation of the regulation,| vals in their lives which can not 


which originally went into effect be anticipated by the airline. e 
in 1937. 


According to the brief, the 1937 | 
regulation “defines personal] hold- 
ing company income to include! 
‘amounts received under a contract | 
under which the corporation is to} New York, Feb. 21—The radio- 
furnish personal services,” in)ty head of one of the country’s 
which the customer designates | jargest agencies this week candidly 
‘the individual who is to perform | admitted that his agency exercises 
the services” —_ the right to keep controversial per- 

“The regulation now proposed | formers out of its programs, but he 
by the bureau,” the brief con-| asserted that he has never seen a 
tinues, “would amend the statute copy of any “blacklist,” including 


(Continued on Page 189) |the much publicized “Red Chan- 


Country Boys “a 


Using ‘Controversial’ TV Actors ‘Spends 
Ad Dollars to Offend Public,’ Says BBDO VP 


New York, Feb. 20—Hazel 
Bishop Inc. suffered a net loss 
after tax refunds of $610,259 for 
the fiscal year ended Oct. 31, 1956. 

Net sales declined to $10,270,994 
from the $11,462,020 reported in 
fiscal 1955. Gross 1956 sales were @ 
$12,627,916 before returns and al-| @ 
lowances. % 

In 1955, the company suffered | 
a net loss of $460,177, and in 1954) 
made a net profit of $1,080,000. 

Raymond Spector, chairman of| | 
the board, commented in his mes- | 

(Continued on Page 18) 


John Matthews 


| partment under Draper Daniels, vp 

in charge of copy. Before he joined 
Burnett five years ago, he was a 
| Sion as a result of agency pressure copy supervisor of Young & Rubi- 
is not so. cam. 

But would any agency clear a Mr. Shank and Mr. Eversz have 
dramatic script in which blacklist-| been Burnett copy supervisors 
ing in the radio-tv industry was | since 1953. Mr. Laitin, before join- 
mentioned? Mr. Wallace asked. |ing Burnett in January this year, 

Mr. Foreman said he didn’t see was vp and account supervisor of 
how a drama could be made out of Grey Advertising Agency, New 
the situation since it isn’t of suffi- York. 
cient concern to people. | Leo Burnett also this week 

“Isn't liberty of interest?” Mr.| named H. William Jell Jr. a copy- 
Wallace asked. | writer on the Kellogg account and 

Pointing out that CBS habitually | Walter H. Zippler a service man- 
outdistances NBC in tv’s top ten ager. Mr. Jell previously was a 
ratings, Mr. Wallace asked the| copywriter of Keeling & Co., Indi- 


| $1,958,786. 


| In a question and answer bout 
Run New York, 


|familiar with John Cogley, who 


with Mike Wallace on WABD’s 
| ““Nightbeat,” Robert L. Foreman, 
Batten, Barton, Durstine & Osborn 
| vp, also indicated that he was un- 
wrote a two-volume report on 
] Ex ] 4 | blacklisting for the Fund for the 
Novel Explains _ spsi 
Mr. Wallace quoted several ex- 
New York, Feb. 19—‘You’ll|cerpts from the Cogley report to 
never make it, Myron. You'll miss | indicate that BBDO looms large in 
it by miles.” jthe minds of anyone considering 
“Says who?” | blacklisting in the industry and 
“Says me and I’m an authority.|that the agency had named Jack 
You’ll be tabbed as an intruder as | Wren to serve as its “security of- 
soon as you poke that bobbed nose | ficer.” 
past the receptionist’s desk.” 
“You’re an intruder, too. Ya|# The BBDO vp described Mr. 
never went to Yale. You’re from) Wren as an account executive, who 
some dinky town. Jalopy, Nebras-| works on programs and in other 


ka. You made the grade.” 

“South Dakota and you miss the 
point, Myron. This business isn’t 
run by the Ivy League, by inherit- 
ed wealth or the high-type people 
of the eastern seaboard. Far from 
it. There are a few Yales and 
Princetons among us. But essen- 
tially we're a small-town busi- 
ness. 


s “New York’s talker society, My- 
ron, is controlled by people from 
Great Bend, Kansas, and Camden, 
South Carolina. The sooner you 
learn that the better off you'll be. 
The worst thing you can be is a 
native New Yorker. This is a cap- 
(Continued on Page 192) 


lareas including some “controversial 
| performer” problems. 

When asked what constitutes 
a “controversial performer” by 
|BBDO’s definition, Mr. Foreman 
| said he didn’t want to generalize 
lon such a matter. He said the 
|“tolks who work on an account” 


up. 
“We don’t want to spend the ad- 
vertiser’s dollars to offend the pub- 
lic,” he asserted. 


8 In answer to a question about 
the justification for advertisers’ 
control of tv’s editorial content, Mr. 
Foreman said the implication that 
there is nothing but pap on televi- 


decide such problems as they come || 


BBDO vp to explain why. 

“CBS has more popular pro- 
grams, and people prefer them,” 
Mr. Foreman said. “I have to work 
with NBC, but maybe CBS is 
smarter.” . 


York Joins ‘Blade-Tribune’ _ 

M. E. York has been appointed 
advertising director of, the Blade- 
Tribune, Oceanside, Cal. He for- 
merly was ad director of the Jour- 
nal, Rapid City, S. D. 


FLAT-TOP—This display piece intro- 
duces P. Ballantine & Sons’ new 
quart container, 


anapolis, and Mr. Zippler has been 
| with Roche, Williams & Cleary for 
the past 10 years. . 


Ballantine Will 
Introduce 32-Oz. 
Flat-Top Beer Can 


Newark, Feb. 19—P. Ballantine 
& Sons is introducing a new beer 
package, which it claims is the 
industry’s first flat-top quart can. 

A new advertising program is 
being launched to give the new can 


\dium, compared with $93,422,641 
| in 1955 and $91,799,317 in 1954. 


These figures were released to- 
day by Outdoor Advertising Inc., 
in its third annual listing of the top 
100 outdoor advertisers. 

General Motors Corp. led the 
list for the third consecutive year, 
with a total expenditure of $10,- 
945,254. Its outdoor outlay in 1955 
was $10,228,386. In 1954 it was 
$8,194,901. 

Ford Motor Co. has been second 
for the past three years, with ex- 
penditures of $5,958,005 in 1956; 
$6,665,797 in °55, and $6,645,291 
in ’54. 

Third place in 1956 was taken 
by Jos. Schlitz Brewing Co. (fourth 
in °55) with $3,849,855, displacing 
Distillers Corp.-Seagram, which 
dropped to seventh place with $2,- 
915,364. Coca-Cola Co. moved from 
fifth to fourth place with $3,435,- 
101. Shell Oil Co. moved into fifth 
place from seventh, with $3,278,- 
671. 

For the second year, Anheuser- 
Busch maintained its position in 
sixth place, with $3,049,049, com- 
pared with $3,130,853 in ’55. 


Schenley Industries held eighth 
position with $2,751,726. Wm. 
Wrigley Jr. Co. moved from 


eleventh into ninth position with 
Tenth position was 
taken by National Distillers Prod- 
ucts Corp. (sixteenth in ’55) with 
an expenditure of $1,916,723, up 
$435,308 over the previous year. 


® Sixteen companies appear in the 

1956 listing of the 100 outdoor 

leaders which were not listed in 
(Continued on Page 178) 


Four Out of Five 
Recall Outdoor 


Posters: Starch 


New York, Feb. 19—First re- 
port on findings developed to date 
by the Starch continuing study of 
outdoor advertising, started about . 
a year ago, were released today by 
Outdoor Advertising Inc. 

Highlights of the report by 
Howard Stone, president of Daniel 
Starch & Staff, include the follow- 
ing: 

The study was confined to na- 
tional posters in U.S. urban mar- 
kets of 2,500 population or larger. 
The method used was a probability 
sample with one call back and a 
fixed substitution formula. 

In a 30-day period, four out of 
five people remembered seeing na- 
tional outdoor posters—82% of all 
men, women, boys and girls ten 
years of age and older. Fo? males 
only the figure was 85%. For fe- 
males only it was 79%. Expressed 
in numbers this is 33,000,000 males, 
33,000,000 females, for a total of 
66,000,000 out of an urban popula- 
tion of 81,000,000. 


maximum advertising support. It 
includes outdoor coverage in 49 
markets from Maine to Florida and | 
including metropolitan New York; | 
newspaper advertising in the same 
number of markets, in addition to 
radio and tv spots; 3,500 subway 
and car panels during March in 
greater New York and extensive A high percentage of people of 
point of sale displays for dealers. (all ages remembered seeing out- 

The new package features the|dvoor posters in a 30-day period, 
same bright copper background, | but the proportions for the young- 
with a brown-on-buff label, as} er ages were highest: 91% for peo- 
is used on the company’s other) ple 10 to 17 years of age; 96% 
12 and 16-oz. beer packages. The|for people between 18 and 24; 
new can is 32 oz. A 12-can carton | 88% for people between 25 and 
also has been designed for the new | 34; 85% for people between 35 
package. and 44; 78% for people between 

William Esty Co. is the agency. e° (Continued on Page 177) 


s It was found that car riding did 
not make a big difference. Of all 
people riding in cars on five to 
seven days a week, 89% remem- 
bered seeing outdoor posters. Of 
those reported riding in cars one to 
four days a week, 77% remem- 
bered seeing outdoor posters. 
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CBS, Syndicator 
Hit by $1,000,000 

. ’ : 
‘Big Idea’ Suit 

Cuicaco, Feb. 21—A man who 
claims that “The Big Idea” televi- 
sion show is a duplicate of a show 
format that he copyrighted 19 
years ago is suing Columbia Broad- 
casting Inc.; WBBM-TYV, local CBS 
outlet; Don Bennett Enterprises, 
and Hospital Service Corp. (the 
Chicago operation of Blue Cross) 
for $1,000,000 damages. 

The suit has been filed in U.S. 
district court here on behalf of 
Samuel Lawrence, of Santa Mon- 
ica, Cal. Also named as defendants 
are Julius Levin, Berle Adams, 
MCA Artists Ltd. and unknown 
CBS affiliates. 

Mr. Lawrence alleges that in 
1939 he was issued a copyright 
for an original manuscript en- 
titled “Inventerviews.” This was a 
format in program form wherein 
inventors with patented inventions 


portunity to exhibit, demonstrate 
and describe their inventions. 
The manuscript further provides 


a method for interested listeners or | 


viewers to arrange contacts with 
the inventors with a view toward 
commercial manufacture and dis- 
tribution of the invention. “The 
Big Idea” show duplicates this for- 
mat, the suit charges. 


= Mr. Lawrence alleges that he 
showed the manuscript to Mr. 
Levin and Mr. Adams several years 
ago and discussed with them the 
possibility of producing the mate- 
rial as a tv show. He charges that 
“some” defendants gave the mate- 
rial to Don Bennett Enterprises, 
Hollywood, which produced it as 
the syndicated show, “The Big 
Idea.” 

Hospital Service Corp. sponsors 
the show here on WBBM-TV. The 
show was purchased by its agency, 
Bozell & Jacobs, from Don Bennett 
Enterprises. The agency declined 
to comment on the suit. 

A CBS spokesman here also de- 


been officially notified that the 
suit has been filed nor have we 
been contacted by the plaintiff or 
his lawyers,” CBS said. “Thus, we 


it.” 

CBS pointed out that “The Big 
Idea” is not a network show but is 
sponsored in a number of markets 
by various advertisers. - 


Brittingham Named President, 
Corning Appoints Officers 

Russell Brittingham, vp and di- 
rector of purchases of Corning 
Glass Works, Corning, N.Y., has 
been elected president of Pitts- 
burgh Corning Corp., succeeding 
H. B. Higgins, chairman of the 
board of Pittsburgh Plate Glass Co. 
Pittsburgh Corning is owned joint- 
ly by Pittsburgh Plate and Corning 
Glass Works. 

Thomas S. Wood Jr., formerly 
manager of the lamp sales depart- 
ment, succeeds Mr. Brittingham, 


and will be replaced by George W. 
Douglas, formerly manager of the 


are interviewed and given an op-| clined to comment. “We have not lighting sales department. 
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how much 
advertising 


are you 


It happens every day—all over the country in widely scattered news- 
papers. A dealer decides to advertise your brand without benefit of co-op 


contract . . . a manufacturer advertises and without your knowledge tells 


the reader that he uses your “brand name” product in the fabricated 


IN eVe 


RETAIL STORE REPORTS 


Provide accurate check- 
up of dealer tie-in adver- 
tising covering your own 
and/or competitive ac- 
' counts. A widely-used 
service for determining 
sales policy and directing 


item he offers. This is FREE advertising, and you should know about it. 
Then, you can budget your paid space to better advantage. These 
ACB services can tell you what you are getting. 


tear sheets are complete pages and show 
position, full headline information, etc. 


BRAND MENTIONS 
ACB’s Research 
Service that serves the 
large group of manu- 
facturers and others 


have not seen the suit and can | 
make no statement until we read | 


| NBC still 


Advertising Age, February 25, 1957 


New therapeutic theme for liquor amazes | 
legislators Page 2) 

Pabst offers 25¢ Midwest 
through mails age 2 

likes specs, alters scheduling 
for 1957-58 slightly 

Package change taboo dying out with 
brand loyalty decline, Bondurant 


coupon in 


Velume rates for national advertisers set 
he Page 2 

Twe of everything, even homes, that's 
what American consumers will have, 
GE official says oa 8 

Erwin, Wasey’s British operation shows 
22% gain in 1956 

Schlitz leads beer sales in 1956; Anheuser- 
Busch is second 

Hazel Bishop showed 


Leo Burnett Co. names four copy vps, with 
John Matthews as manager 

Four out of five people recall outdoor 
posters, Starch finds 

Controversial tv actors waste sponsors’ 
money, BBDO exec says .............. Page 3 

Tax ruling may put agencies into new, 
higher tax bracket 

Ballantine is introducing new 32-oz. flat- 
top beer can .............. Page 3 

Top 100 outdoor advertisers spent $95,- 
685,027 in 1956 Page 3% 

New York communications world is run | 
by hicks from the sticks, character in | 
novel says .......... 8 

Westinghouse to ‘make laundry, tv sets 
for Montgomery Ward Page 19) 

Jury indicts Boston Post's John Fox for | 
failure to pay wages Page 24) 

Industrial pr men should be recognized | 
as part of management, McGarry 
Says = Page 28) 

Henry I. Siegel Co.'s first ad drive pushes | 
H.LS. sportswear Page 31) 

New bill to regulate outdoor ads presented 
to Congress Page 36) 


| Ad art cost $468,000,000 in 1956, Art Di-| 


rection says Page 47 
J. L. Hudson Co. will figure co-op news- | 

paper ad production costs on column | 

inch basis _ Page 48 
Commonweal hits Catholic “pressure” 

showing of “Luther” 

TV 


on 


Group offers newspapers ad mats for) 

liquor promotion 
Department stores 
“trading stamp” 
Says . witn 


next 
parade, 


are 
hit 


| What They re Saying 


Highlights of This Week's Issue 


Tables show billings of agencies in $25,- 
00,000 and over and $10-$25,000,000 
groups . Page 68 

Mi agencies billed between $5,000,000 and 
$10,000,000 in 1956 .. Kage 70 

100 agencies billed between $1,000,000 and 
$5,000,000 in 1956 Page 7 

184 agencies report under $1,000,000 bill- 
ings in 1956, AA's tally shows Page 72 

Folding of Biow, Scheideler & Beck high- 
lighted 1956 agency scene Page i51 

AA chronicles agency openings, closings, 
mergers, reorganization in 1956 Page 152 

Industrial advertisers urged to greater 
ad creativity, accent by 
O'Brien puiinion : Page 163 

Agency commission system bore up well 
in first year under decree .... Page 164 


$15.9 billion in retail sales chalked up in 
New York-New Jersey area Page 165 


McGraw-Hill decentralizes its circulation 
activities Page 166 


Pest Office officials say it will have bil- 
lion dollar deficit without rate 
hike Page 167 

$1 trillion consumer debt not “particularly 
unsound,” U. S. Chamber says ..Page 168 


New York court says advertisers can't use 
brand names as bait for rebuilt ap- 
pliances Page 170 
be- 

de- 

170 

Home wiring improvement being pro- 
moted by Canadian group via newspu- 
pers 6 Page 180 

Jargon in marketing is attacked as mis- 
leading by Norton B. Weber ..Page 181 


Bulova electric shav- 
er via bars discount- 
ers Page ist 


Newsprint production 
ing curbed 
mand 


plans are 
as supply meets 
Page 


introduces 
jewelers 


new 
only, 


Ohio hardware men are urged 
crease their advertising 


to in- 
Page 145 


REGULAR FEATURES 


Advertising Market Place 
Along Media Path 
Coming Conventions 
Department Store Sales 


| Editorials ; 
| Getting Personal 


Merchandising Ideas 
Obituaries ........ 
Photographic Review 
Rough Proofs ... 

This Week in Washington 
Voice of the Advertiser 


« ® 
».8 
182 


hd 


Skyway Luggage Names | 

Carvel Nelson and A.M. 
Skyway Luggage Co., Seattle, 

has appointed Carvel Nelson & 


Powell, Portland, Ore., to handle | 
its advertising. The agency suc-| 
po Cole & Weber, which held | 
the account since early November. 

Don Allen, Skyway account man | 
| with Carvel Nelson & Powell, for- | 
| merly handled the Skyway ac- 
|count when he headed his own 
| agency in Portland. Skyway also 


jhas named Gary L. Smith, formerly 


export manager, advertising man- 
ager. 


Robbe Is Division Ad Head 

Fred G. Robbe, director of ad- 
vertising of the American Home 
Foods division of American Home 
Products, New York, was errone- 
| ously referred to by ADVERTISING 
AcE last week as advertising direc- 
tor of the parent company, instead 
of the division. 


Does your 
go into the 


product 
home?... 


salesmen’s efforts. Reports can show linage; 
cost of space; city; publication; sales terri- 
tory; dealer name; product and price ad- 
vertised; mats used; totals and percentages. 


whose trade names are 

promoted to the con- 

sumer as part of the 
advertising of other concerns. Widely used 
by producers of ‘‘name brand” fabrics; 
publishers; and many manufacturers in 
hard-goods lines. 


Then be sure to 
check pages 112 & 113 


of this issue. 


TEAR SHEET SERVICE 


Tear sheets are the basis 
of all research in news- 
paper advertising. ACB 
can furnish tear sheets 
containing advertising of 
any specified dealer or 
national advertising. ACB 


ADDITIONAL SERVICES 


11 additional services are available. De- 
scribed in ACB Catalog sent free on request, 
or contact nearest ACB office. 


The Advertising Checking Bureau, Inc. 
New York (14) 79 Medison Ave. + Chicage (3) 18 S. Michigan Ave. + Colombes (15) 
20 South Third St. + Memphis (3) 161 Jeflerson Ave. + Sem Francisco (5) 51 First St. 


ACB REA 


AUB Reads every ad 


> 
iS 


EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 
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Meet the ENTHUSIACTIVE ones... 


These are the people out ahead—with the enthusiasm and activity that keeps them there. 


Weekdays, they leave and come home to houses filling fast with everything from kids to coordinated kitchens. 
Weekends they’re everywhere—on highways and fairways . . . in sailboats and sportcoats. Going, seeing, doing. 


You can meet more of these enthusiactive families more economically in SPORTS ILLUSTRATED than you 
can anywhere else. For this magazine, created to chronicle the enthusiastic, active world of sport, has naturally 
turned out to be their magazine. It takes seriously the things they take seriously. 


SPORTS , ILLUSTRATED 


Now 700,000 enthusiactive families weekly 
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This Week in Washington ... 


Wider Wage-Hour Coverage Looms 


By Stanley E. Cohen 
Washington Editor 


WasHIncTon, Feb. 21—From the 
advance sparring, a real battle can 


employes currently on retailer pay- 


is protesting that 
hearings are “premature”; that 
be expected when the Senate and | they should be postponed until the 
House labor committees get to|completion of “important” eco- 
work next week on legislation|nomic studies now getting under 
blanketing nearly 10,000,000 more| way which may point up the in- 
workers under the federal wage | flationary impact of proposed wage 
and hour law. adjustments. 

Previous efforts to bring such 
groups as retailing, agriculture and 
construction workers under this 
law have failed. But with Presi- 


® Besides the retailers, the groups 
deeply involved in this legislation 
include agriculture, with 1,500,000 


dent Eisenhower advocating broad-|employes affected, construction 
er coverage, sponsors of wage-hour | with 1,400,000 and outside sales- 
laws think they can corral suffi-| men, 1,351,000. 


cient strength this year to knock 
out some of the long-standing ex- 
emptions. 

An indication of the tone of de- 


Newspaper publishers also are 
deeply concerned. They are watch- 
ing a section which gives the chil- 
dren’s bureau of the Department 
bate already has been apparent in| of Health, Education and Welfare 
the activities of retail groups. With | authority to regulate activities of 
roughly 4,000,000 of the exempt | carrier boys who are under 16. Last 


| time around, the late Sen. Robert 
|A. Taft (R., O.) was on hand to 
| watch the small print and ward off 
any effort to break down the car- 
rier boy exemption. If sponsors of 
the bill are as strong as they be- 
lieve, the gentleman from Ohio 


rolls, American Retail Federation | will be missed when the going 
next week’s | gets rough. 


U. S. Studies Obsolescence 
of Major Appliances 

Important new information 
about future prospects of the 
household appliance industry will 
be projected from a report on 
household appliance “inventories” 
to be published soon by the Census 
Bureau and the Agriculture De- 
partment’s bureau of human nu- 
trition and home economics. 

The study covers washing ma- 
chines, refrigerators and ranges. 
| Based on interviews with a large 
household sample, it seeks to de- 
termine the age of the appliances 
currently on hand. Also to be 


learned: Whether major items 
were acquired new or used since 
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ROBERT WHITEMAN has been named | 


Chicago branch manager of Capper 
Publications, succeeding Frank X. 
Gaughen, who has retired (AA, 
Feb. 4). Mr. Whiteman formerly 
was New York and New England 
representative of Capper farm 
publications. 


Jan. 1, 1956, and whether the old 
appliances were resold or scrapped. 
Interviewing and tabulating 
were handled by the Census Bu- 
reau, with funds supplied by the 
bureau of human nutrition. One 
objective, experts say, is to deter- 
mine “useful life” of a typical ap- 
pliance. 
. ° 7 
When Must Vendor 
Vend? Senators Ask 
Under what circumstances is a 
supplier justified in refusing to 
deal with a retailer? That’s an in- 
creasingly troublesome legal prob- 
lem currently being studied by the 


Senate small business committee, | 


as the topic of a special report to 
be completed in the near future. 
In general, the committee ac- 
knowledges, a vendor may refuse 
to sell to any person for any reason 
satisfactory to himself so long as 
this is his independent judgment 
and is not in restraint of trade or 
otherwise in violation of the law. 


Obviously that “so long as”’ covers | 


a lot of territory; so the small busi- 
ness committee hopes to come up 
with some information about the 
problems that may arise as a re- 


s in oll prin 


sult of “refusal to sell.” 
7 . . 
Pricing Bills May 
Stymie Each Other 


Advertising Age, February 25, 195’ 


|fading for H.R. 11, Rep. Wright 
Patman’s so-called “equality of 
opportunity” bill. This bill, favored 
by many retail groups, specifies 
that sellers must not cut prices to 
meet competition if their action 
will give one distributor an ad- 
vantage over another. 

Now Sen. Homer Capehart (R., 
Ind.) has come up with a counter- 
| measure (S-1211) which embodies 


== | a completely contrary approach. It 


| says the right to cut prices to meet 
| competition is absolute, unless the 
supplier is trying to match a price 
which is illegal to begin with. 
| Because of small business’ dedi- 
cation to H.R. 11, Sen. Capehart 
can hardly hope to get his bill 
through. However, he claims to 
have the approval of the Federal 
Trade Commission and the Depart- 
ment of Justice. So he should rally 
sufficient support to cause a dead- 
lock which will prevent adoption 
of any laws on this subject. 
* > . 
Postwar Babies Go Tick-Tock: 

Population Jams the Clock 

Census Bureau’s big symbolic 
map, ringing up increases in the 
national population for tourists to 
see in the lobby of the Department 
of Commerce Bldg., may have to 
be adjusted. On the basis of esti- 
mates that the population increases 
by one person every 12 seconds, 
the clock recently passed the 170,- 
| 000,000 mark. Actually the popula- 
|tion has been gaining so rapidly 
|that technicians suspect the rate 
now exceeds one every 12 seconds. 
| When and if the latest guesses are 
| confirmed, it will be necessary to 
j}adjust the timing of the electric 
chart controls. 

On the basis of recent reports, 
there has been a net increase of 
| 19,000,000 in population in the ap- 
proximately seven years since the 
1950 census—almost the same 
amount as the net increase for 10 
| years between 1940 and 1950. e 


Barnes-Crosby Elects Rand 
Barnes-Crosby, Chicago photo- 
| engraver, has elected A. B. Rand 
| president, treasurer and a director 
|to succeed Philip Lochman, who 
retired after 52 years with the 
| company. Other officers elected in- 
,clude George Elfring, exec vp; 
W. M. Ballee, secretary, and Leo 
Friedlander, Elmer Sass, W. M. 


Once again chances seem to be McKinley and Joseph Kucera, vps. 


RACINE 


ae 


. and Sun 


“86% COVERAGE 


Chicago Trib. 8.0% 
Mil. Sentinal 8.7% 
Mil, Journal 11.5% 


JOURNAL-TIMES | 


3% COVERAGE 
in the city 


in the county - 


ABC FIGURES PROVE 
metropolitan papers can’t 
possibly do a selling job for 
your product in RACINE. 


PAPER COVERAGE 


Details on Request 
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PERFORMANCE 


is the one true measure of 
magazine vitality. Here's The 
§ Saturday Evening Posts circulation 
performance so far this year. 


ISSUE CIRCULATION* BONUS 


JAN. 5th | 5,104,000 | 254,000 
JAN. I2th | 5,130,000 | 280,000 


JAN. 19th | 5,125,000 
JAN.26th | 5,147,000 
5,130,000 
5,203,000 


280,000 


353,000 


“Estimate by the publisher 


The Post means performance! On January 5, 1957, when The POST CIRCULATION I95!1-56 
Saturday Evening Post’s new rate base of 4,850,000 went into 


i effect, its circulation had already topped the 5,100,000 mark and 9 5] Re 3,99 6 P ‘elele) 


was still rising. Right now The Saturday Evening Post is delivering 


- an undiluted bonus of over a quarter-million copies to advertisers, | 3 5 2 pS Sx 4, 2 2 @) » @) O @) 


issue after issue. 


But every bit as important as how much the Post has gained is i953 Cpe eer,” 4524,000 


what kind of circulation this is and how it was earned. Its steady, 


healthy growth of over 900,000 copies during the past 5 years (see i 9 5 4 LDP angly GA 4 e 590 e @) @) @) 


table, right) has been achieved by increased reader interest in the 


magazine and by reader interest alone. | a 5 5 hod 0 Maren 4 10 2 ’ ©) ©) @) 


The unquestioned quality of this circulation is further demon- 
strated by the Post’s overwhelming popularity at the newsstand. 19 56 PO ee FR s 4,906, 000 
Here magazines face the real test. There’s no hard sell. The reader Yearly averages from ABC statements 1956 is an estimate. 


pays his money and picks up what interests him most. It is here 
that the Post outsells any general weekly or biweekly magazine 
by a margin of 60%. And its full-rate subscriptions (81% of total 
subscriptions) are by far the highest in the field! 


Today, the Post is growing at a faster rate than the population 
of America. And the Post will continue this rate of growth through 
full-rate subscriptions and single-copy sales — in short, through its 
own natural strength as America’s best-read, best-liked general 


weekly magazine! America reads the Post! America buys the Post 


A CURTIS MAGAZINE 
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Disputed Ads 
Are ‘Acceptable’ 
—to Calvert 


Resnik Statement Gives 
No Indication Distiller 
Will Bow to U.S. View 


New York, Feb. 20— Indications 
this week are that Calvert Distil- 
lers Co. has no intention of backing 
down in its dispute with the alcohol 
and tobacco tax division of the 
Treasury Department. It still in- 
sists it has a right to use the slogan 
“Clear heads call for Calvert taste” 
in its advertising for Calvert Re- 
serve blended whisky (AA, Feb. 
18). 

Tubie Resnik, exec vp of Calvert, 
said, “We hope any misunder- 
standing which exists will be clar- 
ified in the near future.” 

In a statement to ADVERTISING 
Ace, Mr. Resnik said, “We regret 
that there seems to be disagreement 
between Calvert and the alcohol 
tax division as to whether these 
advertisements conform with the 
division’s advertising rules. Calvert 
submitted the current campaign to 
the division before its release, and, 


following certain tax division ob- | 


jections, revised the campaign suf- 
ficiently, in our opinion, to be ac- 
ceptable. 

“While the alcohol tax division 
informed us that it still disap- 
proves of the revised campaign, we 
believe that in both concept and 
execution, the new series of adver- 
tisements for Calvert Reserve is a 
logical development of Calvert's 
recent advertising, which featured 
the theme, ‘Nothing finer in Amer- 
ican taste,’ which has previously 
met with the government’s ap- 
proval. 


s “In earlier ads in this cam- 
paign,” Mr. Resnik said, “we fea- 
tured famous American products 
exemplifying the highest standards 
of good taste. Our new series of ads 
for Calvert Reserve merely spot- 
lights a wider range of typically 
American interests and activities 
in which the good taste of discern- 
ing Americans plays an important 
part. 

“Calvert’s current advertise- 
ments stress that there is nothing 
finer in American taste than Cal- 
vert Reserve American whisky and 
that discerning consumers who de- 
mand good taste, whether in arch- 
itecture, or in fine glass, or in fine 
foods, will also call for Calvert 
taste as the finest in taste in Amer- 
ican whiskies.” 

What the alcohol tax division 
plans to do, in view of the fact that 
Calvert is continuing its new cam- 
paign (which broke Feb. 1), has 
not been determined. Ads are be- 
ing run in 486 newspapers, through 
Grey Advertising Agency. 


® ADVERTISING AcE was told that 
the tax division “has taken the 
matter under advisement.” If a 
routine procedure is followed the 
division may issue a citation—sim- 
ilar to an indictment—declaring 
Calvert's advertising in violation of 
federal regulations governing liq- 
uor advertising. This would be fol- 
lowed by a hearing, probably in 
New York. The findings of the 
hearing would then go to Washing- 
ton for review. If upheld, Calvert 
would then be forced to go into 
court for relief. 

Some attorneys in the liquor in- 
dustry, who regard the case as an 
important development, which 
could establish new precedents for 
liquor advertising, believe that the 
government, if it wanted to do so, 
probably could take a short cut by 
going into court and asking for an 
injanction to stop Calvert's adver- 
tising. But whether or not the tax 


| 
| 


division, either in its pwn right or 
through the Department of Justice, 


has the authority to do this, they | 


admit is open to question. 
Conceivably this could lead to a| 
long legal wrangle on issues of law. | 
If, however, the usual procedure 
is followed, and a citation is issued, 
it probably will be a month, at} 
least, before it is prepared. In the| 
meantime, it is believed the alcohol 
tax division will make a consumer 
survey to determine people's reac-| 
tion to the Calvert ads. 


® This was done 20 years ago, and 
also in 1948, when the division 
challenged the company’s use of 
the slogan “Clear heads call for 
Calvert.” In 1948 the division, then | 
known as the alcohol tax unit, ob- 
jected to both Calvert’s and Schen- 
ley’s advertising. Schenley was 
then using “A sunny morning fla- 
vor” theme for its Schenley Re- 
serve (AA, Dec. 27, 48), As a re- 
sult of the government’s disap- 
proval, both Calvert and Schenley 
changed their campaigns. 

Today the climate in the liquor 
industry is different. People in the 
industry are watching the new 
Calvert case closely (for news of 
reaction to the case, see Page 2). 
While unwilling to comment for 
publication, several liquor execu- 
tives told AA that they believe 
Calvert’s current advertising, in 
context, does not make therapeutic 
claims. In their opinion, the tax 
division would have difficulty up- 
holding its censorship position in 
court. Most of Calvert’s competi- 
tors secretly hope the company 
stands up to the government and 
makes a test case of the issue. 


8 If it does so and wins, it could 


|mean that liquor advertising would 


enjoy considerably more latitude 
than it has. On the other hand, it 
is pointed out, the drys, in such an 
event undoubtedly would launch a 
new campaign and bring fresh 
pressure to bear on Congress for 
restrictive legislation. 

Informed industry sources esti- 
mate Calvert Reserve sold between 
2,500,000 and 3,000,000 cases during 
1956, placing it in second position 


| between the leader, Seagram’s 7- 
|Crown, with 7,000,000 cases, and 


National Distillers’ Old Crow, in 
third place with 2,000,000 cases. e 


New Policies Put 
‘Cosmopolitan’ in 
Black, Says Campbell 


Cuicaco, Feb. 21—Cosmopoli- 
tan’s new editorial and circulation 
program has put the magazine 
solidly in the black, William S. 
Campbell, advertising manager, re- 


ported to a luncheon audience of 
advertising executives here today. 

Newsstand and subscription sales | 
at full cover price have been so| 
successful that the publication is 
committed to this policy perma- | 
nently. Circulation for the latest 
Audit Bureau of Circulations peri- 
od was 905,000, of which 850,000 
was at the newsstands. 

The new editorial program, 
which features full-scale develop- 
ment of some phase of modern 
living in each issue, has been high- 
ly successful, Mr. Campbell re- 
ported. He predicted that the 
March feature, “The Mystery of 
Money,” would attract unusual 
attention. © 


‘Purchasing’ Names Three 
Conover-Mast Publications, New 
York, has appointed Joseph T. Mc- 
Court to the new post of sales | 
manager of Purchasing. He will be 
succeeded as Detroit district man- 
ager of Purchasing by Jack Steel- 
man, formerly with Collier’s and 
Fawcett Publications. Conover- 
Mast also has promoted Ellsworth 
Brown to a district manager, cov- 
ering the New York-Connecticut- 


Massachusetts area. 


NEW HOTPOINT COMBO wasHer-orver 
AMERICAS HAPPIEST HOME LAUNDRY IDEA! 
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THEME—The name of Hotpoint Co.’s 

new washer-dryer unit, Combo, 

provides the theme of this intro- 
ductory ad. 


New Hotpoint Combo 
Washer-Dryer Unit 

* J ’ 
to Bow in ‘Life’ Ad 

Cuicaco, Feb. 21—Hotpoint Co. 
will enter the combination washer- 
dryer home laundry field next 
month when it announces its new 
Combo unit to the public with a 
color page ad in the March 18 Life. 

The same introductory ad will 
appear later in House Beautiful, 
The New Yorker and Time. 

The Combo, available in five 
pastel colors and white, broadens 
Hotpoint’s home laundry line 
which already includes separate 
automatic washers and dryers. 

“Combo,” a working name Hot- 
point’s engineers used in develop- 
ing the unit, so appealed to the 
company’s marketing men that 
they had it registered as the trade 
name. A Combo theme has, in 
turn, been adopted in ads on the 
new unit and in collateral mate- 
rials—outdoor posters, 
plays, retail ads and consumer lit- 
erature. 

Maxon Inc., Chicago, handles the 
account. - 


Whirlpool-Seeger 
Seeks Approval of 


Vacuum Cleaner Buy 


Cuicaco, Feb. 22—Stockholders 
of Whirlpool-Seeger Corp. will 
meet here March 29 to vote on a 
proposal to acquire Birtman Elec- 
tric Co., local vacuum cleaner 
manufacturer, through a stock ex- 
change. Birtman stockholders will 
meet and vote the same day. 

If the merger is approved, Birt- 
man shareholders would receive 
five-sevenths of a share of Whirl- 
pool stock for each share they 


|own. The merger would become 
'effective April 1. 


Birtman is a private label man- 
ufacturer exclusively, selling the 
bulk of its vacuum cleaners to 
Sears, Roebuck & Co. The company 
apparently does no advertising and 


'does not have an agency. Birtman 


sales in 1955 were $17,572,731. 

No marketing or advertising 
plans for the vacuum cleaners 
have been formulated, Whirlpool- 
Seeger told ADVERTISING AGE. 
Whirlpool’s agency is Kenyon & 
Eckharat. 

If the deal is consummated, it 
will give Whirlpool-Seeger a com- 
plete line of major appliances. e 


Gartield Changes Name, 
Adds Marlo Packing Co. 
Sidney Garfield & Associates, 
San Francisco agency, has changed 
its name to Garfield Advertising. 
Garfield has been appointed to di- 
rect advertising for the entire line 
of Marlo Packing Co., San Fran- 
cisco. Brooke, Smith, French & 
Dorrance formerly handled the ac- 
count. 


Advertising Age, February 25, 1957 


|Ford Foundation Drops Out of ‘Omnibus’; 
|'Saudek Will Continue It as Profit Venture 


| New Yor«k, Feb. 21—After 
spending six years and more than 
$3,000,000 to “angel” experimental 
television and radio programs 
through its tv-radio workshop, the 
Ford Foundation is leaving the 
field. 

For the past three years the 
workshop’s only production project 
has been the weekly 90-minute 
|“Omnibus” telecast. If present 
negotiations now going on with the 
networks are successful, “Omni- 
|bus” will be back next fall, but 
this time under the “profit-mak- 
|ing” mantle of Robert Saudek As- 
sociates; Mr. Saudek has been the 
director of the workshop since its 
| inception in the fall of 1951. 
| A CBS Sunday afternoon feature 
for four years, “Omnibus,” the 
pioneer 90-minute series, has been 
lout of the rating competition this 
year as an ABC Sunday night at- 
traction. 


s However, unlike most tv shows, 
“Omnibus” was not primarily de- 
signed to hit the rating jackpot. 
The Ford Foundation decided to 
| get into the field of experimental 
| tv production to act as a “pioneer- 
ling force . . . and to conserve and 
| increase knowledge and enrich our 
|culture ... through the more ef- 
fective use of mass media.” In 
short, the theory was that the 
workshop, which did not have to 
think first of ratings and sales, 
| could bring to tv off-beat material, 
/untested ideas and solid informa- 
|tion material. 
| Since the telecast was offered 
\for sponsorship from the begin- 
| ning, a corollary aim was to show 
sponsors that audiences could be 
attracted by programs with high 
cultural content. 
| Henry H. Heald, president of the 
| foundation, said the financial sup- 


| port 


the foundation feels the show and 
|its producers have gained the stat- 
jure and strength to continue as 
jan independent venture with the 
original creative unit. 


® He said the workshop’s expendi- 
tures through December, 1956, to- 
taled $8,512,109. “Omnibus” spon- 
sors—currently half of the show 
is sold to Aluminium Ltd. and 
Union Carbide & Carbon Co.—have 
$5,498,867 in program charges, 
leaving a deficit of $3,013,242, to 
be paid by the foundation. 

| In addition to “Omnibus” the 
| workshop backed three other 
short-lived series—‘Assembly 
Six” (NBC-TV), a film summary 
of UN activities in Paris; “The 
|People Act” (CBS Radio), an 
actuality show covering commu- 
| nity problems, and “Excursion” 
(NBC-TV), a kid’s variety stanza 
emceed by Burgess Meredith. 

Mr. Heald said negotiations for 
the rights to the “Omnibus” name 
and its properties, including a 
backlog of film and kinescope 
amassed over the years, currently 
are in progress. He did not say 
|how much Mr. Saudek’s company 
| would be charged for them, except 
|to say it would be a “reasonable” 
amount of money. 


s Mr. Saudek said that “Omnibus” 
will be a profit making venture 
under the new setup, but he em- 
phasized that its present educa- 
tional aims will be retained. He 
told reporters all three networks 
have evidenced interest in the 
series. It has been clear for some 
time that “Omnibus” was not in- 
cluded in the Sunday night fall 
plans of ABC-TV, which hopes to 
hit the competition hard in prime 
periods next season. 

Rumors that the foundation was 
withdrawing the financial props 
from the program have been cir- 
culating widely for some time, but 
such was also true in other years 


is being withdrawn from | 


'€- |“Omnibus” as of March 31 because | 
store dis-| |lection of writers, 


at renewal time. 

“Omnibus,” a sellout to five ad- 
vertisers in the closing weeks of 
its first season, has had a total of 
11 sponsors. For a couple of years 
the workshop gave them the lofty 
title of “subscribers,” but lately 
they have been just plain sponsors. 
The show attracted a number of 
newcomers to network tv. Among 
them: Aluminium Ltd., J. P. Ste- 
vens & Co., American Machine & 
Foundry Co., Willys-Overland, 
Greyhound, Norcross and Reming- 
ton Rand shavers. 


® By and large the sponsors were 
a loyal group, staying with the 
“something-for-everybody” show 
for fairly lengthy runs. But one 
advertiser, Zenith Radio Corp., 
walked out in a huff during a se- 
ries when CBS refused to accept 
a commercial for Phonevision, 
Zenith’s pay-as-you-see tv system. 
Zenith later took this fight against 
CBS to court, but settled out of 
court before it came to trial. 
When it first went on the air, 
“Omnibus” was pretty widely ac- 
claimed by the critics. During the 
current series, there has been rela- 
tively little said about the produc- 
tion—one way or another. 
Whether this show has succeed- 
ed in achieving its lofty aim is 
strictly a matter of opinion. In the 
workshop’s summation of “the 
record” for “Omnibus,” it points 
with pride to such achievement as: 
1. New personalities and new 
talents “introduced to television.” 
The long list ranges from Ali- 
stair Cooke, who was its casual 
host from the beginning, through 
Joseph N. Welch (who got a pretty 
fine introduction through the 


| Army-McCarthy hearings preced- 


ing his appearance on the show) 
to the Yugoslav National Dancers. 

2. “Brought to the industry the 
works” of a most impressive col- 
ranging from 
Maxwell Anderson through Wil- 
liam Saroyan. 

3. “Experimented in the field of 
music” with the Leonard Bernstein 
explanatory series, an _ original 
opera and the premier of George 
Gershwin’s “135th Street.” 

4. Introduced colorful experi- 
mentations in the field of history 
and biography, presented prize- 
winning films from around the 
world and “created new tv dance 
forms with Agnes de Mille.” ° 


Blossom, McCaffrey 
Reportedly Run C-C; 
Vance, Seymour Out 


New York, Feb. 21—This was 
final fold-up week for the maga- 
zine end of Crowell-Collier Pub- 


| lishing Co. 


On the heels of the board of di- 
rectors’ decision to cut President 
Paul C. Smith adrift (AA, Feb. 18), 
the board also asked for the resig- 
nations of Vance Johnson, vp and 
general manager; E. P. (Spike) 
Seymour, advertising director; E. 
H. Hellier Jr., assistant advertising 
director.; Theodore Strauss, for- 
merly editor of Woman’s Home 
Companion; Kenneth McArdle, 
former executive editor of Collier’s, 
and Walter R. King, pr director. 

It was understood that Mr. John- 
son, who is involved in negotia- 
tions aimed at leasing Crowell- 
Collier’s space at 650 Fifth Ave.. 
will remain for several weeks. 
David R. Cunnison, circulation di- 
rector, was likewise understood to 
be remaining temporarily, to wind 
up Audit Bureau of Circulations 
reports. 

Remaining on with Sumner 
Blossom, vp, who was named last 
week as chief executive officer of 
the company, is E. F. McCaffrey, 
treasurer. It is understood they will 
run the company. e 
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IN NORTHERN CALIFORNIA 
ITS THE EXAMINER 


First in circulation and first in advertising 
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meet the specialists who edit electronics 


fo provide this powerful 


electronic advertising medium 


In advertising there’s an old adage that says: “Don’t buy space — 
buy readership.” 


Working engineers, management people — purchasers in electron- 
ics have always spent more time studying the editorial material of 
ELECTRONICS. The magazine owes much of its success to a his- 
tory of avid readership. That’s because the publisher’s philosophy 
has always placed the needs of the reader first. The size of the staff, 
which determines the amount of editorial, is dictated by reader- 
ship requirements. 


The 22 full-time editors in the accompanying photo bring out one 
Technical (on the 1st of each month) and two Business Editions 
(on the 10th and 20th). Each man is a specialist, dedicated to 
gathering and preparing the information that people in electronics 
need to do their work efficiently. 


These editors make ELECTRONICS a powerful publishing force -- 
and likewise, the most powerful advertising medium for reaching 
the expanding electronic market. These editors add up to reader- 
ship by a quality-controlled, paid-for circulation of 46,000. These 
editors are your insurance that you are buying more than space in 
ELECTRONICS .. . you are buying intensive readership!* 


*Most recent McGraw-Hill reader-traffic study of the Technical 
edition showed average reading time of two hours and 22 min- 
utes, with 45 minutes spent on advertising alone! 
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Trimmings on the Agency Tree 


A year ago, in its annual advertising agency issue, ADVERTISING AGE 
said: 

“All in all, there seems to have been littie in the past year to justify 
any hope that the advertising agency business has settled down to a 
peaceful, happy, unexciting run of prosperity. There is, in fact, little 
evidence that the advertising agency business will ever settle down in 
that sense at all. It is extremely likely, on the other hand, that it will 
continue to exhibit most of the exciting, mercurial and sometimes 
frustrating characteristics which we all deplore from time to time, and 
which most of us would really hate to see disappear completely from 
the advertising scene.” 

Well, that is one “prediction” that we don’t have to apologize for! 
As we present our thirteenth annual advertising agency issue, there 
is plenty of evidence that the advertising agency business has not 
“settled down,” and that change will continue. 

There is a year in which the legal status of the agency and its re- 
lations with media and clients were spelled out (or circumscribed) ; 
there is a new breakdown of agency billings in our tabulation, show- 
ing “$25,000,000 or more” agencies, to remind us that in advertising, 
as in practically all else, the old figures are no longer big enough... 
when we started this tabulation, we referred to agencies billing $10,- 
000,000 or more as the “giants” of the business, and only one agency 
had dared even to dream of a day when it might bill as much as 
$100,000,000; there is an almost unprecedented record of major ac- 
count changes; and there is more than one sign on the horizon of 
agencies becoming industrial “holding companies,” in which the con- 
ventional pattern of delivering an advertising agency service is 
changed, so that this is merely one of a complex of services deliv- 
ered by one over-all corporate entity. 

There is also, of course, the continuing and increasing trend toward 
bigness and mergers and consolidations, as the economic facts of life 
in these United States inexorably grind away at profit margins and 
survival factors. 

And there is also in this issue, on Page 160, a letter from Sigurd S. 
Larmon, president of Young & Rubicam, in which he makes the point 
that “the amount of billing is not an adequate yardstick with which 
to measure the quality of an advertising agency.” Mr. Larmon enu- 
merates 15 criteria, “over and above the current billing record,” 
which he considers pertinent in evaluating agency performance. 

We are delighted to publish Mr. Larmon’s letter, and we urge all 
our readers to read it carefully. Certainly we agree wholeheartedly 
with his assertion that billings alone cannot be considered a complete- 
ly adequate yardstick for measuring agency performance. But we fail 
to see how Mr. Larmon so easily proceeds from this to his apparent 
belief that billings should not be used at all (or at best only in 
some sort of minor or incidental manner) to measure or evaluate 
agencies. 

We believe (1) that advertising agencies are, in the final analysis, 
businesses; (2) that the number of businesses which stubbornly re- 
fuse to become larger is extremely small; (3) that one extremely 
important measure of a business’ ability to please its present cus- 
tomers and attract new ones is its year-to-year pattern of operations, 
expressed in sales, or billings, or advertising volume, or total depos- 
its, or whatever the conventional expression of growth may be in 
its particular field. 

Certainly other factors must be taken into account—the kind of 
factors Mr. Larmon enumerates. But ultimately these factors must 
“pay off,” to put it crudely, in increased volume—or we must accept 
the fact that potential customers do not assess them so highly as 
they might. 

Most assuredly volume is not the only important factor in evaluat- 
ing a business. But neither can it be ignored. 
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—W. C. Bradford, District Manager, Business Week, Cleveland. 
“His idea was to offer a free tattoo for eight flip box tops.” 


Advertising Age, February 25, 1957 


Rough Proofs 


“What does an editor do?” asks 
the Post. 

If the picture of Pete Martin in- 
terviewing Marilyn Monroe is a 
sample, he gets paid for having 
fun. 

. 


Somebody has suggested that the 
|new cab-tilting device on Ford 
| trucks ought to be almost as good 
}a sales point as a flip-top box. 


Charles Van Doren, the new 
| brain of the quiz show world, re- 
minds admiring viewers of Gold- 
smith’s schoolmaster, whose stu- 
dents marveled that one small 
head could carry all he knew. 


John Burgoyne says that as the 
result of market testing of several 
varieties of cough drops, people 
have stopped coughing all over the 
country in six different flavors. 


“No gas limits for Yanks in 
Britain, says travel chief.” 

This applies both to petrol and 
conversation. 


Novelists reporting on the ad- 
vertising business could learn a 
lot from the happily relocated 
Crowell-Collier ex-staffer who 


What They're Saying 


wrote, “Admen are the most hu- 
man, charitable, considerate and 
wonderful people in the world.” 


‘Our Favorite Salespeople’ 

We have read hundreds of ar- 
ticles on selling and salesmanship 
—how to approach the prospect, 
what to say, what to wear, how to 


stand, how to ask for the order, 
|etc—but nowhere have we read 
| the simple essential, that the sales- 
| person must know the product, and 
be able to answer intelligently 
questions about it. Of course, this 
| does not minimize or overlook the 
importance of knowing prospects 
and their problems, but this has al- 
ready been emphasized sufficiently 
by the prophets, pundits and pan- 
jandrums of selling. 

Our favorite salespeople proba- 


bly would flunk the standard apti- | 
tude and personality tests, but they | 


do know thoroughly what they are 
selling, and what they are selling 
against. 


— The Vanguard,” published by Van- 
guard Advertising, New York. 


| More Than Coincidental 
The agency system of publishers’ 
commissions, etc., has been under 


fire recently from the U.S. Depart- | 


ment of Justice. Restraint of trade 
suits were filed in federal courts 
and settled out of court with agree- 


| ments which will in time result in | 


| the practical abolition of the term 
advertising agent and the substitu- 
| tion of the designation marketing 
counselor. It is more than coinci- 
dental that when our company let- 
| terhead was adopted some 37 years 
| ago it read—Sales-Advertising 
| Counsel. 


—From “Brief,” published periodical- 
ly by Calloway Associates, Boston 


Give the Commentator Facts 
A radio food commentator told 

me once that when she has a spon- 

sor who is content to let the adver- 


jtising agency write all the com-| 


| mercials 


|ciency from her—not because she 
|doesn’t want to do her best, but 


| in which to sell a product, a com- 


/creating a _ desirable, 


| lunch he was likely to tell his sec- | 


Uneasy lies the head of a pub- 
lishing company which is in the 
process of getting out of the pub- 
lishing business, Paul Smith may 
be thinking. 


for her to use, that 
sponsor is getting only 50% effi- 


because she isn’t well enough in- 
formed to sell the product. 

On the other hand, if the spon- | 
sor takes the time and trouble to 
see that she visits the plant, 
watches the product made, and 
meets the people who are making 
it, she builds up a conviction about 
her sponsor’s product; and when 
she gives her commercial, she does 
a 100% selling job because she 
knows what she’s talking about. 

—Winnifred C. Jardine, food editor, 


“Clear heads call for Calvert” 
was a darn good slogan, not ap- 
proved by U. S. authorities, who 
|\don’t even agree that clear heads 
| would call for Calvert taste. 


| Alcoholic beverage advertisers 
are much in the position of Robert 
Benchley, who used to complain 
| that everything he wanted to do 
was either immoral, illegal or fat- 


Deseret News, Salt Lake City, speak- | tening. 
ing at the winter conference of the e 
National Dairy Council in Omaha. 
Wallaces’ Farmer forgot and 


What Is Public Relations? 
Public relations is the business of 

communicating with people to cre- 

ate a favorable climate of thought 


used a naughty word in offering 
to send free copies of its new 
“InFARMation Please!” to farm 
paper advertisers and “recognized” 
advertising agencies. 

pany or an idea. It does this by 
believable 
image to the correct “publics” on a 
continuing basis. 

In the specific world of industry, | 
public relations humanizes and| ports National Sales Executives. 
dramatizes a business so that the| And they’re not the electronic, 
“public” will come to know and | robot variety, either. 
respect that business, its policies ° 
and its products. 


—From a promotional brochure 
issue by The Public Relations Board. 


American industry is seeking 
more than 400,000 salesmen to 
market its goods and services, re- 


AA’s editors worry because near- 
|ly every leading business man has 
‘run afoul of the law at one time 
Report from Madison Ave. or another. 

When I was in America recently,, Trouble is not even his lawyer 
I found things a little unsettled on | could tell him when he was doing 
Madison Ave. One sign of this was | it. 
particularly outstanding. I found | 
that when a tv executive went to | 


A better sign of spring than the 
| groundhog is that major league 


| retary: “If my boss calls while I’m ‘pall players are now on their way 


out, be sure to get his name.” 


camps in Florida 
—Dan Ingman, & Rubicam, 


'to the training 


he and Arizona. 


London, chairman of the British Ad- 
vertising Agencies Commercial Tele- 
vision Circle, at its annua] dinner. | 


Copy Cus. 
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@ PAGE THREE 
“Eront Page reading” 


“Front Page Interes 


to the Very Last Page | 


“ 


JOURNALISM IN 1957 demands new ideas, new methods, to meet the 


moods of a changing nation. In Philadelphia, The Inquirer has sparked 


a spirit of innovation in every staff member . . . is written and edited .¥ 
to infuse every page with “front page interest.” ° \ 
There are more pictures. There is more attention to the people, 


background, conditions behind the news. Features are brighter, includ- 
ing serializations of brilliant new books. Every page is planned to invite 
readership . . . and hold it. 


The “Page 3” approach is a milestone; carefully documented articles to 
inform readers, not only of the news, but how and why it happens. 


The Inquirer is read with intense thoroughness... wins amazing 11 
response from loyal readers for the causes it espouses and for its 

ADVERTISERS. That’s why more advertisers place more linage in . 
The Inquirer than in any other Philadelphia newspaper. i 
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The Philadelphia Inquirer 


Now in its 24th consecutive year of total advertising leadership .* <a 


of aes 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS + FIRST 3 MARKETS GROUP 
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By combining the buying power of 155 strategically-located markets into a 
giant Supercity with retail sales of $24,205,074,000, FAMILY WEEKLY reaches over 13% 


of the U.S. retail market. 


(Sales Management Survey of Buying Power) 


in 155 virtually unduplicated 


FAMILY WEEKLY's unique pattern of saturation cover- 
age of non-duplicated markets offers powerful and 
economical coverage to advertisers. Used alone, or in 
combination with any other of the “Big Four'’ Sunday 
magazines, FAMILY WEEKLY adds almost four million 


able-to-buy families to your market. It delivers an aver- 


age of over 90% coverage in 155 City Zones—and an 
average of 60% coverage in 512 counties. 

Your Family Weekly representative has a new study 
of key market factors in 155 FAMILY WEEKLY markets. 
Ask to see it, and learn how this giant Supercity market 


can be added profitably to your coverage picture. 
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FAMILY WEEKLY delivers the world’s 
largest market that can be reached in 
such depth with a single medium. 


; } ALABAMA 


ARIZONA 
ARKANSAS 
CALIFORNIA? 


COLORADO 
CONNECTICUT 
FLORIDA 


GEORGIA 
IDAHO 
ILLINOIS 


INDIANA 

1OWA 
KENTUCKY 
LOUISIANA 
MARYLAND 
MASSACHUSETTS 
MICHIGAN 
MINNESOTA 
MISSISSIPPI 

° MISSOURI 
NEVADA 

NEW HAMPSHIRE 
NEW JERSEY 
NEW MEXICO 
NEW YORK 
NORTH CAROLINA 
OHIO 


OKLAHOMA 
OREGON 
PENNSYLVANIA 
SOUTH CAROLINA 
SOUTH DAKOTA 


FAMILY WEEKLY 
MAGAZINE, Inc. 


Leonard S$. Davidow, Publisher 


TENNESSEE 

153 NORTH MICHIGAN AVENUE, TEXAS 
CHICAGO 1 

UTAH 

NEW YORK 17: 17 East 45th Street VERMONT 

DETROIT 2: 3-223 General Motors Building ‘ Tra I one 

CLEVELAND 1: 1066 Hanno Building . F Phy mon 


LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Aveave a 


WISCONSIN 
SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street 


In advertising, markets, 
and circulation— 


FAMILY WEEKLY is 
on the GO / 


Advertisers placed 87'% more pages in FAMILY WEEKLY 
in 1956 than in the previous year representing a gain in 
FAMILY WEEKLY revenve of 70.3%—the largest of any major 
national magazine. 


FAMILY WEEKLY ADVERTISING GROWTH 


(Revenue) 


Why not put the full force of America's fastest-growing 
Sunday colorgravure magazine behind your sales push— 
and do it with one billing, one order, and in full color. 
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. FAMILY WEEKLY sofurates these 155 key markets: 
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Total 1956 


First quarter 
1957 
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Anniston, Dothan, Florence-Tuscumbia-Muscle Shoals, Gadsden, 
Huntsville, Tuscaloosa 

Yuma 

El Dorado, Hot Springs, Pine Biuff 
Eureka, Monterey, Sacramento, Santa Ana, Santa Barbara, 
Santo Rosa, Vallejo 
Colorado Springs, Grand Junction, Pueblo 
New Haven 

Daytona Beach, Fort Lauderdale, Fort Myers, Gainesville, 
Jacksonville, Orlando, Panama City, Pensacola, Sarasota, 
Taliahassee, Tampa, West Palm Beach 

Albany, Rome 

Boise, Idaho Falls, Lewiston, Pocatello 

Bloomington, Champaign-Urbana, Danville, Kankakee, 
LaSalie-Peru, Quincy, Springfield 

Anderson, Huntington, Marion, Muncie, New Albany, Vincennes 
Council Bluffs, Davenport, Dubuque, Sioux City, Waterloo 
Ashland, Bowling Green, Owensboro, Paducah 

Bogalusa, Lake Chorles, Lafayette 

Cumberland 

Lowell 
Grand Rapids 

Albert Lea 

Biloxi-Gulfport, Greenville, Meridian, Tupelo, Vicksburg 
Jefferson City, Springfield 

Los Vegas, Reno 

Manchester 

Asbury Pork, New Brunswick, Trenton 

Hobbs, Roswell, Santa Fe 

Elmira, Poughkeepsie, Utica 

Concord, Fayetteville, High Point, Salisbury 

Athens, Canton, Coshocton, Ironton, Lima, Lorain, 
Mansfield, Middletown, Zonesville 

Ardmore, Duncan, Enid, Lawton, Muskogee 

Eugene, Klamath Falls, Medford 

Altoona, Lancaster 

Anderson, Florence, Spartanburg 

Huron, Rapid City 

Jackson, Kingsport 

Abilene, Austin, Big Spring, Denison, Denton, Galveston, 
Greenville, Kilgore, Loredo, Lufkin, Marshall, Midland, Paris, 
Port Arthur, San Angelo, Snyder, Texarkana, Tyler, Victoria, 
Waco, Wichita Falls 

Logan, Ogden, Provo 

Burlington 

Danville, Lynchburg, Suffolk 

Pasco-Kennewick-Richiand, Walle Walla, Wenotchee 
Beckley, Bluefield, Fairmont, Parkersburg 
Racine 
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EEN REE RR CR TE = EE RR CT SE MARNE eo mE 
To reach all branches of the U. S. Armed Forces, 

Army Times, Air Force Times and Navy Times offer greatest 
A.B.C. circulation at lowest milline rate. You get top 
coverage in the entire Military Market or in pin-pointed 
areas, through all or any one of 15 strategically located editions. 


Available in U.S. Editions, Pacific Editions and/or European Editions 


Let us show you how you can get the most advertis- 
ing results in the $38 Billion Military Market ($9 
Billion annual spendable income of U.S. Armed Forces 
personnel; $29 Billion spent annually for military 
procurement). Our nearest office will supply sample 


Weeklies 


THE AMERICAN WEEKEND copies, rates and market data book, ‘“Timely Facts.” 
U.S. COAST GUARD MAGAZINE ARMY TIMES PUBLISHING CO.: 2020 M St., N.W., Washington 6, D.C. 
THE MILITARY MARKET U. S. OFFICES: Charleston, S. C., Chicago, Detroit, Honolulu, Los 


ARMY-WAVY-AIR FORCE REGISTER Angeles, Miami, New York, Philadelphia, San Francisco 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 
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}ices in the U.S. will increase ap- 


| 


Advertising Age, February 25, 1957 


Steel Economist | |tinue to move upward, probably 


3% annually. 
Sees No Depression |e Total steel production will in- 


| crease at an average annual rate of 


in Next2 Decades about 4%. 


New York, Feb. 19—There will | “Cyclical ups and downs around 


be no major depression over the | these trends are to be expected,” 
next 20 years. |Mr. Verity said. “Moreover, these 
That optimistic and daring pre- | forecasts are based on certain as- 
| diction was made here last week |Sumptions. A hot war would 
by Edward J. Verity, staff econo- | change the outlook, and so would 
mist of Lukens Steel Co., Coates- | total disarmament. 
| ville, Pa., based on a long- Porte) 
economic analysis just completed |* “However,” Mr. Verity said, “the 
by the company. weight of evidence negates the pos- 
Speaking before the New York |Sibility of a major depression. 
chapter of the American Steel|There are too many conditions 
Warehouse Assn., Mr. Verity enu- | Which prevail today that are en- 
merated four major conclusions of tirely different from past experi- 
the Lukens study: }ence. Each business cycle is dif- 
| ferent from any which have been 
e Total output of goods and serv- | experienced before; no two are 
| completely alike.” 
proximately 11% annually over the} Noting that “long-term trends 
next 20 years. set the framework and guide lines 
j P : for any short-term forecast,” Mr. 
AB rong youd re will in-| Verity predicted that 1957's “total 
: |demand for finished steel will be 
|above the 1956 level, probably by 
j}about 5%. If this were to equal 


e The general price level will con- 


S 


Ask us for THE BIG PLUS—i..., marketing 
assistance as only newspapers can give it. 


TOLEDO is the iy to the sea 


Ninth largest port in the U.S., Toledo is the center of a billion-dollar market now—and 
will grow as the St. Lawrence Seaw ay grows. Start now—to cultivate this great market. 


And TOLEDO’S NEWSPAPERS are the 
CS 
key / to this great and growing market on the St. 


Lawrence Seaway. There are no duplicate keys. 


shipments,” he said, “it would 
mean a total finished steel ship- 
ment level of about 85,000,000 to 
| 87,000,000 tons for the year. 

| “However, on top of this demand 
will be the demand to sustain in- 
ventories at workable levels. This 
inventory gain is expected to be 
about 1,500,000 to 2,000,000 tons for 
che year. 

“This means,” Mr. Verity said, 
“that we can anticipate total fin- 
ished steel mill shipments for 1957 
of 87,000,000 to 88,000,000 tons. To 
| ship this level of finished steel we 
| will need 118,000,000 to 120,000,000 
| tons of steel ingot production. At 
| current capacity of roughly 133,- 
| 400, 000 tons, the industry can ex- 
|pect to operate at an average of 
|88% to 90% of capacity for the 
| year.” 


le Concerning the total economy, 
| Mr. Verity noted: “Almost every 
| forecaster, professional or amateur, 
‘has consistently underestimated 
‘the growth of the American econ- 
jomy in the past ten years. 

“In evaluating long-term pros- 
|pects,” he said, “such stabilizing 
factors as minimum wage laws, 
social security, unemployment in- 
|surance and pension funds for 
workers must be considered. These 
are a few of the factors that were 
missing in the 1920s and 1930s,” he 
said, “that negate the possibility of 
a major depression.” * 


_O-Cedar Plans Endust Push 
O-Cedar division of American- 
Marietta Co., Chicago, has sched- 
/uled insertions in magazines and 
supplements to launch Endust’s 
first year of national distribution. 
The campaign, starting in March, 
'will include ads in Good House- 
keeping, Life, Parade, Parents’ 
Magazine and This Week Maga- 
zine. O-Cedar is also planning 
‘campaigns for each of its major 
products—including mops and pol- 
\lishes—in an expanded schedule 
: for spring. Turner Advertising 
} Voy | Agency, Chicago, is the agency. 
f, 
seman Chester Rejoins Weaver 


Giraud (Jerry) Chester has re- 
signed as general program execu- 
tive for daytime tv programs of 
National Broadcasting Co., New 
York, to join Sylvester L. (Pat) 
Weaver Jr., effective April 1. For- 


at 430 Park Ave., New York. 
Three Cut Back on NBC-TV 


gains, 


‘mer top executive at NBC, Mr. 
Weaver will open his own tv pro- 
duction-consulting company soon 


NBC-TV, which has been beating 
the drums about afternoon rating 
lost daytime sponsor sup- 


port this week as P&G dropped 
five quarter hours of Tennessee 
Ernie. Dow Chemical dropped its 
alternate segment of “Queen for 
'a Day” and Borden cut back to 
{alternate on the same show. 


TOLEDO BLADE Deity omd, Suardoy. TOLEDO TIMES Mowing 


REPRESENTED 8 mest @ewe yy, REGAN & SCR ativyTy, (wes 
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B are you selling this 
= $40-billion-a-year market*? 


125 million meals served every day to Americans-away-from-home 
$10 billions to be spent on new construction in 1957 

more than $6 billions for remodeling, additions in 1957 

5 million rooms requiring redecorating, refurnishing, upkeep 


100 million acres of grounds requiring maintenance 


this is the Institutions market... 


for effective media selection, 
for the latest media facts .. . 


CONSULT 
YOUR 
ADVERTISING 
AGENCY 


FACT NO. 1: 


INSTITUTIONS Magazine is the only ABC- 
paid circulation serving the whole Institu- 
tions field... providing concentrated 
monthly coverage not only of Institutions 
owners, managers, buyers and specifiers, but 
also of their consultants and suppliers. 


| *INSTITUTIONS: 
Hotels « Motels « Clubs « Restaurants « 
Industrial Cafeterias ¢ Hospitals ¢ Sanitar- 
ijums ¢ Schools « Colleges « Camps « Youth 
Service Organizations ¢ Military Installa- 
tions ¢ Office Buildings « Transportation 
Systems « Consultants * Suppliers « and all 
other establishments within the readership 
of INSTITUTIONS Magazine. 


Are you looking for dealer acceptance? 
INSTITUTIONS Magazine has nearly one 
and two-thirds the combined dealer circula- 
tion of five vertical papers each having the 
largest ABC dealer circulation in its respec- 


tive segment of the Institutions field. 
(Source. ABC Publishers’ Statements, 6-30-56) 


MAGAZINE 


OF MASS FEEDING—MASS HOUSING 


DEPT. A72, 1801 PRAIRIE AVENUE, CHICAGO 16, ILL, 
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Hazel Bishop's 
1956 Loss Was 
Second in Row 


(Continued from Page 3) 

sage to stockholders that the high 
cost of returns on Christmas mer- 
chandise sold in 1955 was respon- 
sible for the unprofitable com- 
pany operations. Last June, Mr. 
Spector remarked (AA, June 18, 
56) that 1956 earnings were ex- 
pected to be the largest in the 
company’s history. 


= The company’s consolidated 
statement makes reference to a 
“special credit” of $90,000 paid in 
“settlement of claim.” In notes to 
the financial statements, the re- 
port refers to a $53,000 pending 
lawsuit which it says is “exces- 
sive.” 

The latter, Mr. Spector said, 
arises out of injunction proceed- 
ings some time ago against a 
Florida company which has been 
using the Hazel Bishop name. He 
declined to comment on the nature 
of the $90,000 settlement. 

There was also no comment to 
another note in the report which 
said: “There has been included as 
part of the liabilities the sum of 
$450,000 representing disputed and 
unpaid items payable to a national 
television network. The company 
has asserted a claim against the 
said network substantially in ex- 
cess of this amount. The ultimate 
disposition of this claim is not now 
determinable.” 

This undoubtedly refers to Hazel 
Bishop’s experiences when it was 
one of the sponsors of National 
Broadcasting Co.’s color television 
spectaculars. The company and 
NBC are known to be having fre- 
quent discussions on the payment 
of certain charges for the spectac- 
ulars. 


® Mr. Spector told ADVERTISING 
Ace that Hazel Bishop’s first 


INTAGLIO 


SERVICE CORPORATION 


America’s First Gravure Servicers 


Complete engraving and proofing 
facilities for both publication 
and package work 


Executive Offices 
305 East 46th Street 


New York 17, N. Y. 
PLaza 1-1130 


Plants and Offices 

33-01 Hunterspoint Avenue 
Long Island City 1, N. Y. 
PLaza 1-1130 

731 Plymouth Court 
Chicago 5, Ill. 

HArrison 7-8064 
Intaglio-Cadillac, Ine. 

40 Hague Avenue 


Detroit 2, Mich. 
TRinity 5-4950 


Sales Offices 

1835 Lewis Tower Building 
Philadelphia 2, Pa. 
PEanypacker 5-2019 

369 Pine Street 

San Francisco 4, Calif. 
DOuglas 2-6039 

1932 Hyperion Avenue 
Los Angeles 27, Calif 
NOrmandy 4.2188 


quarter was ahead of last year, 
and that the company is now on 
an “exceedingly profitable basis.” 
Sales expenses have been reduced 
by chopping the sales force from 
56 to 11. Last year, the company 
opened 12,000 individual drug 
accounts; but effective Jan. 2, it 
returned to its old program of 
working through drug wholesalers. 

Recent executive additions to 
Hazel Bishop include Joseph Sal- 
ganik from Revlon Inc.; Raymond 


K. Meffen from Lentheric and 
Herman L. Johnson Jr., former 
president of Johnson & Co., na- 
tional sales agency. Also formerly 
with Lentheric, Vernon Lutrell has 
been named sales manager of the 
wholesale drug division. 

Mr. Spector’s anticipated Feb. 1 
sale of his advertising agency, 
Raymond Spector Co., to Hazel 
Bishop Inc., reported here earlier 
(AA, Jan. 14), has not material- 


ized in the manner originally 


planned, Mr. Spector said. Further 
action would not be taken until 
after the annual stockholders’ 
meeting, scheduled for Feb. 28, he 
added. 


MGM.-TV Appoints Harper 
Richard A. Harper has been 
named general sales manager of 
MGM-TV, New York. With Loew’s 
since 1946, Mr. Harper joined its 
television division last summer as 
director of operations. His former 
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post will be filled by Sol Schrieber, 
who transfers from the theatrical 
distribution department of Loew’s. 


Allin Opens Montreal Office 

Allin Associates, Toronto, media 
representative, has opened a new 
office at 1487 Mountain St., Mont- 
real, to serve the group of US. 
daily newspapers and business 
publications which it represents in 
Canada. Leo T. Brault is in charge 
of the new office. 
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Westinghouse Sets 
Laundry, TV Lines 
Under Ward Labels 


Cuicaco, Feb. 19—Montgomery 
Ward & Co. announced last week 
that Westinghouse Electric Co. will 
produce a line of laundry equip- 
ment and radio and television re- 
ceivers for Ward this year. 

The appliances will be manufac- 


tured according to Ward design 
and performance specifications, 
both companies said. Ward also 
will establish its own styling and 
functional characteristics. 

The new Westinghouse-made 
line of automatic washers and dry- 
ers will be introduced this fall. 
(Ward also will continue to buy 
wringers from Apex, a division of 
White Sewing Machine Corp.) 

Ward currently sells its laundry 
equipment under the Wardomatic 


(washers) and Ward Dryer labels. 
Ward told Apvertistnc Ace that 
the new laundry equipment will be 
sold under a new name but de- 
clined to make public the name. 
Two radio receivers and a tv 
receiver will be manufactured by 
Westinghouse for the current Ward 
radio-tv line. The new sets will be 
sold under Ward’s Airline label. 


s “We are interested only in de- 
veloping our own product line and 


not in pushing highly advertised 
brand appliances,” Ward said. 

“If it is good business and it 
makes a profit, why not do it,” 
said Chris J. Witting, Westing- 
house vp in charge of consumer 
products. “If we make a profit and 
| Ward makes a profit, everyone is 
happy.” . 


Tulsa Broadcasting Elects 
James C. Leake, exec vp of 
Tulsa Broadcasting Co. (KTVX), 
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These keen eyes run ’most every successful - 


Journal subscribers don’t 


business in America. They are the eyes of 
The Wall Street Journal subscriber. They 
must see every part of the whole picture at 
once, yet be constantly sensitive to the work- 
ings of each. They are demanding eyes, 
demanding the best in information. That’s 
why they depend on the Only National Busi- 
ness Daily. Page by page, their eyes see a news 
content they can’t find elsewhere . . . a news 
content that endows the nearby advertising 
with meaning and importance for extra selling 
power, 


have just eyesight 


—they have vision. Who is it that demands 
the newest and the best from suppliers? Who 
is it that sets the pace for industry the world 
over? Who is it that finds it really pays to 
keep a sharp eye out for information about 
products, services and ideas? You know who: 
) it’s The Wall Street Journal subscriber! Any 
given day, you'll find the names of Wall Street 
Journal subscribers in news reports about 
business progress and personal advancement. 
Not surprising, is it, that their approval, rec- 
ommendation or even suggestion can carry so 
much wallop in your favor? 


Yes, sir. Something really happens when 
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Consolidated Radio Enterprises 
(KTUL-Tulsa, KFPW, Ft. Smith, 
Ark.), and Central South Sales 
(KATV-Pine Bluff, Little Rock, 
Ark.), has been named president 
of the companies. He succeeds 
John T. Griffin, who becomes 
chairman of the board. Mike Sha- 
piro, managing director of KTVX 
and KATY, has been advanced to 
exec vp and a member of the 
board. 


Ward's Outdoor Catalog Out 

Montgomery Ward & Co., Chica- 
go, has published its 1957 fishing 
and hunting catalog. There are 
2,600 items of merchandise in the 
124-page book; special combina- 
tion offers range from sets of fish- 
ing lures to boat and motor outfits. 


Furlet Named Brunswick AM 

R. Craig Furlet, formerly senior 
copywriter in the advertising de- 
partment, has been appointed ad- 
vertising manager of the bowling 
and billiard division of Brunswick- 
Balke-Collender Co., Chicago. 


74 7 When you need 


a new approach to 
an old sales problem, let 


Lemarge experts ‘tat 
their heads together 


and create a fresh 
direct-mail campaign that 
will mean a profitable 
answer for you. 
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Eureka Sets Vacuum Drive 


The Eureka division of Eureka 
four-colo 
ads for its vacuum cleaner in the 


Williams Corp. plans 


THE IDES OF MARCH— 


will find us with largest 
number of nat'l. advertis- 
es” contracts in our 10 yr. 
histery. - And, ad volume 
for Ist quarter “way over 
"56. + See SRDS Class. 2 - 
KING-size format, KING- 
size coverage. + New Eng- 
land Equipment Dealer, 
Needham 92, Mass. 


|March 11 Life and the March 16 
| Saturday Evening Post and other 


r | insertions in Good Housekeeping, 


Ladies’ Home Journal and Mac- 
| lean’s. The company also plans to 
| push its vacuum cleaners via news- 
|paper advertising in major mar- 
| kets. Dailies in 82 cities will carry 
| Eureka copy in March. Four-color 
spreads are also planned for busi- 
|ness publications. Al Paul Lefton 
Co., Chicago, is handling the drive. 


‘Farmer-Stockman’ Adds Oftice 

The Farmer-Stockman, Okla- 
|homa City, has opened a western 
|sales office in the Wrigley Bldg., 


Chicago. Lee Hainline, formerly 
with Gresham Co., Temple, Tex., 
as vp and advertising director of 
its Tourist Court Journal, has been 
named western manager. The 
Farmer-Stockman also plans to 
open a New York office in the 
near future. 


Torkel Gundel Names Officers 

In a realignment of its opera- 
tional policies, Torkel Gundel Ad- 
vertising, Chicago, has elected of- 
ficers. They are Torkel Gundel, 
president; Edward S. Pastirik, 
exec vp and creative director, and 
John Palansky, vp and art director. 


Advertising Age, February 25, 1957 


‘Volume Hunter’ in 
Marketing Is Hit by 


Research Institute VP 
New York, Feb. 19—Volume- 


hungry manufacturers, distribu- 
tors and dealers are creating an 
aura of mutual distrust and dis- 
satisfaction about themselves. 

Dr. Henry Bund, vp of the Re- 
search Institute of America, says 
there are “good and valid reasons 
for criticisms of the way in which 
marketing is conceived and carried 
out in all but a minority of cases.” 

One of the speakers at the Dean’s 


telecasting in color... 


over 1,000,000 


shows — all of the top 


are part of the Power Pack 
makes WREX-TV The Viewers’ Choice. 


* PULSE, INC. SURVEY, SEPTEMBER, 1955 


over 260,000 tv sets! 


pairs of eyes! 


WREX-TV delivers your message in a billion 
dollar market — all of the top 15 once-a-week 


15 syndicated films*— 
m Performance that 


WREX-TV-Channel 13 + rockrorp - 1LLINOIs 


represented by H-R TELEVISION, INC. 


CBS + ABC’ 
AFFILIATIONS 


Homecoming conference of New 
York University’s graduate school 
of business administration, Dr. 
Bund called for a more creative 
approach to marketing if the econ- 
omy is to weather 1957 and the 
years beyond. 

“At stake is our ability to attain 
the spectacular growth which has 
been widely predicted for the next 
ten years,” he said. 

“The wild scrambling for every 
available distribution outlet by 
volume-hungry manufacturers has 
been aided and abetted by the dis- 
tributors and dealers themselves, 


who tend to reach out for addition- 
al product lines, regardless of 
whether they fit into their markets 
and operations, and irrespective of 
their ability to do a proper mer- 
chandising job with them,” he de- 
clared. 


s “To mention just one example 
of the unfortunate results,” Dr. 
Bund continued, “the very years 
the American consumer has been 
shifting into higher quality goods 
has seen a resurgence of promo- 
tions based on price—the inept 
merchandiser’s last resort, just be- 
fore he is ready to meet defeat.” 
To avoid a state of satiety and 
to achieve “total prosperity,” the 
speaker urged the creation of new 
wants and marketing machinery, 
equipped with the products to sat- 
isfy these wants. . 


Duberstein Joins Barron 

Saul Duberstein, previously as- 
sociated with a number of pub- 
lishing houses, has been named 
sales manager of Earl Barron Pub- 
lications Inc., New York. He will 
direct advertising sales for Mas- 
culines and Femme-Lines, com- 


panion bi-monthlies for garment 
manufacturers. 


How 


RANK 


advertisers of 


FOOD 


& FOOD PRODUCTS 


rank national magazines 


(Jan.-Dec., 1956) 


MAGAZINE 


ADVERTISING 
REVENUE 


LIFE 


$22,918,569 


Ladies’ Home Journal 


7,242,339 


Look 


6,656,675 


Saturday Evening Post 


6,416,897 


Family Circle 


4,807 ,432 


(Jan.-Dec., 1956) 
1. 
2. 
3. 
4. 
5. Better Homes & Gardens 


LIFE 

Saturday Evening Post 
Time 

Look 


Ranking of national magazines 
in total advertising revenue 


$137 454,372 
86,873,786 
42,598,778 
34,350,878 
30,071,028 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N.Y. 
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Why the name change? 


Put yourself in the place of a new- 
comer to the home furnishings in- 
dustries, and the reason becomes ob- 
vious. The name “Retailing Daily” 
tells little or nothing about what kind 
of publication it is, except that it’s 
a daily. The word “Retailing” could 
apply to any field . . . from food to 
furs. And even using “Retailing” to 
describe our readers’ function is 


something of a misnomer, since im- 
portant segments of them are at the 
wholesale, distributor and manufac- 
turer level. (The only reason “‘Re- 
tailing” is part of our name at all 
is that it was inherited from the time 
we were a section in another Fairchild 
Publication over 25 years ago.) 

“Home Furnishings” on the other 
hand, does describe the industries 
this publication serves. The phrase 
“the home furnishings newspaper” 


Covering these home_furnishings industries: 
¢ Furniture & Bedding ¢ Draperies, Curtains & Decorative Fabrics ¢ Floor Coverings ¢« Lamps & Lighting 
¢ China & Glass ¢ Housewares ¢ Electric Housewares ¢ Major Appliances ¢ TV, Radio, Phonographs 


RETAILING DAILY (until April 1!) * A Fairchild Publication * 7 East 12th Street, New York 3, N. Y, 


has always appeared under the Re- 
tailing Daily masthead. To make mar- 
ket identification easier, we’re now 
planning to give “home furnishings” 
star billing. 

Our news service to these markets 
will remain unchanged. It will be the 
same complete, objective daily busi- 
ness news coverage we've always pro- 
vided the home furnishings indus- 
tries. Just as our new name indi- 
cates! 
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Mr. Stuart Greenley, owner of 
appliance-radio-TV chain in 
Flint, Michigan tells how he is 
best prepared to welcome a 
sales call. 


E.M. 


Mr. G. 


er a ee 


See ta 
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Sq 


a 


0 
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Could you tell us how you use E.M. 
Electrical Merchandising? 

I use the ads for comparing lines Mr. G. 
as to new product features, price 
information and new sales ideas. 


Have the ads in Electrical Merchandising 
ever led you to act on them? 

Often! After studying the ads, I have written 
to manufacturers and asked for their sales- 
men to call. I have bought many times this 
way. 
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E.M. Does Electrical Merchandising give you ideas 
for special promotions? 

Mr. G. Yes. I have 5 stores and I face constant need 
for effective sales promotions. My advertising 
manager, my 5 store managers and I go over 
Electrical Merchandising each month and se- 
lect sales promotion ideas which we can use. 
Many of these ideas have made money for us. 


sy 


E.M. 


Mr. G. 


What about your salesmen. Do 
they benefit in any way from 
Electrical Merchandising? 

Most definitely. I clip the ads cov- 
ering the lines we carry. At sales 
meetings we use them to keep 
our salesmen current on our 
lines. Often, the ads highlight a 
product feature which we either 
forgot or didn’t know in the first 
place. This knowledge can mean 
extra volume. 


SoS ek PR RTE. 3 


Mr. G. 


E.M. 


Mr. G. 


How much time do you spend 
with each issue of Electrical Mer- 
chandising? 

Don't know exactly. But I read 
it a lot in bed . . . from cover to 
cover. I digest all the features, all 
the ideas, all the ads that interest 
me. In other words, I read almost 
every word. e 


Do you have any other comments 
to make about the advertisements 
which appear in Electrical Mer- 
chandising? 

Frequently, the ads are about 
products that manufacturers and 
distributors do not show. I like 
this because if I ever have to add 
to my line, I'll know who to order 
from. Seeing the information in 
the ads saves me a lot of time. 


Yes, your salesman sells more easily, more often . . . more. . . 
on his first call, when your advertising has done its work in 
Electrical Merchandising. Thousands of America’s leading ap- 
pliance-radio-TV dealers will tell you that they are pre-sold in 
the pages of this magazine. Your trade advertising keeps your 
dealers sold . . . pre-sells prospectives. 


Well-known as NARDA Director from Michigan, Stuart 
Greenley first subscribed to ELECTRICAL MERCHANDISING 
in 1926. He was a phonograph dealer then. In 1929 he took on 
radios. Today, all Flint knows his 5 fine, modern stores . . - 


“Greenley’s.” * 


P.S. We understand, confidentially, that Mr. Greenley’s bulky, 
3-year file of this magazine is a source of some annoyance 
to his wife. You have our sympathy, Mrs. Greenley! 


Electrical 


Merchandising 


@ @ 


A McGraw-Hill Publication, 330 Wast 42nd Street, New York 36, W. ¥. 
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|Home Furnishings Daily’ Is 
| ‘Retailing Daily's’ New Name 
| Fairchild Publications Inc., New | 


so ee ‘ ‘York, which last December an-| ~ 
KLEW-TY Lowrston, Jeohe nounced plans to change the name | 


T Vv of Retailing Daily to Home Goods | 
| Daily (AA, Dec. 3, 56), has chosen | 
YAKIMA | KBAS TV |the name Home Furnishings Daily 


s | for the publication. No change will 
: Ni |be made in news coverage of the 
ty adds amsther hig. SATELLITE Sees hocala.- Moses [ake publication when it becomes Home 
a ; ; . Furnishings Daily on April 1. 
i gneat COLUMBIA BASIN cham, : eas Washington A six-week promotion program 


announcing the name change be- 
ao gan Feb. 20 and will run through ‘ 
Pe = [April 1. Ads will appear in adver- a 
tising trade magazines, New York ; 
90° and Chicago newspapers and the SHERWOOD DODGE has been eppaint- 
Fairchild publication itself. ed national marketing director of 
U.S. | Foote, Cone & Belding. Formerly 
MAR ET White Rock Plans Drive |vp and general manager of the 
= a ———— White Rock Corp., New York, is New York office, he now will co- 
EXCLUSIVE COVERACE i \ we + eae planning a spring newspaper cam- | ordinate marketing services and | 
hos AT. aA Ea mee d= > OREGON : ; paign, using papers in the New plans activities in all offices. 
’ e “ ’ York and New Jersey metropoli- 
‘ e tan area. MacManus, John & 7 
See Weed Television, Pacific Northwest: Moore & Assoc. Adams is the agency. Fox Is Indicted for 


Failing to Pay Wages 


Boston, Feb. 19—John Fox, pub- 
lisher of the suspended 125-year- 
old Boston Post, was indicted Feb. 
15 by the Suffolk County grand 
jury on charges of failure to pay 
$27,000 in weekly wages to 93 em- 
ployes of the newspaper. 

The grand jury returned 93 in- 
dictments totaling 299 counts 
against the former publisher of 
the defunct newspaper. Mr. Fox 
was indicted under Chapter 149 of 
the general laws of Massachusetts. 
This holds a president or treasurer 
of a corporation personally respon- 
sible for the wages of employes. 

Mr. Fox was publisher from 1952 
until the Post suspended last fall. 
He has been at liberty under per- 
sonal recognizance. The 1936 stat- 
ute under which the indictments 
were drawn provides possible pen- 
alties on conviction ranging from 
$10 to $50 fine and two months in 
jail on each count. 

The employes involved in the 
indictments represent only a part 
of the 800 Post employes affected 
when the Post suspended publica- 
tion. No date has been set for ar- 
raignment of Mr. Fox. 


s The indictment of Mr. Fox came 
the day after the two-week dead- 
line given him in federal court to 
place $35,000 in the hands of the 
trustees to guarantee his plan for 
‘ : reorganization of the defunct pa- 
Pre-selling customers in Columbus, Ohio, assures more rg that hearing, counsel nt 


sales ... bigger profits—for YOUR product. Mr. Fox represented that his client 


' Bodh had $300,000 in a New York bank 
The Columbus Dispatch pre-sells best because it is read and that government tax liens were 
most throughout its entire market area. The Dispatch to be lifted. 


: - , . It was stated that the cash and 
blankets a rapidly growing 502,000 city zone population Gimieneh Of Wak Tens would yield 


with 88% home delivery daily ... 94% Sunday. In addition, Mr. Fox $1,200,000. With these 


it dominates the surrounding 12-country trading area. funds, Mr. Fox’ lawyer said the 
former publisher would pay back 


wages and severance pay at 50¢ 
TOP TEST MARKET IN THE MIDWEST on the dollar. That phase of the re- 
Columbus is recognized as a valuable proving ground for any organization is in abeyance. . 


product. [t’s the No. 1 test market of the midwest. So, to N.Y. Ad Will H 

get biggest “dollar returns” out of this rich Central Ohio Ball vn pot ned nt cla ° 
market, get into The Dispatch. The Advertising Women of New 
York will observe its 45th anniver - 
HOW DOES YOUR PRODUCT DO IN THIS MARKET? “sary on March 22 —_ a eo Ball 
Ask us... complete market information, . ee —" <a 
rates and other data upon request. ed from the affair will be used to set 
: _— up an advertising scholarship at 

— Bio | |New York University. 

8 — | One of the highlights of the an- 


- 


It's a fact... COLOR STOPS *EM 

Take advantage of ROP Full Color to cap- 
ture consumer attention and promote re- 
tailer acceptance. 


prize offering of a springtime KLM 

|Royal Dutch Airlines round trip 
| flight to Amsterdam, Holland. Tu- 
Sesh cece |lips from the Bulb Growers Assn 
Oo, ‘of Holland, flown in by KLM, wil! 
| decorate the ballroom for the occa- 
sion. Tickets for the affair are 
available from the adclub. 


oo spring dance will be the grand 


- . 
, . 


Bae! Read ii 4 cut_of 5 Colvorbes homes daily, 9 ont uf 1G Seika; 


Walker Names Anderson 
Walker Advertising Agency, 
’ ; Minneapolis, has appointed Louis 
AONE SAetAL agt234 C. Anderson director of marketing 
. ae ‘and merchandising. He formerly 
was Twin Cities branch manager 
| of Skelly Oil Co. 
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THE COMIC WEEKLY 


PUCK, THE COMIC WEEKLY, REVEALS A 


LANDMARK IN NEWSPAPER RESEARCH...THE 


FIRST DEEPLY PENETRATING SURVEY OF 


ONE OF MEDIA’S MOST PROFITABLE FIELDS 


No one has ever bluntly quarrelled with the 
fabulous readership figures of Sunday news- 
paper supplements. But many buyers of ad- 
vertising have hoped for deeper studies, more 
penetrating probes of this fabulous market. 
Here, then, is an answer to that question, a 
crystallization of the basic patterns of Sunday 
newspaper readership; brought down to a 
fine focus of average page performances for 
men, women, boys and girls. 

With the important counsel of the Adver- 
tising Research Foundation at every hand, 
here is an extension of the historical ‘‘Con- 
tinuing Studies of Newspaper Readership,” 
with important new data developed to show 


IN THREE IMPORTANT MARKETS 


how age influences readership and what 
are the characteristic patterns of reader re- 
sponse as they can be distinguished by age 
and sex. 

Markets studied are St. Louis, Baltimore 
and San Francisco. All nationally and locally 
edited supplements were studied. 

Complete findings are embodied 
in ‘‘Basic Patterns of Sunday 
Newspaper Readership” 

now available to inter- 

ested inquirers on re- 

quest. Please use 

the coupon on 


opposite page. 


peer ee 4 : ee en a2 pr a eit oe Pied Siting ai Vee el, Set | Re ee re at Sm Fle oS 
om ian > eagle ae as crime Pe ek kee Bee OT AS i Oke Yee Ie eee ne oo a de i eg we 
ee me SS ae fee hs = ae os Be se eas Si, soe ee et ol a en ae G3 nin bai ee ae RS ry eee s ee | ee em, 7 Ate: ae 4 Pee Pie 
sa : ie ; ro en Baca ~ i EE nee ace eee nc oa ree ese a ETS a A UP Fite nes ae ae ron ea fa eee rears aOR et mm es Pat sete et ce ts ST gh 
oe = LS eo a ee ES, ce a a ee ee age ce ee eee cer gm ag jae. | cn SO eae ee < dc: beac nine iS ee ioe) 
; ie . : ies con = iy mee a et oe, ay jee eS pie = Soe Ae a ee aed = siete a 
ere: ; eae 2 lage Sa al i. 
By Pe » ee . a 
res i a G 
|e Bet 
ne ae 
a ae | 
je. a 
oe F- 
ie Sica —_ : 7 Re aR 2 2) ae ot oe ; , * 
i oo. a ee es, i Bes J. ae ei ae | ee eee, Oe eat ook ae ae : : : “= 
. EL eats. | ae i a a eee a Fe REE! GER. SON oe ae Ce mee * oe oh 2 ake oa 
ies % * ite <r F : a c= y ee eee ed i oe Made es Sait he ae eee 
Sr ee ee a eee : ee : Pan ie : a ea Soe . eee * os i i a ee tN Oe ae y 
i a a: Pe: a ee, 3 Ep ; et =; oe a eS ? “3 
in ia ae Hosea ie a ? Basu. 5 fo oe a aa ' ; cou : ae5 a zr 
eae aaa , : ie " ~ 3 wo kon eee ae fe ins) + ae > i 
ee wes : ae | ae 
Hh terse = IN ee S i Nees } 4 
: Feo: dae * ee : Ae aes, Be. 
ee x ee ; ae: . = < : ne 
a eee aes ; ee “ne Mey =e a awe ares eae : oa! |: nd Det ae REPS AG EA Yee e 4 oe ae . ca es 
ee i ne ren a a, ee Ge ae ‘Ae ee ae) eee eet — 
Sone aed “ Hae EE Em ait on) ee i. rs ee eck AS igen es Ree aaa 2 Parere Erna, wee ae cae ae 3 5 
Zeeks} a oe : pees Mo oe ee SE A asia Ss Ln es: 
es. SS ae ae a ; bee (0 7 oka aN MAR oe Se er 
Cae ‘ come ae ob is p : aia 
a 7 as a ee ee | Eset 
ie ine cals aaa : Ta: eat 
Zz ee, ie a ee fe oe | fon 
rs Lies of ate aA (Gals aan «Sele dvs nitgmy ed 
ieee oo ae 4 oo. . 
Pea) cs ees pe eae rae - eecom Bans 
et ae viet Seip meres. | : ee wae oe aba 
es ce ee en Ba j a Res toad Pa a 
se 2 fers 4 ES praia ' . 4 cn oa >: oes 
Ne re eg ee am . alan an 
= a al Tali eS ata |, ane . e ae st 
pas ear he its Sw ate on a ee eee “Or me : : me aed ark 
er et PR oe) ee ee ee eae eer ty al * ee eae 2. tie ial ihe ‘ co ) 
2 se, ge a ae | enamel TO ya eens ee es : eS er ge ee ‘oa; | ee 
6 . i a ai, 5 sn, a a te a ia ii Sepa Sra 1s cael Fane ap oa ee ee eC Stee eee cs. 
ads estes : cae eee ae Oe gi eget egy ae ee So eM kG te ree pee 4 is 
“ <> aie * eet ese aiken) po ee es SF es eee = Ri oe - Yi ag oe pe peise 
Pana ; 
a ee J - 
Poon | 
' i! re : ; Ks 
; A TW ‘i 
Cres 
fe : ? 
oe re 
Pelee : 
a aad te 
pee ey | Pi 
: ) X. 
i) 
i 7 
; \ 
: g 
me ae . 
ees ig 
Pa 
ae ees ' 
ASO yet . > $, ‘ 
“ae comic 5 ‘ese. a 
ai weeny ne) 5! el \ S wl 
a ay P d : " 4 oa 
io ‘ Ss \ : 
-s a a 4 : ee 
a tet \ ” a . 
ss emt \ crc. a ~ £ = j 
ery : : 5. - 5 
eg sgt cones wv by yy “ 3 Py £ z 
Ree eat ) oe : 
aie ies te 7 ay 4 . 
Fanaa el \ " \ = 2 
ee : » 
ee oe ; 
Se 4 . J “ a . | 
That a : > ) : 
str Sas - 
TSieanae : Le : 
a eae ' . e% “ = 
pee et ' me ey ; 
32 ee * NA * 2" ad 
one pis eM, > 
eerste 23 ae iy y 1 + | 
7 ’ “ 4 
, Ss — Rs F 
a mens pectle 5 o=-*s . 
al > re eS » : PO 
SOO se +72 > . tr) y 
= , M2 3 Ry: aie 
en : AX : 
4 \“s = { ¢' oy " Pe, o ‘Me 
fy - ‘ wy ¥ ' 
oe SM * > 2 | 
ing ans > ae ; 
fe. ; 
; wast : 
ie ite 2, 
Ee , 
aa : 
te | 
oo hese \% 
ree 3 ' 
geet hee i 
par eee. & 
hee Ly ; 
rae 
ied | 
Eifel hapa } 
Be tae es 
MT eae Ke 
a oe brs + 
ie (8 
Pe . 
Bey i ve 
age ae ; 
<a oe : 
oe ale , 
4 + > ‘i 
Pon Fx 
hor ; 
os ar 
en 
a ee 
3 aaa ‘ 7 
cE ete “ “ 
ee ae . fe 
| ws ae 
pe. ao ae Bf 
peutic aaa 
2S no tae aly oe i! 
ei A Boe aly > | 
eae, Ui a ha - | : 
. al . 
eo. © King Features Syndicate 
) 
r Py "es ¥ F 4 oe 
SRR ict CAS Se OR es en eR bey eee ae ee Maree y. sage 
: = : ; eae. 9 ha EAN od a ba Sa ae ie ack eile - ; : : oe : : i 
ae Baas ee ac fA) gers ae Ode ee eed Se Whee Fan ea teen oa ast carne aepoieren : 2 Pi ‘oe es ele i Fa = de eae oe 5 lees a Di allen DS ne ee a ” 
Me ests ds Ge ey i eatee ae} iret aie K; pt eee SRS ihn ch ude aaa Ae a ee : ; ea Be Sete. a 2? oe “ 4 og ed yeaa, 4 pale "Sas are ee eee : : Ry : 
: 2 : RAE LO URNS LEE: a ae Oe: Hrab tres 2ek Ta ast geet ge eee i SE eg os eigen a Vs: Reo tee eee VAs eS On em 
wos a Seat Cc hal sen ee ABN SUN ng el Re ae ot ees eh = ae Re eee ee arse 8.) eo ‘ a Foe ta 85 lh , ines “i 5 at 
a pear iine ae oS ; : ete ee te ee ee ee ere eee 3 ea eerie: Sah Pes : 
rie Boal te : ee te ee A eH, as SoG aes, oe pete ee a. ee ee e eo say 
Pisces alli ida ee ee ee 


hn 
ee 


a 


4 


Research by the Publication Research Service in 
Consultation with members of the Technical 
Committee, Consultation Section, of the 
Advertising Research Foundation. 
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There is no charge for this book. If your work demands an 
HELPS ANSWER THESE intelligent approach to the readership of Sunday newspaper supplements, 


QUESTIONS: we will be happy to send it to you. Please use the coupon below. 
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1. Is there a significant difference in Sunday 
Supplement readership when front cover is 
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2. Are teen-agers intensive readers of all Sunday i NEW YoRK 7, NEW YORK 
Supplements? | Please send me a copy of “Basic Patterns of Sunday Newspaper 
l Readership.” 
3. Is readership of Sunday Supplements higher i 
among younger or older segments of the "| 
adult audience? i DEADER .cnicscescasasstcstiinctititltennsssaceeseszers soestensoniecstindacasenmaiinaannneeamniiiaiadas 
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Put Industrial PR 
Men on Management 


Team, McGarry Says 


Cuicaco, Feb. 19—Publicists for 
industrial companies must be rec- 
ognized as full-fledged members 
of the marketing teams if they are 
to effectively perform their jobs— 
that of helping sell goods. 

This warning was sounded last 
week by James M. McGarry, man- 
ager of the General Electric Co.’s 
apparatus sales division news bu- 
reau. He spoke at a meeting of the 
Chicago chapter of National In- 
dustrial Advertisers Assn. 

“A publicist cannot function in a 
vacuum,” Mr. McGarry said. “He 
must be kept informed of the mar- 
keting situation and the marketing 
objectives. Publicity can be a high- 
ly effective marketing technique if 
given marketing team stature.” 


s More efficient marketing tech- 
niques are just as important as 
automated production lines if the 
American economy is to meet the 
demands for greater productivity 
in the next ten years, he said. 
“The mere output of more ad- 
vertisements and promotional 
pieces per man is not the real an- 
swer in the marketing and adver- 


feo 

If you are an 
advertising 
manager, are 
you training a 
parade of 
changing junior 
executives from 
your colossal 
agency? If you 
would prefer 
the constant 
attention of 
mature, 

oe seasoned 

mm = executives in a 
medium-sized 
agency, write us. 


Roy S. Durstne, INc. 


655 Madison Avenue 
New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wilshire Boulevard 
Les Angeles 5, Calif. 
DUnkirk 8-3411 


1736 Stockton Street 
Francisco 11, Calif. 
EXbrook 717-0456 


|tising area,” Mr. McGarry said. 
“Greater effectiveness per man 
and per dollar of advertising in- 
vestment is the real challenge that 
we face. 

“There is no magic solution, ex- 
cept that now, not later, is the time 
to begin planning for this increased 
productivity, and increased pro- 
ductivity, means an increased re- 
turn on the advertising invest- 
ment.” 

Following are six ways that he 
suggested to improve industrial 


publicity: 


e Put publicity in its proper per- 
spective. Public relations is the 
sum total of everything done that 
influences the thinking of people 
about an organization. In its proper 
perspective, publicity is a low cost, 
highly effective promotional—and, 
therefore, marketing—technique. 


e Establish realistic publicity ob- 
jectives. Publicity objectives are 


part of the over-all advertising and | printed exactly 
promotion objectives and thus are would most prefer to see it. Care- 


part of the over-all marketing ob- 
jectives. Written objectives direct 
the publicist’s efforts toward spe- 
cific goals and help eliminate effort 
wasted on releases that might get 
into print but which serve no real 
purpose. 


Advertising Age, February 25, 1957 


ful planning of the publicity pro- 
gram helps clear the misunder- 
standings about its capabilities as 
well as its limitations. 


e Carefully integrate publicity 
with other promotional efforts. 


This means more than making cer- 
tain that the news precedes space 
advertising. It is just as important 
to make certain there is no public- 
ity before you are geared to handle 
resulting action of readers or be- 
fore the salesman in the field 


e Sensibly plan the publicity pro- 
gram. An incredible number of 
business men still seem to think 
that news release copy will be 
the way they 


The more time builders spend reading their favorite | 


Builders spend more time, read more in AMERICAN 
BUILDER than any other business publication. Why? 
Because they tell us they get more out of it! 

How much more? At least twice as much more. Only 
AMERICAN BUILDER gives them both sides of the 
building dollar, the “WHAT” and the “HOW.” Of all 
publications, only this one has the exclusive editorial 


ownership of “What to build—How to build it.” 


When your best builder customers spend more time read- 
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knows about the new product or 
development. 


e Evaluate or measure publicity 
results. Quantitative measure- 
ments, in number of stories that 
get into print, are useful in study- 
ing certain trends and over-all re- 
sults. But the most effective meas- 
urement is to compare objectives 
with accomplishments. 


e Keep management informed of 
publicity’s accomplishments. Pub- 
licity is a correct and often vital 


part of management. It represents 
an investment that should be re- 
ported upon to management. . 


WHEN.TV Raises Prices 
on M-G-M Features 

WHEN-TV, Syracuse, N.Y., 
kicked off its “M-G-M Star The- 
ater” by raising its feature film 
minute spot rate from $80 to $150 
per minute participation. The 
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ture in the evening and in a single | senger cars and trucks in its U.S. and Oldsmobile and Buick were 


showing in the afternoon. 

Paul Adanti, general manager of 
the station, reports that 40 spots 
weekly have already been sold un- 
der the revised rate. WHEN-TV is 
giving the film series a buildup on 
the air, and in the newspaper and 
TV Guide ads and in lobby displays 
and mailout pieces. 


M-G-M features are being slotted | GM’s U.S. Production Dips 


seven nights a week; on Saturdays | 
| they are offered as a double fea- 


General Motors Corp. has an- 
nounced it produced 349,178 pas- 


factories in January, 1957, as com- 
pared to 366,154 in the same month 
in 1956. Production figures for both 
the U.S. and Canada, however, 
showed an increase for the month 


down. 


VCA Backs Intracel, Rybutol 
Vitamin Corp. of America, Los 
Angeles, will spend more than $1,- 


since GM’s Canadian plants were | 000,000 in the next few months for 


halted by a strike in 1956. Tctal 


production for January was 369,-| 
| 506 as compared to the 366,154 in 
| January of 1956. Comparisons for 


the two months show that Chevro- 
let production was about the same, 
Pontiac and Cadillac up in 1957, 


WHAT TO BUILD 


HOW TO BUILD IT 


~¥ 
ae OS ae 


ing their favorite magazine—man, how you benefit! For 
AMERICAN BUILDER’s “WHAT-HOW” pages warm 
up your prospects, ready them for a fast start, send them 
running to your advertising, seeking the answer so vital 
to you, too—“Who makes what it takes?” 


As AMERICAN BUILDER’s concentrated circulation 


assets have mounted over the past 6 years (a 61% increase 


in builder subscribers) so has advertiser-agency accept- 


ance consistently climbéd. Last year, the largest space gain 


magazine...the more business bounces right back to you! 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


among light construction books...and this year, off with 
a bang! Up in January to top the field ...with more pages 
from more discriminating advertisers, like yourself, in... 
AMERICAN BUILDER, Simmons-Boardman Publishing 
Corp., New York 7,N_Y. 


(ABC-ABP) 


what it calls the “most intensive 
advertising and promotion cam- 
paign” in its history. The money 
will be equally divided between 
Intracel, new analgesic pain- 
relieving drug, and Rybutol, vita- 
min-mineral formula. Media will 
include network television, radio, 
magazines and newspapers. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 
‘Playboy’ Appoints Two 
Playboy, Chicago, has appointed 
Robert Walkmeyer to its adver- 
tising sales staff and George S. 
Silvers to its New York sales staff 
to represent the publication in the 
men’s apparel field. Mr. Walk- 
meyer formerly was with Ameri- 
can Home. Mr. Silvers most re- 
cently was eastern ad manager of 
Apparel Arts. 


Now Nielsen’s NCS#2 Con- 
firms Individual City Ratings: 


STATIONS 


are POWERFUL enough 
and POPULAR enough 
fo cover 

ALL 3 MAJOR MARKETS 
of Southern California . . . 
LOS ANGELES, SAN DIEGO, 
SAN BERNARDINO. 


Of this top trio 
KBIG is 

V the only independent 

\/ the least expensive 


\ second in lowest 
cost-per-thousand 


\ third in total audience in 
Los Angeles, San Diego, 
Orange, San Bernardino 
and Riverside counties— 
second in Imperial. 


Any KBIG or Weed man would like 
to show you the documents. 


& 
The Catalina Station 
10,000 Watts 


740 °",;2"" 


JOHN POOLE BROADCASTING CO. 
6540 Sunset Bivd., Hollywood 28, California 
Telephone: HOllywood 3-3205 


Nat. Rep. WEED and Company 
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Sales and PR Notions... 


Merchandising Ideas 


e Riken Optical Industries ad 
come up with a novel dealer pro- 
motion—a contest giving photo | 
dealers the opportunity to explore | 
their creative talents and win a 
two-week expense-free vacation 
in Japan. Dealers are invited to 
submit their thoughts on how 
they would advertise and promote 
the new Ricoh 500 35mm camera. | 
Entries may take the form of an 
ad, layout, headline, slogan, entire 
campaign, or simply an_ idea 
around which a campaign can be 
based. 

Riken says purpose of the con- 
test is to give the frustrated ad~- 
men among dealers, who often 
eye manufacturer campaigns crit- 
ically, the opportunity to voice 
their views. Winning ad or idea 
will be used in future Ricoh ad- 
vertising, handled by Kameny As- 
sociates. Deadline of the competi- 
tion has been extended to May 5. 
The winner, to be selected May 
15, will be the guest of the Riken 
home office in Tokyo during his 
vacation in Japan. Riken main- 
tains a U. S. headquarters in New 
York. Entries should be sent to 
Ricontest, Room 503, 2 W. 45th 
St., New York. 


e Auto Ad Disk Co., 812 Melrose 
Ave., Trenton, N. J., is putting out 
what it calls, “a dramatic new 
advertising medium,” Auto Ad 
Disks. For use on cars or small 
trucks, Auto Ad Disks resemble 
hub caps. They appear to be a 


|are attached to the axle, remain 


part of the front wheels of the 
vehicle, and, as the name implies, 
each carries an advertising mes- 
sage or slogan. When the vehicle 
moves, the disks, which actually 


stationary. 
The disks are available through 
the manufacturer at $15 a set. 


e Budweiser is saying it with | 
music again in 1957. D’Arcy Ad- | 
vertising Co., Budweiser’s agency, | 
reports that “Where  There’s 
Life,” Bud’s radio-tv commercial 
theme, has been dressed up in a 
new package featuring 22 musi- 
cians and a chorus of eight voices. 
Introduction of the new radio-tv 


campaign was made to Anheuser-| wholesalers via a 45 rpm re- 


BUDWEISER SAMPLER—A chorus of eight voices supported by 22 musi- 
cians present the Budweiser “Where There’s Life’ commercial 
theme in a variety of forms on this sampler record, which intro- 


duced Budweiser’s 1957 ad campaign to Anheuser-Busch salesmen. | are E ; 
travel agencies, liquor stores, ho- 


j of the spots in a variety of “new | tels 
Busch salesmen and Budweiser | cording which carries a sampler' sound” renditions. 
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The record’s album cover shows 
an example of Budweiser’s 1957 
magazine advertisements, and the 
same artwork will be used in 
other media such as outdoor post- 
ers—in each case integrated with 
| the “Where There’s Life” slogan. 


e Joining in a cooperative mer- 
chandising promotion, Pan-Amer- 
ican World Airways and Renfield 
Importers Ltd. are distributing 
more than 500 copies of a card- 
board fact wheel, “Toasts & 
Travelers Facts,” which revolves 
around their respective products. 
On the Pan-American side, the 
wheel shows principal airports on 
six continents served by the air- 
line; flying time required to reach 
each city and distance from the 
U. S. On the Renfield side, drink 
recipes served in leading hotels 
of each airport city are printed. It 
also tells travelers how to say 
skoal in 17 languages. The dials 
being distributed through 


and airline ticket offices. 
Leonard F. Fellman Co., Philadel- 


PROMOTIONAL WHEELS—Auto Ad 

Disk Co. is introducing these disks, 

which replace auto hub caps, to 

present a sales message with an 

optical illusion. The message re- 

mains stationary when the wheel 
revolves. 


Editors 
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feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway. New York 36, New York 


Now! 


Low costs . . . and spectacular results. What more could a 
client ask for. In a day when costs are going up like Jack's 
beanstalk, here is one advertising medium that is actually 
going down . . . here is modern highway advertising. 
Just look at these facts: In 1920 there were 9 million 
motor vehicles in the U.S. In 1940: 30.5 million. In 1956: 
60 million. Conservative projection for 1965 is 81 million. 
Since pre-WW II days, Americans have boosted travel 
mileage over 79%. Today, U.S. motorists roll up over 1 
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60,000,000 motor vehicles and Scortcuuite Reflective Sheeting | 


billion miles every 24 hours. This is truly an America on 
wheels . . . a family audience ready-made for your highway 
advertising, an audience that sees your message while they 
are on their way to buy! 

Highway advertising cost per thousand readers has been 
going down as this ever-increasing traffic volume goes up. 
But that’s not all . . . where you used to be limited to signs 
and displays that only sold by day . . . now you can sell 
the big % of the U.S. traffic volume that is on the road 


REG. U.S. PAT. OFF. 


SCOTCHLITE 


REFLECTIVE SHEETING 


The term SCOTCHLUTE is a regi d trademark of Mi 
General Export: 


° Mining & Mfg. Co., St. Poul 6, Minnesota, 
99 Pork Avenue, New York 16, N.Y. In Canada: P.O. Box 757, London, Ontario. 
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phia, coordinated the promotion. | ; p; 
e A new series of colorful string 

tags is being used by Jantzen Inc., 
Portland, Ore., as an effective, low 
cost point of sale merchandising 
aid to introduce its new line of 
International Set swimsuits. The | 
series includes 16 tags, each fea-| 
turing a dramatic color photo of a/| 
model wearing one of the new 
suits. The tags were produced for 
Jantzen in full color on heavy, 
postcard weight stock by H. S. 
Cricker Co., San Francisco lithog- | 
rapher. 


» 
a 
| 


e New York & Pennsylvania Co.,| swimsuits taGGeo—String tags like 
paper manufacturer, is using min- 


iature versions of the “skids” in| this, which point up the Gest jee- 
which it packs its book and print- | ™es of the suit, are helping intro- 
ing papers to package match | duce the new International Set 
books as sales promotion pieces. swimsuits of Jantzen Inc. 
Each of the 3” high “skids” holds | 

10 books of matches bearing the | from the New York & Penn mill, 
company’s black, orange and|in Lock Haven, Pa. Samples of 
white trademark on the front and | the match book “skids” are avail- 
back cover. The boxes themselves| able from the company or its 
are printed to resemble the steel| agency, O. S. Tyson & Co., both 
strapped “skids” of paper shipped | at 230 Park Ave., New York. 


General Mills, Star-Kist 

|Join in Lent Promotion 

| General Mills, Minneapolis, and 
Star Kist Foods, Terminal Island, 
Cal., are joining forces for the 
second successive year to promote 
Bisquick and Star-Kist tuna dur- 
| ing Lent. Trade and consumer ad- 
| vertising will run during March 
|}and April including color spreads 
in Life and Look and a page in 
Reader’s Digest. Everywoman’s 
Mcgazine, Family Circle, Family 
Weekly, Parade and This Week 
Magazine will carry pages, and 
newspapers plus support on the 


==" Bob Crosby and Valiant Lady tv 


shows will also be used. 

Point of purchase material in- 
| cludes Bisquick-tuna Lenten rec- 
jipes by Betty Crocker. Knox 
|Reeves Advertising is the Bis- 
quick agency; the Los Angeles of- 
fice of Honig-Cooper Co. is han- 
dling the promotion for Star-Kist. 


Ted Cox Moves Offices 

Ted Cox Associates, public re- 
lations, has moved to new offices 
at 360 N. Michigan Ave., Chicago. 


Siegel's First 
Consumer Ads Push 
H.1.S. Sportswear 


New York, Feb. 20—Henry I. 
Siegel Co., clothing manufacturer, 
which has built a volume of some 
| $20,000,000 during its 35-year his- 
| tory without any consumer adver- 
| tising, has taken a $100,000 plunge. 
| Also known as Honesdale Mfg. 
|Co., Siegel has until now devoted 
|most of its energy to marketing 
unbranded merchandise. With the 
new budget, handled by Leber & 
Katz, the company embarks on a 
program to build the H.1.S. brand 
name in the men’s sportswear field. 
The $100,000 is “believed to be the 
largest sum allocated by any men’s 
wear manufacturer for a first year 
appropriation.” 

To achieve consumer recogni- 
tion, Siegel is running one color 
page monthly, throughout 1957, in 
|the New York Times Magazine, 
using a “Man in the middle” theme. 
'Each ad shows the same three men 
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whose costs are going down! 


' throw new light on a real salesman... highway advertising 


after dark! Reaching this market increases your highway 

audience by a whopping 50%! And lowers your cost per 
thousand still more . 

Here's how you do it: Simply make your signs from 

. bright-by-night SCOTCHLITE Reflective Sheeting . . . the 

} long-lived signing material developed by highway engi- 

Mm neers for nighttime visibility. With SCoTCHLITE Sheeting 

your signs show up in distinctive full color by night as 

well as by day. You deliver the spectacular effect of a 


lighted sign . . . without the cost of lights. You get im 
...and you get sales results. The growing number of leading 
regional and local advertisers using this vivid medium 
proves it. 

Services for fabrication, erection and maintenance of 
signs exist wherever you are. Why not see how low-cost 
highway advertising using SCOTCHLITE Reflective Sheeting 
can give extra impact to your ad program. Send coupon 
below for free booklet on “America’s Best Highway 
Displays’’. It's filled with ideas you can use. 


Minnesota Mining and Manufacturing Company 
Dept. AA-2257, St. Paul 6, Minnesota 


Please send free copy of the booklet, “America’s Best Highway Displays’. 


Name 
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Company 


Address___ 


City . Zone 


es 


31 


_—young, middle-aged and mature 
|—in different situations, wearing 
| different Siegel ensembles. But the 
man in the middle is always wear- 
ing “an unusual and slightly dar- 
ing” outfit, while the other two are 
dressed in more conventional and 
popular garb. 


# “Don’t envy H.1.S.—wear them,” 
is the new slogan appearing in all 
ads. 

To develop local retailer promo- 
tion, the company is merchandising 
its advertising with color mailings, 
point of sale and other promotional 
aids and a window display con- 
test. ~ 


Sheraton to Test Dial 
Phones in Hotel Rooms 
Sheraton Corp. of America will 
equip its Sheraton Plaza hotel in 
Boston with dial phones in the 
rooms in a test plan to cut losses 
on hotel telephone service. The 
new system is expected to be in 
operation this spring. If it comes 
up to expectations, it will be in- 
stalled in all Sheraton hotels. 
The dial system will provide 
automatic and cumulative billings 
on local phone calls from each 
guest room on a meter board at 
the cashier’s desk. The phones to 
be used will be in colors to match 
the decor of each room—a test at 
the Sheraton Kimball, Springfield, 
Mass., showed 16% more. calls 
on colored telephones than on con- 
ventional phones. 


Chun King Offers 10¢-Off Deal 

Chun King Sales, Duluth, 
Minn., producer of American- 
Oriental foods, is featuring a 10¢ 
off promotion through March 31 
for its Cantonese shrimp egg rolls 
and two-serving package of chick- 
en chow mein. Point of sale cards 
and mats are available. J. Walter 
Thompson Co., Chicago, is the 
agency. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 
TV mMarRKET 
73.2% 


station share 
of sets... (ars) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 


Represented Nationally—Avery-Knodel, Inc. 
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Kaiser Aluminum Names Two 


Paul F. Ewing, formerly power 
and water resources consultant to 
the Secretary of the Interior, has 
been appointed northwest public 
relations manager in Spokane, 
Wash., of Kaiser Aluminum & 
| Chemical Corp., Oakland, Cal. He 


50,000 key radio-electronics 
prospects want to know what 


|succeeds Conrad Speidel, who 
you have to sell to the nation’s |some time earlier went with 
: Crown Zellerbach Corp. San 
ry. T P-» 
second largest industry hese Francisco. Jack McCorkle, ad 


are the men who regularly re- 
fer to their action-producing 
IRE DIRECTORY because it is 
the only completely up-to-date 
source book in their field. 


manager for the California dis- 
trict of Borden Co., has resigned 
to join the consumer products ad- 
vertising group (household foil) 
of Kaiser Aluminum in Oakland. 


More U. S. Companies Open 
Branches in Puerto Rico 

Tax-free Puerto Rico continues 
to attract American manufactur- 
ers. Gabriel Rivera-Hernandez, 
facing these vital and well chief of industrial promotion for 

icti ; Puerto Rico’s Economic Develop- 

ta0g listings gets attention ment Administration, reports that 
foie cx se right where it serves the “at least” 180 U.S. companies will 
: reader hest. have established factory opera- 
tions in the commonwealth by the 
end of the current fiscal year, 
June 30. The previous high for 
any single year was 89 U.S. plants 
in fiscal 1956. 


This Directory is right for them 
since it's classified the way 
an engineer thinks. Your ad 


If you're active in radio- 
electronics you aimost must 
be in the 1958 IRE DIRECTORY. 


Call us for the details. 
<= 


Brown Opens PR Company 
Walter J. Brown, publicity 
manager for the San Francisco 
|Chamber of Commerce the past 
| seven years, has resigned to open 
| his own public relations company, 
with representation in Sacramen- 
to and Los Angeles. The Sacra- 
mento manager of the new com- 
|; pany will be Pat Martin, former 
| secretar to Gov. © Goodwin 
INSTITUTE OF RADIO ENGINEERS Knight; the Los Angeles associ- 
|ate is James Raport, former pr 
© TEL. BRYANT 9-7550 | director of the Chamber of Com- 

merce there. 


ARE YOU HALF-COVERED 


1958S IRE DIRECTORY 
THE 
1475 BROADWAY © N.Y. 36, N.Y. 


7 ~ aS 
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IN NEBRASKA’S OTHER BIG MARKET? 


LINCOLN. 
i ae 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-land? 


]| KOLN-TY,. one of America’s great area stations, 
1956 ARB METROPOLITAN | covers Lincoln-land, the VAST MAJORITY OF WHICH 
AREA COVERAGE STUDY IS OUTSIDE THE GRADE “B” AREA OF OMAHA. 


PROVES KOLN-TV SUPERIORITY ! 


families. 
|| The 1956 ARB Study of 231 Metropolitan markets in- 
cluded 6 in LINCOLN-LAND—S in Nebraska, | in Kansas. 
of Rochester! 
in these 6 markets, KOLN-TV is viewed- 
most in 6 daytime categories ... in 5 


out of 6 nighttime categories. noon viewers than the next station—and 194.4% more night- 


time viewers! 
Let Avery-Knodel give you the whole story on KOLN-TV, 


the Official CBS-ABC Outlet for South Central Nebraska 
hte eee and Northern Kansas. 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


KOUN.-TV gets an average daytime, “viewed-most™ rating 
of 54.0% as against 15.2% for the next station. Night- 
time averoges are 59.8% for KOLN-TV, 25.0% for the 
next station. Enough scid? 


wr 


we, = §=—«- he Fel: wer Sations 


WKZO TV — GRAND RAPIDS KALAMAZOO 
w70 Gano KALAMAZOO BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WEF Ps — GRAND RAMOS KALAMAZOO 
KOUN TY — UNCOLN NEBRASEA 

Arsoccated ath 
WED RADIO — PEORIA, ILUNOIS 


Avery-Knodel, Inc. 
Exclusive National Representatives 


Latest Telepulse credits KOLN-TV with 138.1% more after- 


Lincoln-land consists of 69 counties with nearly 300,000 | 
This important market is as independent of | 
Omaha as South Bend is of Fort Wayne—or Syracuse is | 


| 
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Getting Personal 


Walter D. Fuller, chairman of Curtis Publishing Co. and for the 
past decade chairman of the Magazine Publishers Assn., will be 
honored at a luncheon to be sponsored by the MPA at the Waldorf- 
Astoria on March 28. In addition to members of the association, 
guests will include executives from advertisers and agencies. Marvin 
Pierce, chairman of McCall Corp., will make a presentation to Mr. 
Fuller, and Roy Larsen, president of Time Inc., will speak. Mr. Fuller 
retired as MPA chairman on Dec. 31, being succeeded by Ford 
Stewart, publisher of Christian Herald... 

Lawrence H. Rogers II, president and general manager of WSAZ 
Inc., radio and tv, Huntington, W. Va., has received the Distinguished 
Service Award of the Huntington Junior Chamber of Commerce 
for his outstanding contributions to the civic and cultural life of 
the city. .. 

Sam H. Saran, news writer and commentator at NBC, has been 
elected president of the Headline Club, Chicago professional chapter 
of Sigma Delta Chi, journalistic fraternity. He succeeds James R. 
Brooks, pr director of Ekco Products Co. Among the new members 
initiated into the club is Jarlath J. Graham, managing editor of 
ADVERTISING AGE. . . 

Homer J. Buckley, chairman of Robertson, Buckley & Gotsch Inc., 
has been elected an honorary director of the Tuberculosis Institute 
of Chicago and Cook County in recognition of his “long and valued 
service” to the institute as a former working director. . . 


BALTIMORE VALENTINES—The Allied Florists of Baltimore chose the ad- 

vertising women of Maryland as their official valentines, and here, 

Paul Glick, president of Allied (right), pins a corsage on Helen 

Brooks, president of the Women’s Advertising Club of Baltimore. At 

left, Bert Harrison honors Edna O’Connor, vp of the Women’s 
Adclub. 


Dick Manoff, head of Richard K. Manoff Inc., New York, who has 
a grape jelly and jam client, is the author of “Don’t Put a Premium 
on Sweets” in the current Parents’ Magazine. His thesis: let ’em eat 
sweets, of course... 

David M. O’Brasky, on the advertising staff of Esquire, New York, 
and Joan Aaron of Hamden, Conn., have announced their engage- 
ment. They’ll be married in June... 

John M. Willem Jr., vp of J. Walter Thompson Co., Chicago, and 
an authority on U.S. coins and their history, was an Eisenhower 
appointee to the United States Assay Commission for its annual 
meeting Feb. 13 to evaluate coinage standards at the U.S. Mint in 
Philadelphia. Mr. Willem is writing a book called “The United States 
Trade Dollar—America’s Only Discredited Coin.” . . 

Tom Shea, Stromberger, LaVene, McKenzie, Los Angeles, has 
been appointed chairman of the Los Angeles Chamber of Commerce 
sports and promotion committee. . . Thomas C. McCray, vp and 
general manager of KRCA, Los Angeles, has been named state 
president of the Southern California area for the Navy League of 
the United States... 

Herbert Hoffman, president of Radio Station WBOS, Boston, is 
engaged to Diane Berman of West Hartford, Conn. A spring wedding 
is planned... 

When Stan Pforr left Seattle and Bozell & Jacobs for San Fran- 
cisco and Harrington-Richards, it took a lot of fixing to fill some 
of the holes where Mr. Pforr had been publicly laboring. Franklin 
C. Welch, Honig-Cooper, was named ist vp of the Seattle Adver- 
tising & Sales Club to fill one Pforr vacancy. Then to take Mr. 
Welch’s spot on the adclub board, Arch Douglass, of Sick’s Seattle 
Brewing & Malting Co. (Rainier beer), was named a director. To 
fill another Pforr spot, Otte Brandt, King Broadcasting Co., was 
elected vp of the First District of the Advertising Assn. of the 
West... 

Irving E. Stimpson, partner in Frederick E. Baker & Associates, 
Seattle, has been appointed chairman of the Chamber of Com- 
merce’s Prosper with Seattle campaign for 1957. The campaign, 
main fund-raising drive for the chamber, will start in April. . . 

Walter Tillman, manager of TV Guide’s Philadelphia edition, will 
referee the pro-amateur world championship tennis match at the 
Philadelphia Arena on March 13 between Pancho Gonzales and 
Ken Rosewall. He is past president of the Middle States Lawn 
Tennis Assn. . . 

The reason for the cigars and candy in Don Burns’ briefcase is his 
new daughter, Karen Lee, who weighed in Feb. 11 at 6 lbs., 12 oz. 
Karen’s dad is an account exec of Proebsting, Taylor Inc., Chicago. . . 

Leon C. McAskill, head of McAskill & Hermann, has been elected 
president of the Miami Beach Chamber of Commerce. For eight 
years he was ad director of the Miami Herald and was publisher of 
the Miami Beach Sun for four years... 

Edgar J. Malecki, typography director for C. J. LaRoche & Co., 
New York, is giving a course on advertising production at Queens 
College... 

Ann Marcuse and Robert Raymond, of Paris & Peart, New York, 
were married Feb. 9...Jean Brennan and Tom H. Rosenwald, son 
of Edward J. Rosenwald, vp of Harry B. Cohen Advertising, New 
York, have announced their engagement... 
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‘and speaking of results . 
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Results Proved To Us... “It Takes The Journal 
and Courier To Cover This Great Market’ 


It has been proven to us time after time that we must use 
the Lafayette Journal and Courier to get our share of the 
$48,000,000 food budget of this rich nine-county market. 
No other media can do the job for us. 


DICK PAULEY, Merchandise Manager 
Nutro Division 
Wilson Milk Company 


LAFAYETTE 
WEST LAFAYETTE . 
INDIANA Member of Federated Publications 


Indiana's Best 
Balanced Market 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


JOURNAL*""COURIER © 


Congress Gets 
Another Bill to 
Rule Outdoor Ads 


WASHINGTON, Feb. 20—Another 
anti-outdoor advertising bill was 
dropped into the House hopper 
today after Rep. Stuyvesant 
Wainwright (R., N. Y.) took the 


floor to complain that an almost | 


| solid line of outdoor boards greets 


the motorist once he leaves any | 


jof Long Island’s major parkways. 
| “25 years ago,” he told the 
House, “the area I represent— 
|Suffolk and Nassau counties— 
was ‘real country.’ Today this 
area is fast being developed. 
| Along with this incredible rate of 
development has come the evil of 
the signboard, the display and the 
general unpleasantness of what is 
| commonly called outdoor adver- 


WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


if you are hung-up over 
Merchandising at the Point-of- 
Salie—we would like to get you 
back on firm footing with solid 
down-to-earth help. 

First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 


Trademark Mystik Registered. 


programs that sell hard at the 
point-of-sale. We like to think of 
ourselves as a ‘‘House of ideas,” 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail levei—yet tied in closely with 
your overall promotion scheme. 


Our nation-wide staff of experts 
want to sink the/r hooks into your 
point-of-sale problems. We can 
follow through on every detail— 
from idea conception to job 
completion--for a single display, 


or a year-round display program. 


How about talking your probiems 
over with us today. We'll show 
you how to get action where 

it counts—at the cash register. 


Merchandising « the POINT-OF-SALE 


*® Litnographed displays for indoor and outdoor use * Animated Dispiays 
® Cloth and Kanvet Fiber Banners and Pennants © Mystik* Seif-Stik Displays 
* Mystik*® Can and Bottie Holders © Mystik* Seif-Stik Labels * Squee-zei* 


* Econo Truck Signs ©¢ Booklets and Folders * Moided Plastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 
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| tising.” 
| His bill, like bills previously in- 


|troduced by Reps. Robert Hale 
| (R., Me.) and Henry S. Reuss (D., 
Wis.), would deny federal high- 
way aid to any state which al- 
lows outdoor advertising within 
|200 yards of either side of the 
|right-of-way of new roads built 
under the 13-year program. 
. “On Long Island,” he told the 
House, “it is impossible to see the 
woods because of the outdoor ads. 
An almost solid line of advertising 
greets the motorist once he has 
|left any major parkway. In fact 
he finds a far more countrified 
atmosphere on the Long Island 
parkway system than he does 
along the main highway a few 
miles from my own home, located 
70 miles beyond the last parkway 
exit.” 

He said he opposes outdoor dis- 
plays because (1) they have de- 
stroyed the native beauty of the 
countryside; (2) he fears they are 
a factor in causing accidents, and 
(3) they reduce the value of real 
property. 

That they destroy the beauty 
of the countryside is of no impor- 
tance to the directors of the major 
oil companies and beer concerns, 
he complained. “The admen on 
| their payrolls are only interested 
in one thing—selling their partic- 
ular brand of gasoline or their 
brand of beer. What care they if 
a little fish pond is obliterated 
wer the motorist’s view? 
|a “A beautiful and historic 18th 
|century home will have a flashing 
neon sign in its front yard adver- 
tising some sickly soft drink. 
| ‘Sell more bottles,’ say the admen. 
\‘Who cares about antiquity?’ 
| “The motorist who drives along 
what used to be a bound set of 
dunes, with waving beach grass 
and small beach plum bushes, can 
no longer find these dunes or 
| beach plum bushes. They are hid- 
den behind a vast array of motel 
advertisements: ‘Stop at Cozy 
Corners.’ Or ‘We have the best 
little weekend nest on Long Is- 
land’ reads another spread. What 
do they care about the outdoors? 
It is he who gets the most tourists 
that really counts.” 

The congressman said one good 
friend of his, “who has a number 
of discreet outdoor boards,” be- 
;moaned the fact that he had to 
resort to this type of advertising. 
|“My competitors did, so I had to 
keep up with the Joneses,” he 
| claimed. 


| 


8 Discussing the possibility that 
signs are a safety hazard, he 
asked, “How is a driver to keep 
| his mind on the road if his entire 
|attention is devoted to flashing 
| red and yellow lights promoting a 
new tooth powder, or to a fancy, 
tricky blinker to catch the driver’s 
eye in behalf of an insipid lip- 
stick? 

“How can he keep his eyes on 
the big trailer truck approaching 
around the curve? How many 
holidays have ended up in death 
because the driver was absorbed 
with a whisky ad—or a motor 
|court ad?” 
| Turning to the impact of out- 
door ads on the value of property, 
he argued, “Despite what the pro- 
fessionals will tell you, outdoor 
advertising has done more to de- 
stroy the value of adjacent prop- 
erty than any other factor. Who 
| wants to buy a home in the shad- 
|}ow of a 100x30’ placard, whether 
/it promotes a brand of beer, 
| toothpaste, lipstick, gasoline or 
jany other product?” ° 


Knoble Joins Coroaire 

Cliff Knoble, formerly mer- 
chandising manager of the tele- 
| vision and radio division of Ray- 
| theon Mfg. Co., Chicago, has been 
|appointed general sales manager 
of Coroaire Heater Corp., Cleve- 
‘land. 
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January 1957 figures show media buyers 


how the wind 
is blowing 


in Washington, D.C. 


| 


The Star’s lead over 
The Post-Times Herald = 
A. 


Be was 480,635 lines 


In January 1957 
The Star’s lead over 
The Post-Times Herald 


was 606,967 lines 


ert 


This is pertinent and important infor- 
mation for your Washington file. 

In 1956 advertisers liked the Washing- 
ton Star 6,152,273 lines better than the Post- 
Times Herald. Now we'd like to show you 
how 1957 schedules are shaping up. Here’s 
the latest exhibit. 

In January 1956 advertisers gave The 
Star 480,635 lines more than the Post-Times 
Herald. But in January '57 they increased 
The Star’s lead to 606,967 lines for the month. 
There is your first indicator for the new year. 
January figures show you how advertisers are 
planning their current schedules. It is further 
proof of something we've been telling you for 
a long time. . . that it is a family habit in 
Washington to shop the ads at home in the 
evening in The Washington Star. 

Your O’Mara & Ormsbee man has the 
data that explains why The Star is such an 


overwhelming favorite in Washington. 


he Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit —Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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More Druggists, Grocers Cut Prices to 
Vie with Trading Stamps, Survey Reveals 


New York, Feb. 19—Price cut- 
ting is growing as a defense weap- 
on against trading stamps. 

A new 68-city survey by Selling 
Research Ine. indicates that 52% 
of the grocers and 23% of the 
druggists not using trading stamps 
in the areas covered are using price 
cuts to fight competitors who are 
using stamps. 

The survey also shows that one 
out of three grocers and one out 
of two druggists are wuling to drop 
trading stamps if competitors who 
are also using stamps agree to do 
so also. 

While 43.2% of all food stores 
and 21.7% of all drug stores in a 
1,431-store national cross-section 
use trading stamps today, the sur- 
vey says, there is a growing dis- 
satisfaction with the practice 
among retailers. 

“Among the six out of ten non- 
stamp-using grocers in the study’s 
900-food-store, 64-market panel, 
52% are combatting trading stamp 
competition by lowering prices,” 
the report says. “Among the eight 
out of ten non-stamp-using drug- 
gists in the 531-drug-store, 46- 
market panel, 23% are contending 
with trading stamp competition by 
lowering prices.” 


= Of food stores not using stamps, 
22% are reported using heavier 
newspaper advertising as an aux- 
iliary measure to combat trading 
stamp competition. 

The depth of stamp-using stores’ 
enthusiasm was also probed by the 
survey. It reveals that 36% of the 
389 food stores using trading 
stamps have done so for more than 
12 months. Another 37% have done 
so for seven to 12 months. The 
study reports that 72% say they 
have benefitted, 17% are unde- 
cided and only 11% express dis- 
appointment. 

Yet 33% of the food stores are 
willing to drop their stamps, if 
competing stores take similar ac- 
tion, the report says. As for the 
remainder—for 51%, the decision 
rests with the main office; 8% 
are undecided; only 8% are defin- 
itely unwilling to bow out, the 
survey shows. 

The report on druggists shows 
that 73% of the 115 stores using 
stamps have done so for more than 
12 months. Another 13% have done 
so for seven to 12 months. The 


CHAMBERS OF COMMERCE 


If you want industry 
to locate in your 
town, you have to 
"sell" the industrial 
traffic manager; here 
is a $24 a year, 90% 
renewal magazine that 
reaches 96% of U.S. 
industrial traffic 
men =< TRAFFIC WORLD. 


Get the facts! 
TRAE Ero 
Ww OFT. 


515 Madison Ave., N.Y. 


report shows that 79% say they 
have benefited, 16% are undecided 
and only 5% are disappointed. 


= But, the report adds, 52% of 
the drug stores are willing to drop 
stamps if competing stores take 
similar action. For another 10%, 
the decision rests with the main 
office; 21% are undecided; 17% 


are unwilling to drop their stamp 
plans. 

Significantly, the report says, 
59% of chain food stores and 27% 
of independent food stores are us- 
ing stamps. Among drug stores, 
reports Selling Research, the pro- 
portion is reversed: 25% of the 
independents and 13% of the 
chains use stamps. 

Stamp use among food stores is 
heaviest in the North, with 48%. 
For the West, it’s 43%, the East 
42%, the South 38%. Drug stores 


follow a different pattern. The 
West leads with 38%. In the East, 
use is at 22%, the North 20%, the 
South 9%. 

Current stamp use by size of 
store also is recorded in the report. 
In food stores, the 20-or-more-em- 
ployes category leads with 56%; 
eight to 19 employes, 44%; four to 
seven employes, 28%; one to three 
employes, 21%. Greater uniformity 
exists among drug stores: the four- 
to-seven-employes category heads 
the list with 24% ; one to three em- 
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ployes, 23%, eight to 19 employes, 
21%; 20 or more employes, 13%. e 


OAI Integrates Marketing 

A new marketing division has 
been created by Outdoor Advertis- 
ing Inc., as a result of the integra- 
tion of its research, advertising, 
promotion, art and merchandising 
departments. George P. MacGreg- 
or, vp, has been named vp in 
charge of the marketing division, 
and Franklin R. Cawl Jr. has been 
appointed director of research. 
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Complete instructions and sample 
worksheet explain the mechanics of 
market evaluation for one product or 


for group of products. 
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4 pages of charts cover 36 industries, 
show per cents of establishments and 
employees in plants with less than 20 
and more than 20 employees. 
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Schontarber Adds Six Accounts 

Gordon Schonfarber & Associ- 
ates, Providence, R.I., has been 
appointed to handle advertising for 
six new accounts. They are Indus- 
trial Solvents & Chemicals, Wilkin- 
sonville, Mass., producer of indus- 
trial solvents; Vacuum Coating 
Inc., Wilkinsonville; Chronley 
Brush Co., Providence, maker of 
brushes, brooms and mops; Greco 
Bros., Providence, tubbing machine 
manufacturer; Distinctive Embed- 


ments, Providence, maker of plas- 


tic products, and Providence Tool 
Co., drill manufacturer. 


Arrid tor Men in Campaign 

Carter Products is using “the 
heaviest promotion ever placed be- 
hind any man’s deodorant” to 
launch its new Arrid men’s spray 
deodorant. Built around the theme, 
“Stops perspiration odor on con- 
tact,” the campaign is utilizing 
large-space newspaper ads, spot tv 
and radio. Ted Bates & Co., New 
York, is the agency. 


Gives NBC-TV First 
‘Lucy’-Plus Rating 


New York, Feb. 19—It took six 
years and an unbelievably brainy 
college instructor to do it, but the 
ever-popular “I Love Lucy” finally 
has been out-rated. 

Last night Charles Van Doren 
took on a couple more challengers 
on “Twenty-One” (NBC-TV) and 


Van Doren Cerebrum | 


squeaked past “Lucy” (CBS-TV) 
by 0.6, with a Trendex rating of 
30.6. ABC-TV’s Bishop Fulton 
Sheen scored 5.7. 

This is the first time the situa- 
tion comedy has been passed in the 
ratings since Lucille Ball and Desi 
Arnaz started their series on Oct. 
15, 1951. 

Mr. Van Doren knocked off one 
challenger last night and tied an- 
other, an attractive Warner Bros. 
lawyer, Vivienne Nearing. The 
teacher’s winnings on the Pharma- 


Nc GRAW-HILL’S 


Market Planning Workbook 


(SECOND EDITION) 
AN INVALUABLE SALES GUIDE TO INDUSTRIAL MARKETS 


iF VOU SELL TO INDUSTRY, 
you'll want this 244-page Market Planning Work- 
book—one of the most complete presentations of 
industrial sales statistics available today. 

In it you will find accurate appraisals of the 
relative importance of each of the country’s 115 
industrial sections for 36 manufacturing and non- 
manufacturing industries. Figures are arranged so 
you can evaluate and plan your sales set-up, 
whether you sell a product line or a single product; 
nationally or regionally; to the original equipment 
market or end user market. 

With it you can compare sales with potential 
markets by area and by industry . . . line up sales 


territories to get better market coverage . . . speed 
up statistical sales functions . . . solve many other 
sales problems. 
How to Get the Workbook 

The preparation and publishing of the Second 
Edition of McGraw-Hill’s Industrial Market Plan- 
ning Workbook (first edition published in 1954) 
has involved over a year of intensive and costly 
research. To defray a portion of the expense, a 
price of $20.00 has been established for the book. 
Your McGraw-Hill salesman or nearest McGraw- 
Hill office can supply copies. Call or write now to 
arrange for an examination of the book and a 
demonstration of its features. 


Nic GRAW-HILL MAGAZINES 


HEADQUARTERS FOR BUSINESS INFORMATION @ 
DISTRICT OFFICES 


801 Rhodes-Haverty Building, Atlanta 3, Ga. 
350 Park Square Building, Boston 16, Mass. 
520 North Michigan Avenue, Chicago 11, ill. 
1510 Hanno Building, Cleveland 15, Ohio 
3615 Olive Street, St. Louis 8, Missouri 


1712 Commerce Street, Dallas 1, Texas 

856 Penobscot Building, Detroit 26, Mich. 
Prudential Building, Houston 25, Texas 

1125 West Sixth Street, Los Angeles 17, Cal. 


330 West 42nd Street, New York 36, N. ¥, 
Architects Building, Philadelphia 3, Pa. 
919 Oliver Building, Pittsburgh 22, Po. 
68 Post Street, San Francisco 4, Calif. 


611 South Boston, Tulse 19, Oklahoma 
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MARKET § BUYERS 


i CHARI 


The top 66 U. S. Industrial Areas are 
rated by number of employees in each 
of eight major industrial and business 
classifications. 


Sa Red 8 Lee Or ee ied aS th 


Statistical charts for 66 “Leading 

Industrial Areas, 49 “Balance of meer 
Areas—115 units for complete indus- 
trial potential. Each has workspace. 


Two 40" x 27" Wall Maps showing 
Industrial Areas and Industrial Dis- 
tributors, plus a “Market & Buyers 
Identification Chart” are included. 


ee ee ee ae 


ceuticals Inc.-sponsored quiz are 
now up to $143,000, but nobody on 
the show or at the network is like- 
ly to complain as long as the rat- 
ings keep going up. 

An even better box office report 
is expected next week, when Mr. 
Van Doren and Mrs. Nearing again 
match wits in a tie-breaking 
bout. e 


Faber Adds Two Accounts 
Faber Advertising, Minneapolis, 
has been appointed to handle ad- 
vertising for two new accounts. 
They are Muckle Mfg. Co., Owa- 
tonna, Minn., maker of ventilators 
and specialties for the dairy indus- 
try, and C. C. Jolly Co., Owatonna, 
poultry equipment manufacturer. 


McGraw-Hill Gross and Net Up 

McGraw-Hill Publishing Co., in 
a preliminary report for 1956 re- 
ports a gross income of $88,661,564 
and a net profit of $7,870,756, com- 
pared with $76,653,353 and $6,283,- 
951 in 1955. 


NOW 


get the combined circulation of 
the oldest 


Confectioners Journal 


and the youngest, most vigorous 


Candy Industry 


in a still greater 


* 


= 
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e Largest circulation 


e Largest advertising volume 
by far 


e Greatest readership by far, 
with timely, meaningful 
editorial approach 


e Large, unique format 


CAN DY 
INDUSTRY 


and CONFECTIONERS JOURNAL 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 
New York 17, N. ¥. 


NB 


Information headquarters for the billion- 
dollar industries they serve — 


OPA 


* Candy Industry and 
Confectioners Journal 


* Bottling Industry 


* Candy Industry Catalog 
and Formula Book 
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Again in 1956 


The New York Times Magazine 


was one of the Top Three 4 


(alongside Life 


The Saturday Evening Post) 


in consumer magazine 
advertising linage. 


Must have something you 


can use, too. May we 


tell you about it? 
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End ‘Deals’ or Face Stiffer Laws, 
FTC's Anderson Warns Food Brokers 


Cuicaco, Feb. 18—Self policing 
by the food industry is urgently 
needed to halt the spread of illegal 
trade abuses in food marketing, 
Commissioner Sigurd Anderson, of 
the Federal Trade Commission, 
warned last week 

In a talk at the 58rd annual con- 
vention of the National Food Brok- 
ers Assn., the commissioner called 
on “manufacturers, chain stores, 
supermarkets, food brokers and all 
others in the food field to exercise 
a degree of business morality that 
will help check and correct the 
abuses now prevalent.” 

These abuses, Mr. Anderson as- 
serted, include price discrimina- 
tions, customer favoritism, “fantas- 
tic allowances, unconscionable 
under-the-table deals, virtual 
bribery for shelf and freezer space, 
free goods, illegal cooperative ad- 
vertising and pressurizing for con- 
cessions.” 

He described such practices as 
violations of the FTC Act or the 
Clayton Act. Although the FTC has 
brought many cases to the fore and 
is investigating many others, it is 
covering an extensive field and 
needs industry cooperation to root 
out discriminatory practices which 
violate anti-trust laws. 

Mr. Anderson called upon in-| 
dustry members to provide the | 
commission with evidence of il-| 
legal competitive actions to facili- 
tate enforcement proceedings. “If 
illegal practices in the food indus- | 
try persist, and the FTC cannot | 
reach them all,” he cautioned, “it 
could well be that Congress will | 
’ step in with tougher laws.” 


® Watson Rogers, president of the| 
NFBA, predicted that a steady shift | 
by grocery manufacturers to food 
broker services would continue in| 
1957—a trend that started several | 
years ago. 

Mr. Rogers pointed out to the 
food brokers the need to explain to 
the food industry that while other 
segments of the food field have 
cut margins they have also cut 
services. 

“During this transition period, 
while others were eliminating ser- | 
vices, food brokers have been re- | 
quired to assume greater respon-| 
sibility for the over-all marketing 
function,” he said. 

“It is essential that all branches 
of the food industry be made aware 
of the fact that many of you are} 
now carrying on functions former- 
ly performed by others.” 


ConsoLipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers -—an invaluable 
service that costs little. 


There are sound, basic economic 
reasons for believing that “the 
supermarket should extend its 
lines and perform many of the 
functions which until recently have 
been considered the exclusive do- 
main of the other members of the 


‘Big Six,’” according to Lansing 
P. Shield, president of Grand 
Union Co., East Paterson, N.J. 

He listed the “Big Six” as super- 
markets, department stores, drug 
stores, apparel stores, variety 
stores and discount houses. Since 
1929, Mr. Shield pointed out, sup- 
ermarkets have “jumped from no- 
where to capture 41.4% of the total 
business now being done by the 
Big Six.” 

None of the five competitors of 
supermarkets has gone into the 


food business seriously, as a result 
of the low markups and the small 
percentages of profits on sales, he 
said. The supermarket operator, on 
the other hand, aware of the rela- 
tively good margins which even the 
discount houses are getting in vari- 
ety and department store lines, is 
“tempted to look where the grass 
is greener,” he said. 

Problems resulting from dupli- 
cated product lines are becoming 
increasingly acute, Mr. Shield said. 
He predicted that if the trend con- 
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tinues, “either we shall all price 
ourselves out of the market or the 
consumer will pay increases in cost 
that could have been avoided. 

“May I humbly suggest that 
greater restraint be exercised and 
that the imagination of the ‘idea 
men’ on new products be mixed 
with some sober thinking on the 
part of top management. 

“Please help us keep the 1957 
model supermarket (and also the 
1967 model) trim and free from 
unnecessary fat. It you and we 


CONSOLIDATED Hi gta 


43) SOUTH DEARBORN StettT, 2 
4 CAIcaGo 5 HINO 


7O FIFTH AVENUE MEW YO#RK 10 w FY 


37,000 


TOTAL 


Combined Circulation 


73.5% of THE TIMBERMAN’s readers 
will also subscribe to THE LUMBERMAN 


53.0% of THE LUMBERMAN’s readers 
will also subscribe to THE TIMBERMAN 


Reader questionnaire returns through February 8, from 26.6% of THE TIMBERMAN and 
THE LUMBERMAN readers indicate this estimated distribution: 


Subscribers selecting both 
THE LUMBERMAN AND THE TIMBERMAN 


Subscribers selecting only one 


Total 


These returns confirm the fact that readers in the executive and 
purchasing levels of the forest products industry—the owners, 
presidents, managers, superintendents and other management 
personre|—want the fast bi-weekly industry news service fur- 
nished through a joint subscription plan to both publications. 
Their decisions also reflect the desire of this purchasing and 
directing group to keep up with developments thot affect all of 
their operations—forestry, logging, manufacturing—which they 
can accomplish only by reading both journals. 

This voluntary reaction will be of interest to advertisers who 
value the importance of reaching all top management personne! 
in every branch of the timber industry. Many have already indi- 
cated their decision to use both THE TIMBERMAN and THE 
LUMBERMAN to do a thorough sales promotion job in this big 
industry. 

Based on the returns already received from subscribers—and 
comparing titles and functions—over 29,000 of the revised total 
distribution of both THE TIMBERMAN ond THE LUMBERMAN will 
be among the Production elements of the Forest Products In- 


The Timberman 


11,400 
15,500 


The Lumberman Total Distr. 


11.400 22,800 
4100 10100 14200 
21500 37,000 


dustry. Over 22,000 will be g top gement people, with 
the balance in operating and production supervisory men. Total 
circulation of the two publications will exceed 37,000 paid dis- 
tribution. 

A year around product promotion in THE TIMBERMAN or THE 
LUMBERMAN—or both—is now an even surer marketing method 
for bringing your machinery, equip t and supplies sales story 
to the attention of the men who buy in the big Forest Products 
Industry! 

Existing advertising contracts will be honored for the publica- 
tion in which they were placed. Some product-advertising may 
fit more logically in one or the other journal. Space contracts 
will be transferred once to the other publication by using the 
original number of insertions contracted. After transfer of o 
schedule, the frequency space rates of the journal finally selected 
will apply. Present published rates continue in effect. Wire or 
write for current rate cards. Start your advertising schedule for 
the balance of 1957 with the next issue. 


In order to bring their subscribers the faster type of news service they want and need, both journals will be published, alternately, 


every two weeks. The 1957 publishing cycle will be: 


THE LUMBERMAN 


February 25 September 9 

March 22 October 4 

April 19 November | 

May 17 November 29 

June 14 December 27 

July 12 (Annual Plywood Review) 
August 9 


Advertising forms close 3 weeks in advance 
of issue dates shown. When advertisements 
must be set and proofs furnished, copy 
instructions should be received 4 weeks 
prior to date of issue. Note: All circulation 
figures are publisher's own 


tien et. 


THE TIMBERMAN 
March 8 July 26 
April 5 August 23 
May 3 September 20 
May 31 October 18 
(Forest Industries Year Book November 15 
June 28 December 13 
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stray too far from sound econom- 
ics, a new model will take our 
places, just as the discount house 
was born.” 


® Canners will find greater secur- 
ity of operations in establishing 
brand names of their own, al- 
though there will always be an im- 
portant place in the canned foods 
industry for the private label. This 
was the opinion of the canned 
foods committee of the NFBA. The 
committee also said that vision and 


planning to meet 1957 conditions | committee reported: “Many brok- 
of canned food selling could be|ers have their main interest in 
stimulated by the food broker. ‘featured brands of canned foods. 

“He must analyze market pos-| 'This may either be locally or na- 
sibilities and enthuse his supplier | tionally promoted. 
with the zeal of an evangelist,” the; “We do know that the very best 
committee said. “Even when the| advertised brands still require a 
canner has been ‘converted,’ 
team of canner and broker has just | ten than not, is responsible for the 
started to reach out for the success | amount of interest and type and) 
they desire and the profits to be|quantity of promotion that these) 
secured.” 

Discussing the problem of selling 
commodities as against brands, the 


brands is aided by the broker's 
skill and effort expended either at 


the | lot of selling. The broker, more of- | 


brands secure. The success of these | 


the headquarters or at the retail 
levels.” 


s The NFBA’s frozen foods com- 
mittee reported that there was a 


|continuation of the trend toward 
| the increased use of food brokers in 


the frozen food field in 1956, and it 
|predicted that this trend would 
continue. 

The committee suggested that 
the packer should consider the rec- 
ommendations made by his respec- 


‘tive brokers before making final 


w fimberman 


WOODS MANAGEMENT LOGGING 


FORESTRY 


TRANSPORTATION 


Lunbernan 


tumor PLYWwooD BOARD 


wees MANUFACTURING 


plans for a promotion or advertis- 

ing campaign in a particular mar- 
ket. 

The new NFBA officers are 
George E. Dillworth, Kierce & Dill- 
worth Inc., Detroit, national chair- 
man; Sloan McCrea, Earl V. Wilson 
Co., Miami, ist vice-chairman; 
Arthur G. Curren Jr., Arthur G. 
Curren Co., Boston, 2nd vice-chair- 
man; R. W. Madden, R. W. Madden 
Co., Atlanta, 3rd vice-chairman; 
and H. Wayne Clarke, Walter Lea- 
man Co., Washington, treasurer. @ 


Sold to American 

American Tobacco Co., New 
York, has bought the “Marge & 
Gower Champion Show” as a re- 
placement for* the alternately 
scheduled “Private Secretary” se- 
ries on CBS-TV. The new program 
will alternate in the Sunday 7:30 
p.m., EST, time period with Jack 
Benny starting March 31. Batten, 
Barton, Durstine & Osborn placed 
the Champion program for Hit 
Parade cigarets. 


this 
310 

page 

book 


telephone 
industry 
buys 


will open 
your eyes 


spay awaiting you in 
the $17 billion telephone - 


TELEPHONE ENGINEER'S 


Annual Catalog-Directory 


“Where Sellers and 
Buyers Meet” 


If you wish to participate in the 
country’s fastest growing market, this 
directory shows all of the many hun- 
dreds of items used in a telephone 
plant—plus the manufacturers and 
suppliers serving the industry. 


All items are alphabetically listed . . . 
ranging from acetylene torches, adding 
machines and augars, through type- 
writers, wires and wrenches. Just look- 
ing over these items will give you the 
insight you need preparatory to going 
after your share of this huge pie— 
$1% billion worth of materials, sup- 
plies, etc., purchased each year by 
telephone companies. 


write fe 


FREE COPY 


CIRCULATION 
to telephone industry 
12,000 copies 
More than double 
the circulation of 
competing directory. 
a 


» Needs Today 


4 CE ERG the 1957 edition is 
 eurrent now being compiled. 
1956) ine Order Space 


TELEPHONE ENGINEER 
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in addition to four 4-color wet 
proof presses and 8 precision color 
cameras, we add a liberal measure of 
old-fashioned craftsmanship... they 
are the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that’s important to 
you is worth sending to us. 

*Free Van Gogh print, suitable for framing. Send 
your name on your company letterhead. 


6 


JAHN & OLLIER 


ENGRAVING CO. 
Photoengraving and Offset plates 


617 West Washington Bivd., Chicago, MOnroe 6-7080 


Craftsmanship 


important part 
of your job 


- 


ELECTR 
ENGRAVING CO. 


Photoengraving * A Division of J&O 
817 West Washington Blvd., Chicago, DElaware 7-1277 
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‘| Cigaret Cancer 


Pye 


Threat in U. S. 
Grows: Ochsner 


Doctor Says Filtration 
of Responsible Element 
Still May Be Possible 


night. 


BurFaLo, Feb. 19—Legal prohi- 
bition of smoking may become nec- 
essary if the incidence of lung 
cancer continues to increase at its 
present alarming rate, a noted New 
Orleans surgeon declared here last} «pn 1953, 10% 


i : There is no doubt in the mind of 

Dr. Alton Ochsner that cigaret| Dr. Ochsner said. “It has been ar- 
O-M AT I Cc smoking is the primary cause—in|gued that England’s higher inci- 
fact, virtually the only cause—of 
the development of two of the 
three known types of lung cancer. 


Dr. Ochsner made these obser- proportionately than the English 
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vations in connection with his 
receipt of the Buffalo Surgical 
Society’s Roswell Park memorial 
medal for “eminent service to his 
| profession and to humanity.” He is 
| professor of surgery in the Tulane 
| University school of medicine, 
|president of the Alton Ochsner 
Medical Foundation and director 
of surgery, Ochsner Clinic and 
Ochsner Foundation Hospital. 


= In the past 20 years, he pointed 
out in his address, the incidence of 
lung cancer has increased more 
than 350% among men and about 
68% among women in the state of 
New York. Cancer in other sites in 
the body has increased only 2% 
among men and has decreased 15% 
among women, he added. 

of all men be- 
tween 45 and 55 who died in Eng- 
land died of cancer of the lung,” 


dence of cancer of the lung dis- 
proved the smoking theory, since 
Americans smoke more cigarets 


The People Who Live 
in This House Read CAPS. 


and the People Who Live in 
This House Read CAPS too! 


You get the frosting... 
and the cake too... with CAPS 


Most certainly you get the top of the Dyersburg market with CAPS 
—but never forget you get mass too! That's true of all the sixty-two 
buying centers that make up the nation's tenth, the South's first whole- 


sale market. 


ioe ee 


The Dyersburg, Tennessee story . . . combined daily home delivery 
of 79.2°/, to Dyersburg families . . . is typical of the area coverage 
CAPS gives an advertiser in addition to ever-expanding Memphis. For 
greater advertising productivity—put it in CAPS. 


Two Dailies and The South’s Greatest Sunday Newspaper 


Combined Daily Circulation 355,159—Sunday Commercial Appeal 263,384—( ABC Published Statistics March 31, 1956) Be ar 


SCRIPPS-HOWARD NEWSPAPERS 


THE Wovens -* e” MEMPHIS = 


do. 

“This is true today, but it was 
not true up until 9 years ago,” he 
said. The English today are paying 
the penalty for their heavy smok- 
ing of yesteryear, and unless some- 
thing is done soon, Americans will 
be paying much greater penalties 
than this in a few years, he said. 


® Dr. Ochsner does not believe 
that air pollution or smog is one of 
the primary causes of lung cancer. 

He pointed out that the incidence 
of this type of cancer is just as 
high in Denmark, where there is 
virtually no smog, as in London, 
_|where there is a great deal of it. 
In this country, New Orleans has a 
higher incidence of lung cancer 
than Pittsburgh, with its much 
greater air pollution. 

“It is frightening for me to fore- 
see what will happen in 10 years 
when our smoking catches up with 
us,” Dr. Ochsner, a non-smoker, 
said. He noted that the only reason 
more patients die of heart disease 
than cancer is that “a heavy smok- 
er has subjected his heart and 
blood vessels to the dilatory effects 
of smoking and dies of coronary 
thrombosis. He does not live long 
enough to die of cancer.” 


= The New Orleans surgeon be- 
lieves it may be possible to find 
and counteract whatever constitu- 
ent of cigarets causes lung cancer. 
However, he charged, much of the 
research now being done “only 
tries to confuse the issue and prove 
that cigarets aren’t responsible.” e 


Lyngheim Joins 20 Mule Team 

U.S. Borax & Chemical Corp., 
producer of boron products, has 
appointed K. H. Lyngheim adver- 
tising manager of its 20 Mule Team 
products division, with headquar- 
ters in Los Angeles. The division 
markets household consumer prod- 
ucts through grocery and drug 
channels and powdered hand soaps 
for commercial and industrial use. 
Mr. Lyngheim formerly held ad- 
vertising, research and media posts 
with Montgomery Ward & Co. and 
Procter & Gamble Co. 


‘TV Guide’ Names Bowles 

Lester G. Bowles has been 
named Canadian representative of 
TV Guide, with temporary head- 
quarters at 181 Richmond St., W., 
Toronto. He formerly was Can- 
adian manager of Crowell-Collier 
Publishing Co. The Hudson Valley, 
Lake Ontario, Detroit and Wash- 
ington State editions of TV Guide 
serve Canadian markets. 


‘Redbook’ Names Schroeder 
Redbook, New York, has named 
Carl Schroeder Co. its West Coast 
promotion representative. Schroed- 
er will serve as liaison between 
the magazine and motion picture 
and tv studios in the creation of 
merchandising projects. 
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symbol of 


in engineering 


This symbol means nuclear energy at work. 
Increasingly in many industries this purple and 
yellow “flower” is blooming—bringing with it new, 
peace-time uses of the atom. Engineers—-readers 
of MACHINE DEsIGN—are designing today the 
equipment which will carry this insignia tomorrow. 


Now, more than ever before, design engineers 
need a large and continuing supply of information. 
That is why the information source more design 
engineers use than any other is MACHINE DgsIGNn. 


Proof: Readership studies show a preference 
for MACHINE DESIGN among engineers in 


a PENTON publication 


every major industry. And in the year since 
MacuiNnE DEsIGN increased its publishing schedule 
from 12 to 26 issues, inquiry volume per issue has 
increased 2! times. Average advertising readership 
is up as much as 55°%—the result of giving design 
engineers more information, more often. 


You can always look to 


MACHINE DESIGN 


for outstanding readership 


Penton Building Cleveland 13, Ohio 
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Things are popping in South Bend, Indiana too. In the past 
three years 34 new industries have come to this area; 25 man- 
ufacturing plants have expanded their facilities. This is healthy 
growth that adds to the market’s stability and increases its 
diversity. It’s another reason why South Bend is first in the 
Nation in incomes of $4,000-6,999 —second in incomes of 
$7,000-$9,999. You can saturate this rich market with the 
South Bend Tribune. Send for free market data. 


South Wend 
Cribune — 


Frenklin OD. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. « 


ws SS 
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The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


NATIONAL REPRESENTATIVES 


Simon & Schuster Takes on 
Capitol Books, Hobby Kits 
Simon & Schuster, New York, 
will become sole trade distributor 
of all juvenile and novelty books 
and boxed hobby kits produced 
by Capitol Publishing Co., effec- 
tive March 5. The line of hobby 
kits, which heretofore has sold 
from $2.95 to $4.95, will be rede- 
signed and augmented and sold at 
a uniform price of $1.95. A new 
line of “hobby-starters,” Capitol 
junior adventure kits will be in- 
troduced at $1 each this spring. 
Sussman & Sugar, New York, will 
handle trade advertising, and 
Schwab & Beatty, New York, will 
handle mail order promotion. 


Newberry Sets Expansion 

J. J. Newberry Co. has an- 
nounced a three-year $19,000,000 
expansion program whereby it 
hopes to erect 42 new stores and 
enlarge 67 existing units. The pro- 
gram is aimed at providing one- 
third more selling space for the 
variety-department store chain. 


“don't do nuthin’ 
Don't you believe it! 


OV Man River, says the song, 
but keep on rollin’ along.” 
The mighty Mississippi does plenty in the neigh- 
borhood of the Twin Cities. 

For one thing, its tumbling power gives electric 
Paul's 
mighty Ford Company plant, located opposite the 


muscles to such industrial giants as St. 


first locks on the Mississippi pictured above. 
For another. it churns its way right through 


the Twin Cities . . . effectively separating these 


Man River keeps on rollin’ along .. . 


... fight down the middle of the Twin Cities market! 


do their living on the St. Paul side of OF Man 


River do their spending there, too . 


million a year! 


$596 


What's more, their buying guide is the ONE 
AND ONLY newspaper to land on virtually every 


Paul 


doorstep in the entire St. 


Paul Dispatch-Pioneer Press. 


NOT ONE. 
There are no ifs, 


SATURATE the St. 


two giant markets. And the 486,100 people* who — Dispatch-Pioneer Press. 
FAMILY COVERAGE 87.5% 
(Romsey, Dokota ond ° 
Washington Counties) 76.8% 
46.1% 
st. = DISPATCH. 
PIONE — 
16. ml 
3. 3.6% 6.4% a TWIN 
CITY DAILIES 
TONING EVENING [1s 
Dispatch - Pic P —A BC. — 3-31-56. 
scare, Famiyes,, Suge Management Bigatsh Pope Patt ae 


st. PAUL 


p DISPATCH 


REPRESENTATIVES 


Sewer &? Se 


SAN FRANCISCO 
ST. PAUL - 


market . . . the 
None other... 


. . even scratches the surface. 
ands or buts about it. 


Paul Market* 


To 


you need the 


"Ramsey, Dakota and 
Washington Counties 
Source: May 10, 1956 
Sales Management Survey 
of Buying Power 


RIDDER-JOHNS, INC. 
NEW YORK - CHICAGO - DETROIT 


LOS ANGELES 


MINNEAPOLIS 


Advertising Age, February 25, 1957 


Coming 
Conventions 


Feb. 24-26. Inland Daily Press Assn., 
winter and spring meeting, Drake Hotel, 
Chicago. 

Feb. 25-26. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 7. A jated Busi Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 9-10. Annual Missouri News- 
paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D. C. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, llth a 1 symposi and 
exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 


America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 
May 2-3. International Advertising 


Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Ho- 
tel, Washington, D. C. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


‘Coronet’ Boosts Cover Price 


Coronet moves from 25¢ to 
35¢ a copy with the March issue, 
which went on newsstands Feb. 
19. “Strong reader demand” was 
cited as a contributing factor in 
the decision to raise the cover 
price. Coronet’s average news- 
stand sale was put at 1,100,000 
as against about 1,000,000 at this 
time a year ago. 


Emerson Models Introduced 
Emerson Radio & Phonograph 
Corp., Jersey City, is introducing 
two new models which it de- 
scribes as the “world’s lowest- 
priced five-tube AC-DC table ra- 
dio on the market” and the 


“world’s lowest price clock radio.” 
The table radio lists at $14.88 and 
the clock model at $17.88. 
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In ‘56 Ad Art | 
ma Cost $468,000,000, 
4 ’ . . ’ 
[- Says ‘Art Direction 
4 New York, Feb. 19—National | 
advertisers spent nearly $468,000,- 
000 last year for layouts, design, | 
art, photography and related serv-| 
ices, according to the February is- | 
sue of Art Direction. 

The magazine put the ratio be- 
tween art and total advertising ex- 
penditures for the period between 
July 1, 1955, and June 30, 1956, at 
2.47%. “The average company per- 
centage was 2.8% of the ad promo- 
tional budget spent for art and 
photography. With agencies the 
figure was 2.33%,” the magazine | 
said. 

Money allotted to art work | 
varied as follows: With agencies in | 
the $5,000,000 bracket, the average | 
was 3%; the $10,000,000 to $25,- | 
000,000 bracket averaged 3.1%; the 
$25,000,000-$50,000,000 bracket av- | 
eraged 1.3% and the $75,000,000 | 
and more group averaged 2.2%. 

Art Direction found that agencies 
<= tend to buy their art services on 
sg the outside. “For all agencies re- 
ie porting, 81.8% of the value of the 

work was purchased, only 182% 
being done inside.” Advertisers, 
the publication said, “purchased 
67% of the value of their art serv- 
ices; 33% came from their own 
departments.” 


® Other findings included: 76% of 
the agencies said art budgets will 
increase in the year ahead; most 
agencies said 10% of their art 
budgets went for tv material; 85% 
of the agencies will buy more pho- 
tography in the year ahead than 
last year. 
Ps. In addition, 67% of the advertis- 
ers plan to spend more this year on | 
photography; 60% of the agencies | 
and 76% of the companies found 
art, photography and design prices 
to be rising, Art Direction said. e 


Doyle Dane Names Two 

Estelle Naughton Fitzsimmons | 
formerly assistant fashion editor o1 | 
Glamour and Woman’s Home Com- 
panion, has joined Doyle Dane) 
Bernbach Inc., New York, as as-| 
sociate fashion director. The agen- | 
cy also has named James M. 
Fickeisen to its merchandising de- 
partment. Mr. Fickeisen recently | 
completed service with the U.S. | 
Army, where he served in counter- 
intelligence. 


Film Group Names Wondsel 

Harold E. Wondsel, president of 
Sound Masters, has been elected 
president of the Film Producers 
Assn., New York. Also elected 
were Nathan Zucker, Dynamic 
Films, vp; Mrs. Elda Hartley, Hart- 
ley Productions, secretary, and Ed- | 
ward J. Lamm, Pathescope Co. of | 
America, treasurer. 


Dynamic Films Names Two 

Dynamic Films, New York, tv 
film company, has appointed Les- 
lie Goldman, formerly’ with | 
George Blake Enterprises, direc- 
tor of its advertising film division. 
Dynamic also has named Maury 
J. Glaubman, veteran producer 
and writer, director of its public 
affairs division. 


Flynn Mfg. to Geare-Marston 
Michael Flynn Mfg. Co., Phila- 
delphia, window manufacturer, 
has named the Geare-Marston 
division of Ruthrauff & Ryan, 
Philadelphia, to handle its adver- | 
tising. The account was previous- | 
ly handled by William Jenkins | 
Advertising, Philadelphia. 


Lasky Retires as Rep 

Joseph V. Lasky, advertising 
representative for Retailing Daily 
for the past 25 years, has retired. 
He plans extensive travel and his- 
torical research. 


Salada Tea to SSC&B | advertising and marketing of Al- | 

Salada Tea Co., Boston, has lied Drug Co., Chicago. At the 
named Sullivan, Stauffer, Colwell | same time, Frank Diamond, for- | 
& Bayles, New York, to handle its| merly of Health-A-Teria, Chica- | 
advertising. The account has been | go, joined Allied Drug as direcior | 
handled by Hermon W. Stevens | of sales promotion and publicity. 
Agency, Boston (AA, Feb. 4). 

Little to ‘Scientific American’ 

Allied Drug Names Two Robert T. Little, formerly with 

Gerald M. Feldman, formerly Batten, Barton, Durstine & Os- 
advertising manager, has been | born, has joined the sales staff of 
cnitatalsie val in charge of national | Scientific American, New York. INFORMATION! 


America’s FOREMOST T 


SS —all - MORE adver 
. . : tising from MORE 
advertisers then any 

other toy publication 


in the world! 


McCREADY PUBLISHING 
7) W. 23rd &., M.Y.10 


Chicago, Chicago, 
that High-Flyin’ Town— 
Number One 
Air Travel Center 
in the World! 


CAPITAL AIRLINES 
SELLS TICKETS IN CHICAGO 
WITH WMAQ’s HENRY COOKE 


In July 1955, Capital called on Henry Cooke to 
tell Chicago about its new Chicago-Washington 
Viscount non-stop passenger service. By October 
of this year, Capital had tripled its service and 
had increased its share of the greatly-expanded 
Chicago-Washington market from 17% to a wal- 
loping 60%! 

That's the kind of result Henry Cooke delivers. 
WMAQ favorite since 1940, and “Communicator” 
on “Chicago Calling” (Monday-Friday, 6:00-8:45 
am) since 1953, Henry brings his audience on- 
the-scene news reports, music, sports round-ups, 
and vital service features. And all the while he 


sells! In addition to Capital Airlines, he sells for 
such sponsors as: Clark Super 100 Gasoline; Con- 


solidated Royal Chemical Corp.; Coty, Inc.; R. R. 


Donnelly & Sons Co.; Ford Motor Co.; General 
Foods Corp.; Parker Brothers, Inc.; The Quaker 
Oats Co.; R. J. Reynolds Tobacco Co.; Shulton, 
Inc., and Standard Brands, Inc. . . . to upwards of 
275,000 listeners for as little as 22¢-per-thousand! 


To get your sales off the ground in Chicago, ask 
NBC Spot Sales about Henry Cooke. In New 
York, a call to your NBC Spot Sales representa- 
tive brings you an immediate Radio-Phonic Spot 
Buying audition by telephone. 
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Hudson Store Will 
Tally Ad Costs on 
Column Inch Basis 


Detroit, Feb. 19—Co-op news- 
paper ad production costs figured 
on a per column inch basis rather 
than as a percentage of space cost 
will be initiated by the J. L. Hud- 
son Co. department store here be- 
ginning March 1. 

The change will result in a more 
logical and fairer method of as- 
signing production costs but will 
not affect costs themselves appre- 
ciably, according to William B. 
Bond, Hudson’s ad manager. 

Heretofore the store has figured 
production costs as a percentage 
(reportedly 15%) of the space cost. 
The illogic of this, Mr. Bond points 
out, is that production of a full 
standard page ad costs just as 
much, no matter how the space cost 
varies from daily to daily. 

To assess the cost more accur- 
ately the store prorated the crea- 
tive and mechanical work put in on 
average ads and arrived at a figure 
of $1.87 per column inch. This ren- 
ders a cost of about $315 for 
standard size page ads and about 
$157 for tabloid page ads. The $1.87 
formula will be applied to all co-op 
ads, regardless of their size, Mr. 
Bond says. 


® The new formula will result in 
costs quite similar to those based 
on 15% of the space cost, Mr. Bond 
says, and consequently co-op ad- 
vertisers are not likely to be much 
affected by it. No reactions have 
been received yet to the store’s no- 
tice announcing the change, and 
Mr. Bond estimates that 98% of the 
advertisers are likely to say noth- 
ing about it at all. 

Co-op ad arrangements vary tre- 
mendously from company to com- 
pany, Mr. Bond notes, but the nor- 
mal procedure is for the advertiser 
to pay a percentage of the space 
cost plus the production cost. This 
new formula simply arrives at the 
production cost portion by a dif- 
ferent and more valid means, ac- 
cording to Mr. Bond. 

Hudson Co. has been thinking 
about this formula for quite some 
time, he said, and has been reas- 
sured to note that similar formulae 
have been instituted in industries 
that have requested Federal Trade 
Commission advice on co-op ad 
procedures. 

Mr. Bond says Hudson & Co.’s 
per column inch figure is as low as 


Explanation: ~~ . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 


end only 
has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 
* 316,000 WATTS 
* BILLION DOLLAR MARKET 
Ask Your 


Avery-Knodel 
Representative 


it is because the volume of ad pro- 
duction done by the store spreads 
considerably the high cost of crea- 


National Cotton Week Set 
National Cotton Council, New 
York, is mailing out a retailer’s 
plan book to the 20,000 depart- 
ment and specialty shops, whole- 


BofA Distributes Cards . 
Bureau of Advertising of the 
American Newspaper Publishers 
Assn. will shortly begin distribu- 
ting to newspapers a series of 
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Domestic Engineering to become 
midwestern manager of Stanley 
Publishing Co., Chicago. Mr. Hor- 
ton will direct advertising sales 
for Jobber Product News and 


® As for the ad production costs,|salers and other groups partici- 
Marshall Field & Co., Chicago, a|pating in National Cotton Week, 
store using a comparable volume of May 20-25. The plan book is the 
advertising, indicated to AA that! first of a series of mailings. A 
Hudson’s formula figure may be| merchandising handbook, “Why | among retailers. 
too low. According to Martha Imes, | Cotton,” will be distributed later 
ad cost specialist at Field’s, a fig-|in February, and on April 15, a 
ure about twice the size would| training folder, “New Cottons,” 
more properly reflect costs. 


will be mailed. 


“jumbo-sized” postcards carrying 
information about media, markets 
and people derived from bureau 
research studies for distribution 


Horton Joins Stanley 
Charles C. Horton has resigned 
as advertising sales manager of | Prudential Plaza, Chicago. 


Transportation Supply News in 
Illinois, Indiana and St. Louis. 


Westinghouse Moves Office 
Westinghouse Broadcasting Co. 

has moved its midwestern sales of- 

fice to larger quarters at 2818 


Reach the men who own American business...in 


To interpret the objectives of your company . . . to point 
out the progress and potential of your product or serv- 
ice . . . to build a favorable viewpoint among the nation’s 
top businessmen . . . tell your corporate or institutional 
story to the men who own America’s business . . . in 
Nation's Business. 

This business publication blankets the vast business 
market . . . with more than three-quarters of a million 
subscribers in companies of all types and all sizes, 
nationwide. More than 74,000 are key executives who 
read Nation's Business as a result of their firms’ mem- 
bership in the U.S. Chamber of Commerce . . . 700,000 
other inessmen read it on individual subscription. 
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Of the 776,000 Nation’s Business subscribers, 580,000 
are the owners, partners or presidents in manufacturing 
banking, retailing and wholesaling, construction, trans- 
portation. Nation’s Business has, for example, 1275 
subscribers in 92 of the 100 largest banks . . . 8008 in 
71 of the 77 American companies with more than $1 
billion in assets . . . and 5256 in 31 of the 33 companies 
whose sales exceed $1 billion annually. 

The volume of this wide business circulation follows 
the nation’s population pattern . . . with 257,000 copies 

ing to cities over 50,000 and 518,000 to cities under 

0,000 in population. These business owners are the 
influential men in their communities; they are the civic 
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Advertising Age, February 25, 1957 


‘Commonweal’ Hits 
Catholic ‘Pressure’ 
in ‘Luther’ TV Ban 


New York, Feb. 19—Cancelation 
of a television showing of “Martin 
Luther,” Lutheran-produced film, 
allegedly because of Roman Catho- 
lic pressure, was deplored here by 
Commonweal, a leading Catholic 
weekly magazine. 

Those who blocked the film’s 


showing on WGN-TV, Chicago, 
said the liberal Commonweal, 
“have damaged the fabric of our 
society, because they have placed 
in jeopardy the still undefined 
freedom of the tv screen.” 

“No matter how good their in- 
tentions,” the magazine continued, 
“these Catholics have damaged the 
Church because they have caused 
others to regard it as a monolithic 
| organization willing, even eager, to 
impose its will by mass pressure. 
That the means employed were 


legal does not obscure the fact that 
other religious minorities were 
made subject to the will of a Cath- 
olic minority.” 

In Commonweal’s view, the 
Catholics allegedly responsible for 
the cancelation “have widened the 
breach between Catholic and Prot- 
estant which the best of recent 
scholarship has done so much to 
narrow.” 


s “The Life of Martin Luther” 
was canceled in December by 


WGN-TV, the Chicago Tribune tv 
station, because “it became appar- 
ent that there was an emotional 
reaction to the plan” to show the 
film. 

WGN-TV said it elected to can- 
cel, “not wanting to be a party to 
|the development of any misunder- 
| standing or ill will among persons 
of the Christian faith in the Chi- 
cagoland area.” 

The announcement was quickly 
followed by protests from Prot- 
estants. In Chicago they formed an 


Aas Mayflower Transit Company, 
ne, 


Air Express Div. of Railway Express 
Agency 


American Credit Indemnity 
Company of N.Y. 


American Tel. & Tei. Co. (inf.) 
American Tel. & Tel. Co. 

(Long Lines) 
Anaconda Company 
Apsco Products Inc. 
Bay West Paper Co. 
Biue Cross-Biue Shield Commission 
Bruning, Charlies, Company, Inc. 
Burroughs Corporation 
Business Electronics Inc. 
Butler Manufacturing Company 
Carey, E. A., Pipe Co. 
Cast Iron Pipe Research Assn. 


Colorado, State of, Dept. of 
Development 


Currier Manufacturing Co. 

Cushman Motor Works, Inc. 

Eastman Kodak Company (Verifax) 

Eaton Paper Corporation 

Ebco Manufacturing Company 

Executone, Inc. 

Fairchild Engine & Airplane 
Corporation 

Georgia, State of, Dept. of Comm. 

Globe-Wernicke Co. 

Graphic Systems 

Gravely Tractors, Inc. 

Hamilton Manufacturing 
Corporation 

Hardware Mutuals 

Harter Corporation 


Hartford Fire Insurance Company 
Group 


Illustration courtesy Union Carbide 
and Carbon Corporation 


ess 


JANUARY ISSUE ADVERTISING PAGES UP 21% 
Advertisers in January 1957 issve: 


international Tel. & Tel. Corp. 
Lily- Tulip Cup Corporation 
McCleary Clinic and Hospital 
Marsh Stencil Machine Company 
May, George S., Company 


Missouri, State of, Div. Resources 
& Development 


Mittag & Voiger, Inc. 
Modine Manufacturing Co. 
National Gypsum Company 


Pennsylvania, Commonwealth of, 
Dept. of Comm. 


Pennsylvania Railroad 
Penny Label Company 


Phoenix of Hartford Insurance 
Companies 


Pitney-Bowes, Inc. 
Puerto Rico, Commonwealth of, 
Economic Dev. Adm. 
Quantity Photos, Inc. 
Recordak Corporation, 
Sub. Eastman Kodak Co. 
Remington Rand 
Reznor Manufacturing Co. 
Rhode Island, State of, 
Development Council 
Schieffelin & Co. 
Shaw-Barton 
Shelidon-Claire Company 


Studebaker-Packard Corporation, 
Truck Div. 


Texas Company 
Tropical Paint Co. 


Union Carbide and Carbon 
Corporation 


Union Pacific Railroad 
U.S. Thermo Control 
Vogel-Peterson Co. 


Business 


leaders who spearhead most community activity. And, as 
articulate business leaders, they know their congressmen 


... express their views .. . 
important matters. 

Many magazines reach “management men” . . . but 
3 out of 4 Nation’s Business readers are the owners of 
American business; a prime target for institutional, 
corporate and public relations campaigns. One of the 
reasons why leading advertisers know that action in 
business results when you advertise to the men who own 
American business . . . in Nation’s Business. 

Write for a copy of “The New Ownership Motivation,” an 

H outline of the characteristics of the business owner market. 


and help mold opinion on 


ADVERTISING 


HEADQUARTERS: 
776,287 PAID CIRCULATION 711 THIRD AVENUE 
(A.8.C.), including 74,716 executives NEW YORK 17, WY. 
of business members of the National 
Chamber of Commerce and 701,571 Washington, Chicago, 


businessmen who have personal sub- 
scriptions. 


Philadelphia, Cleveland, Detroit, 
Los Angeles, San Fraacisco 


49 


Action Committee for Freedom of 
Religious Expression and retained 
a lawyer to press their case before 
the Federal Communications Com- 
mission. 

Two weeks ago, the lawyer, 
Frank Ketchum, asked the FCC for 
a public hearing on the station’s 
permit to broadcast at full power 
(316,000 watts). Mr. Ketchum ar- 
gued that the station had “fla- 
grantly violated” an announced 
policy in favor of presenting to 
viewers all sides of important pub- 
lic issues. > 


Lever Appoints Two 

Lever Bros. Co., New York, has 
appointed Raymond F. Underwood 
director of sales development, a 
new position, and Hugh R. Conklin 
general sales manager of its Lever 
division, succeeding Mr. Under- 
wood. Mr. Conklin has been na- 
tional sales manager of the Post 
Cereals division of General Foods 
Corp. Both appointments are effec- 
tive March 1. 


dynamic 


leader 


7 


cou. MINING 


Feeling the coal industry's 
pulse, comparing it to busi- 
ness in general, evaluating 
new developments and then 
making accurate projections 
of future trends—that’s been 
Coal Mining's editorial policy 
since 1898. 


In 1944, for example, Coal 
Mining was already giving 
authoritative data on the ef- 
fects that automation would 
have on methods, equipment 
and personnel. Then, as today, 
Coal Mining was look- 
ing ahead... providing 
vital information to the 
men who plan, specify 
and buy your products. 
Write today for circulation 

facts ond rates. 
AAT 
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THE GREATEST 
AUDIENCE SWING 

IN DAYTIME 

TV HISTORY... 


is now taking place. Viewers by the millions 
are shifting to NBC’s power-packed line-up 
of daytime hits. 


And the trend is unmistakable —no matter 
which research service you use — Nielsen, 
ARB or Trendex. 


According to Nielsen, NBC average daytime 
audiences are up 43% over last year’s.* The 
competition is down 12%. So great is the ap- 
peal of these fresh new shows that the entire 
level of daytime sets-in-use is being raised. 


Afternoons, NBC, with a 49% increase over 
last year, is clearly the Number One Network. 
The second network has dropped 7%. Queen 
For A Day and Comedy Time are the two 
top-rated, regularly-scheduled adult pro- 
grams in all daytime television. 


Mornings, NBC has scored a 27% upswing 
in the 11 am-1 pm time period. At the same 
time the competition has dropped 16%. . 


Advertisers, too, are moving toward NBC 
daytime shows, attracted by their strong 
line-up of star sales-personalities. This 
January, sponsored time on NBC daytime 
has increased 40% over last January. 


Daytime or evening, more people view the 


NBC TELEVISION 
NETWORK 


than any other network.** 


*Nielsen, Jan. 1, 1966-1987 (1! am-6:30 pm, M-F) 
**Nielsen Coverage Service, Study #2 (Spring 1966) Weekly Viewing Data 
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_RF Elects 11 Subscribers; 
Vembership Totals 266 

Eleven more subscribers have 
been elected to membership in the 
Advertising Research Foundation, 
New York. They are Mystik Ad- 
hesive Products, Chicago (adver- 


tiser); Potts-Woodbury, Kansas 
City, Mo., and Pidcock, Shi & 
Whitson, Savannah, Ga. (agen- 


cies); Boys’ Life, Popular Science 


of agricultural journalism; Uni- 
versity of Wisconsin, school of 
journalism, and Michigan State 
University, college of agriculture 
(academic); Lindsay Smithers 
Ltd., Johannesburg, South Africa, 
and Societe d’Edition et de Pro- 
pagande Industrielle et Commer- 
ciale, Paris (international). 

This makes ARF’s current mem- 
bership 266, as follows: Advertis- 


and Outdoor Life (media); Uni-|ers, 68; agencies, 77; media, 74; 
versity of Wisconsin, department | academic, 24; international, 23. 


Brewer-Distiller 
Group Offers Brand 
Mats to Newspapers 


New York, Feb. 19—A new 
liquor industry mat service for 
newspapers will be launched in 
April by Liquor Store Promotions 
Inc., recently established subsidi- 
ary of Liquor Store Magazine. 

About 40 distillers, importers 


and brewers already have sub- 
scribed to the service, C. Frank 
Jobson, publisher of Liquor Store 
Magazine, said. 

Starting in April, 1,000 newspa- 
pers will get mat kits of participat- 
ing brand bottles, logos and slo- 
gans; seasonal art work; three com- 
pletely indexed mat catalogs and 
information on how to sell] liquor 
stores with the mat kits. These 1,- 
000 newspapers include 700 dailies 
and 300 weeklies that can legally 
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Advertising Age, February 25, 1957 


solicit retail liquor advertising. 

This list was built, Mr. Jobson 
said, by a survey of the newspapers 
themselves, a survey of state liquor 
commissioners and a study of Me- 
dia Records tabulations and dis- 
tillers’ newspaper lists. All of the 
newspapers have definitely stated 
in writing that they can and will 
use the kits for local advertising 
solicitation. 


s A participating company—a dis- 
tiller, importer or brewer—will be 
charged $20 per sq. in. for mat 
area occupied by packages, logos, 
slogans, etc., he orders. This cost of 
2¢ per sq. in. per newspaper, Mr. 
Jobson said, includes production of 
the mat kits and their distribution 
and promotion to the newspapers, 
plus the production and distribu- 
tion of mat catalogs both to the 
newspapers and to 43,000 retailers. 

“This cost,” Mr. Jobson empha- 
sized, “is far less than the industry 
already is spending for mat pro- 
duction alone. We know that retail- 
ers advertise private labels and 
cut prices on national brands. But 
our ad mat service will pre-sell 
retailers on the wisdom of ad- 
vertising nationally advertised 
brands. It will make the actual 
mats immediately available 
through the local newspaper. 

“In addition, about 3,000 local 
newspaper representatives will be 
out selling ads, including artwork 
of participating companies’ brands. 
This, combined with distillers’ own 
sales efforts and liquor store pro- 
motion, will result in more and 
better newspaper advertising at the 
local level by retailers. 


s “Virtually every industry inter- 
ested in building retail advertising 
linage supplies newspaper sales- 
men with kits for use in selling 
retailers. The liquor industry can- 
not do cooperative advertising. 
This is an effective solution to the 
problem.” 

Participating companies will be 
billed only for the actual mat area 
required at $20 per sq. in., Mr. Job- 
son said. Minimum charge is $80. 
For example, a brand using 21% 
sq. in. can appear in the mat kit 
going to 1,000 newspapers and in 
the catalogs going to 43,000 retail- 
ers for a total of $185—a cost of 18¢ 
per newspaper. 

“Newspapers advise us that a 
mat can be used from four to six 
times,”’ Mr. Jobson said. “However, 
we will service newspaper requests 
for limited replacements of mats 
and catalogs. In April the news- 
papers will receive complete mat 
kits for spring and summer adver- 
tising and a second set in October 
for fall and holiday promotions. 

“If our expectations develop ac- 
cording to present indications,” Mr. 
Jobson said, “we will start a quar- 
terly service in 1958.” ~ 


Deadline for ‘Adwoman’ 
Nomination Set March 26 

Betty Darling Gwyer, general 
chairman of the Advertising Fed- 
eration of America’s “Advertising 
Woman of the Year” committee, 
has announced that the deadline 
on nominations for this year’s 
award will be March 26. The 
award will be made at the AFA 
convention in Miami in June. 

Miss Gwyer, media and research 
director of Henry J. Kaufman & 
Associates, Washington, was 
named Washington’s “Advertising 
Woman of the Year” in 1955 by the 
Women’s Advertising Club of 
Washington. She expects AFA 
committees in 17 cities to partici- 
pate in the selection of a national 
“Advertising Woman of the Year.” 


Marsh Names Pauls A.M. 
James P. Marsh Corp., Skokie, 
Ill., producer of valves, heating 
equipment and thermometers, has 
appointed F. O. Pauls advertising 
manager. With the company 15 
years, Mr. Pauls formerly was as- 


sistant ad manager. 
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7 COSMOPOLITAN: | 


One January page 
pulled 1,438 inquiries 
for $200 item, con- 
verted more to sales than any other 
magazine used! Results bring this adver- 
tiser’s schedule to 6 pages in 8 months 

. same reason book, record clubs pro- 
duce here regularly. 


oe ‘COSMOPO LITAN 


Newsstand sales now 
93% of total circula- 
tion—nearing million 


— —_ ; mark! Big-city audience pays big money 


(ist 4 months) (1st 4 months) 


for each copy .. . assuring interested, 
immediate readership. 


48 NEW ACCOUNTS So FAR 


.. A HEARST MAGAZINE 


COSMOPOLITAN -.2rEARST MAGAZINE 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING + HARPER'S BAZAAR » HOUSE BEAUTIFUL + SPORTS AFIELD « TOWN & COUNTRY » MOTOR » MOTOR BOATING « AMERICAN ORUGGIST 
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De Soto Increases 
Share of Market by 15% 

De Soto division of Chrysler 
Corp. recorded a 15% increase in 
sales in its price group in the first 
11 months of 1956, the company 
reports. J. B. Wagstaff, vp in 
charge of sales, also says that its 
new Firesweep model, introduced 
in the fall, is currently accounting 
for 35% of De Soto sales. Because 


What is Chicazo’s 
New Major Agency? 


See Page 69 


| sweep, Mr. Wagstaff says, De Soto 
|has scheduled a sales promotion 
and advertising campaign in 261 


sales story of the car “priced just 
|above the lowest.” 


Lewin, Williams Names Two 
Albert Kornfeld has been named 
a vp and member of the plans 
board of Lewin, Williams & Say- 
jlor, New York. Until 1955, Mr. 
|Kornfeld was editor-in-chief of 
House & Garden. Prior to joining 
the agency, he was in _ free- 
lance consultant work. Thomas M. 
Lafferty has joined Lewin, Wil- 
liams as a senior art director. He 
| was 
Newell. 


| of the initial success of the Fire-| Chicago Club Fetes 10th Year 


The Advertising Agency Pro- 
| Guetion Men’s Club of Chicago 


Dugteren Appoints Siesel 
A. J. Van Dugteren & Sons, 


|New York importer of pewter, 


will celebrate its 10th anniversary | glass and ceramics, has appointed 
markets in the U. S. to tell the/ at the monthly luncheon of the! Harold J. Siesel Co. to handle its 


|Chicago Federated Advertising 
|Club March 
| Cassino 
| Featured speaker will be G. D. 
| Crain Jr., publisher of ADVERTISING 
|Ace, Advertising Requirements 
and Industrial Marketing. 


Monte Bass Joins Sicks’ 

| Monte Bass, for 18 years with 
| Canada Dry Ginger Ale Inc. han- 
| dling marketing programs at Spo- 


| kane, Portland, Ore., and Kansas 


| City, has been appointed market- | vee 
formerly with Lennen &!ing manager of Sicks’ Spokane | York. All of the shows have Span-|§ 


| Brewery, Spokane, Wash. 


| advertising. The Dugteren 
14 at the Terrace | 
in the Morrison Hotel. | 


line | 
includes Royal Leerdam crystal, | 
Viking porcelain, Lobmeyr glass- 
ware, Meeuws pewter and Vienna 
stainless steel. 
| 

Esso Uses TV in Puerto Rico 
Esso Standard Oil Co. has| 
signed for sponsorship for five| 
Ziv television shows to run as an| 
early evening strip on WAPA-TV, | 
San Juan, from Monday through 


4 


Friday. The Puerto Rican sale was | 


made via McCann-Erickson, New 


ish soundtracks. 


ee 


ze 
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Population of 
ABC Providence 


913,275 


Now that the ABC Providence area is 


rated in the over-500,000 


group, with a popula- 


tion of 513,275, this city-state market belongs 


on your “A” schedule. 


It’s a compact, stable, convenient test mar- 


ket — one of America’s 


best for tests — and 


it’s dominated by The Providence Journal-Bul- 
letin, the strongest selling force in New Eng- 
land’s second largest market. 


Journal-Bulletin 
Circulation over 
200,000 daily 


providing more than 100% coverage of ABC 
Providence and over 80% in the city-state re- 


gion. 
ever 185,000. 


Providence Sunday Journal circulation, 


01 


4 
os 


COLORFUL—“‘Color coordinated” gir- 
dles are featured in this ad—the 
first color ad in Vassar Co.’s 50- 
year history. The ad runs in the 
|April Charm and May Glamour. 
Frederick C. Williams & Associ- 
ates, Chicago, is the agency. 


| Department Stores to 
Join Stamp Parade, 


‘Promoter Predicts 


| CuicaGco, Feb. 19—Trading 
stamps in the department store 
field will be the next major devel- 
opment in the booming trading 
stamp business, according to Peter 
Volid, president of King Korn Pre- 
}mium Stamp Co., Chicago, third 
\largest stamp company in the 
| country. 
| Following the success the stamps 
|have had in supermarkets, Mr. 
Volid said, “the next logical step 
for growth is in department stores, 
as a bonus for cash or prompt 
credit payments.” 

He predicted that trading stamps 
will become prominent in depart- 
ment stores “within the next year” 
as the stores capitalize on the sales 
gains offered by the stamps. 


s Stamps will achieve success in 
this field, he predicted, for three 
reasons: (1) the volume buying 
done in department stores allows 
rapid accumulation of stamps to- 
ward premiums, (2) trading 
stamps would encourage more im- 
pulse buying and (3) stamps ren- 
dered in connection with prompt 
payment of charge accounts will 
fill a store’s need for payments. 
“It was a department store 
(Schuster’s in Milwaukee) which 
originated the idea of trading 
stamps in the first place, as early 
as 1891,” Mr. Volid noted. Some 
department stores have continued 
to use independent stamp plans 
with success ever since, he added.e 


Circulation Seminar for 

| Business Papers Is Aug. 15, 16 
The second annual circulation 
|seminar for business papers will 
|be held Aug. 15 and 16 at the 
Edgewater Beach Hotel, Chicago. 
The seminar will again be spon- 
sored by Advertising Publications 
Inc., Chicago Business Publica- 
tions Assn., Chicago Circulation 
Roundtable and Mail Advertising 
Club of Chicago. Stanley Roy, cir- 
culation director, Office Ap- 
pliances, is coordinator of the 
program. 

The two-day meeting will em- 
phasize fulfillment and promo- 
| tion problems. Last year’s semi- 
|nar was attended by 350 men 
| and women representing more 
than 453 publications in 28 states 
}and Canada. Attendance this year 
is expected to top 500. Advance 
registration fee (before Aug. 1) is 
$20, including two luncheons. Aft- 
| er Aug. 1, the price is $25. Tickets 
| may be obtained from John Rear- 
| don, Publishers Circulation Ser- 
vice, 469 E. Ohio St., Chicago. 
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surest way to sales-serenade 


booming, bustling Elizabeth, N. J., 
and the Union County Market! 


2,8 


BIGGER COVERAGE 


TO DO A BETTER SELLING JOB! 


\ *Source: Audit Bureau of Circulation 
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Se Chizabeth Daily Journal —=— 


; < Ser ; ELIZABETH NEWARK NEWARK 
Ha Voice Farce Tol DAILY JOURNAL STAR LEDGER EVENING NEWS 


ABC CITY ZONE POPULATION inloee _ 7270* 29%* 13%* 
4 


NOW OVER 250,000... 


(ON Speight Pircwmaag eel egy Senate tll 
en en ee to 


It takes people to make sales — ane MORE coverage in Elizabeth than the next two papers COM- 

_ ond in Elizabeth, fobvious ie BINED . . . that's the sales edge available to you through the 
marketing ‘“‘heart'’ of the 15 ey ELIZABETH DAILY JOURNAL. Circulation leadership such as this 
communities that comprise Union —aa forcefully points up the ELIZABETH DAILY JOURNAL's unmatched 
County (richest in New Jersey), oe ability to sell your merchandise . . . to sell your services in the 
there's MORE people, MORE sales-ripe Elizabeth and Eastern Union County Market. No matter 
consumers for YOUR product. z \ tet a what you sell, the JOURNAL can help you. It is ranked with the 

- ~ 


has spurred entire Union County 
to set new records in income, ~~ = 


pepitetion eth etal eles. A : pean Plus . . . the added sales impact of FULL COLOR! 


this means a bigger, more sales- Quality, full color facilities are available to advertisers six days 
rewarding market for you! a week in the JOURNAL's modern plant. Complete flexibilty of 


scheduling to meet your requirements. 


And Elizabeth's spiraling record ee Se ey most productive newspapers in the country! 


Elisabeth Daily Journal ELIZABETH, NEW JERSEY/ Nationa! Representatives: WARD-GRIFFITH CO., Inc. 


“50,000 PLUS Circulation” “ELIZABETH DAILY JOURNAL .. . The ONE Newspaper Circulating MORE 
. Than 50,000 Daily In Wealthy Union County” 
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/tion. But, like other advertisers, | 


would achieve nothing but a price 
| hike and sales drop. 

This opinion was expressed by 
Robert A. Hardt, vp of Hoffmann- 
Roche Inc., Nutley, N. J., a phar- 


Mrs. Alvarez’ Suit Seeks | Diego, from her partner, John D. 'T M A ds’ 
Damages from Partner, Petry | Wrather Jr.; Edward Petry & Co., 00 sus 
filed a suit seeking $10,000,000 in | 2nd George E. Whitney, vp and 
damages in U. S. district court, San general manager, Wrather-Alvarez 
Broadcasting Co. 
if on + gene spiracy exists to defraud her in the Plaint, Sa S Hardt 
|operations of the broadcasting | y 
| company, which operates KFMB- | |west Pharmaceutical Advertising 
19—Like other | Club here last week. 
Doctors are beginning to object, 


Mrs. Maria Helen Alvarez has | New York radio-tv PS os Aad og, 
Mrs. Alvarez charges that a con- | 
maceutical house, before the Mid- 
TV and KFMB, San Diego; General | Cuicaco, Feb. 


| Television Co. of Oklahoma, and | advertisers, pharmaceutical hous- | 
two other 
ompanies. 


} 


GO TO YOUR NEWSSTAND | ing their audiences with too much | rage of pharmaceutical ads they | 


NEWS’ AMUSEMENTS EDITOR 


JOHN ROSENFIELD < 


NAMED YEAR'S TOP CRITIC BY 
SCREEN DIRECTORS GUILD! 


v- DALLAS—cultural and ha 

{ entertainment center of the Southwest— , age 

4 points with pride: ye ag \ 
isis a | 
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10 THE NEWS’ John Rosenfield belongs large credit 
that Dallas is the cultural and entertainment center 
of the Southwest. To Dallasites and North Texans his reviews and opinions 
have long been the consulted authority on movies, drama, concerts, 
night clubs, opera and art. To them he is “Mr. Culture”. 


THE immense influence of The News in Texas is largely attributable 
to such staffers as Mr. Rosenfield in all departments of The News. 
It is an influence that conveys stature and believability 
to its advertising columns. Add to this The News’ 20% larger circulation 
through a more selective, higher quality coverage of Dallas 
and the surrounding market and you will understand why The News 
is the dominant selling force in North Texas. 
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multi-million dollar | es are running the risk of besieg- | Mr. Hardt said, to the heavy bar-| 


Advertising Age, February 25, 1957 


advertising for effective promo- | get both by direct mail and in 


their medical journals. In this re- 


| they fear a slackening in ads/|spect, he said, the doctors are in 


the same spot as the public, which 
also is beginning to object to in- 
tensive advertising, particularly 
in spot radio. 

“We must face the fact, how- 
ever,” Mr. Hardt asserted, “that if 
we were to stop what we are do- 
ing, we would not bring about the 
situation which some of the quicl: 
thinkers anticipate. These people 
feel that the cost of drugs would 
be reduced if we were to stop ad- 
vertising. 


s “You and I know,” he went on, 
“that the cost of drugs would go 
up if our machinery slowed down 
—as our production slumped off 
with the curtailment of our ad- 
vertising and selling budgets. 
“Let’s face another fact,” Mr. 
Hardt continued. “Physicians and 
pharmacists as well as members 
of the general public might say 
we in the pharmaceutical industry 
spend too much for advertising. 
Yet, they would be the first to 
buy the advertised and well-sold 
products were we to heed their 
advice and stop cluttering up the 
journals and the mail.” 

Of course, Mr. Hardt added 
caustically, “we can do without 
that form of selling called adver- 
tising. We can do the whole job 
through personal selling ... But 
if our competitor achieves a lower 
sales cost through a blend of per- 
sonal and printed selling, sooner 
or later he’ll drive us out of busi- 
ness.” - 


ARF Names to Committee 

The Advertising Research Foun- 
dation, New York, has appointed 
three of the directors to the ARF 
executive committee. They are 
Sherwood Dodge, vp, Foote, Cone 
& Belding; Arno H. Johnson, vp 
and director of research, J. Walter 
Thompson Co., and J. Ward Maur- 
er, vp-advertising, Wildroot Co. 


Triangle Moves Sales Oftice 

Triangle Publications has moved 
the national sales office of its radio 
and television division to new 
quarters at 485 Lexington Ave., 
New York. 


Shamrock Names Schneider 
Ad Schneider, formerly with 

NBC, has been appointed general 

manager of Shamrock Pictures 


Corp., Winter Park, Fla. 


of 
ALL women’s store 
| LINEAGE... 
| 63.9% of daily lineage... 
| APPEARS IN THE 
BUFFALO 


COURIER-EXPRESS 


Men’ s aware 


Comparable 


BUFFALO 


ear 


His press miaiones ocotate Werhir & %, 
i fie + fe 


AU 


ee i TN ee! Ee a ee ee et 
omceg, | Sale) Re gs ee a | ies, oe nam E he oe ee cy ee ei eer ae SC oe cnt oe Pa ae a <a = 
cae ee ee eS IR Se ge SMe er eae [ae oe A See tS cl 
es apt ae ae x Ae Mean eerie ers bit casa MRS a a ge a Saal a ie ae A et SI SS pe ea 2 ea Ae eG ek Loe: a ot. ae es OU ia aes Sean ee ee = ee ~ OS ie eee A 
Fest | Se Sali = oe Se ae cs Bape FM 7S cas ed eS et ert ee eae Ne its Le aoe 2 aah ed oe es Fi (iggy, haeel ae on Sam piste cs eau ae ii al 
; i Ws 0 ieee og ere oe te ton ae * Vee see, aged . ie joe Pte Bs ores Wise ier ao fs be tad ee aie ain 
ys 5, ee : of res ae " - we aha ie Ele act - oi 2 : er Cee) ae ; i See ea ee ‘ a ‘ ia ee i 
stg 
aac ies : 
Soe 
ee 
: 
anaary 
Bee ed 
| 
Bice 
Sie 
pe Goad 
ey eae 
ee 
eee 
ea 
Leas 
am 
aco: 
eos OO LT 
gees 
: , hae at 
ae | 
2H Wee 
ee ip 
ry ee ne” a, 
Big sagen, ee | 
mt ee ‘ a . 
<i s 
pete 
ae 
ini een } 
sede 
ia Eee eee awe a ao ee ) 
iohe be 
iia / 
— ‘ / 
eke / 
beacetile 
, Pe 
aa — 
eos 
Pee Ne 
: ie a 
ere % 
Le a i " 
afte B | 
eee o ; > 
a i x 
meee: : % : — 
wee , y * | 
hese tee 2 ' i 
aie me . 
Set Jo . 
ere ‘ 4 . 
pean é : : . 
hee a P \\ | 
ees. ’ 
o> = ™ ’ | 
ae: .- i. ; =? nos y if y ; 
appre Hf Oa ae. 4 ap’ oft, iz j { . | 
7 nee Sout pa * j a H Wy ; 
be “SO. Saat aeenes a j 
Sse mea ; / | 
i es . idl ain. - ’ ; 
i ae. . aa a alt 
7©. Sateen Ss 3 > ae 
—— 3 "ot "ai \ 4 . 
/ ani * 7 Beis. > J ‘ 
a = eo 2 He 3 
pain Se ae 
a By ecg & yh pt a ee ae ’ — *" 
oes OO iig oe), ee ee so. eee ” 3 i , ’ 
ee et eis es te ee ? of 
Pray ees EE eg o ; we ’ 
ee | ae: t : 
: a im, ee x ; 
ES Eee we q ; te. tine ~ 
: : ee pee oo ae fe z iss ie. cade - 
if sah ace ree re a a 9 _ 4 ©. Me Pe bas Re — ; 
tee : . ot eared __ sae) Dees . “ - ° 4 
ee EE: eg 90 8 pee PPI Deeg 
eae hl Sa ae a yas 7 . : ee 
re PN. ene — = . ee fier ay 
oes cs = — Gos 
See o - z ’ 
ae i ; J “s ny 
| _— a 
| ee # 
2 ie & , 
nh F 
nme 9 
‘alae. fw 
aay. ae . % 
paar ~~ - 
; -~ er 
% 
it eee _ A 
aim AD ie 
es te ns ; 
a 
pS ihe 4 
ee mM 
gu 2 ped a 
a. a 
et ‘ My 
cae ere 
Pie ese *A 
Bo). ee oa 
rey < 
é | ae SS aa aa 
| 
te a ee ee 
Reig Use the Morning Courier-Express : 
mee, ‘ i pe" 
ay for more advertising for your dol- 
ert ae lar to those with more dollars ; 
a to. spend and Sunday's for the ; 
: i. i a oh eae 
of ia - eM ia Sea a eh Sy Si ; 
eh ois Ap sk. Aes hed 
2 : TFOLOR ove : . 
Fis at PRN Ot OE - es i 
— ater J 
tee ’ | : 
a 
a | / 
E , = oe) 
; aS 
Paens ay 5 ie i rs 2 cps IRs a Be 3 6 fr 3 , sree Jaane Se ee ee Fe as te : me seine Fase yer ee ee eee 
i opi eye Sy. Se Eyes vid ine 7 . ane 4 it a. ee pees fe yo ate i ep pe ig ae ae ‘ be ae, ie ed ye og i “« bo ad ie : a : we, ws oe si ts Pe ae emi = Pee gia i by Saree ‘ * inna “a eis apes z 
Pr aa Ca co Bee vie wie... ee rs 3 a te it 32a ee ik eee chat ies i Pe ed eee Pines hh # ee 
; ee Mw. FS er ; eet ge ae yay ae ee eT A eee a Say tee igre ge gy en ee A Re eo ei, To ee eee Lie gree Na oh an oa Nae ame gl GAD Maas dete Gat nent ci ites ae oe, cer i? ok awe sh Gaia ore 
A lel aS, x LR 2 PH TE erage AE gt 2 3 OMEN a My FE FS el re ARS ne eae ene ee aera ae A Pee 


congratulates 


Good Housekeeping... 
and awards this advertisement 


the PARENTS 


COMMENDATION SEAL! 


Both GH and PARENTS are interested in 
presenting the special values of third-party endorse- 
ments. Many leading advertisers use both 

their Seal and ours. 


PARENTS’ MAGAZINE'’s Seal “Commends” products. 
According to dictionary definition, this means we 
“recommend a product as worthy of confidence.” 

And it is quite natural that we should! For our entire 
structure ... our unique advertising values . . . 

are founded on the special confidence that readers 
have in the pages of PARENTS’ MAGAZINE. 


Both Seals—that of Good Housekeeping, 
and that of PARENTS’ MAGAZINE—build consumer 
confidence and increase sales. 


To read the full story of the PARENTS’ MAGAZINE 
Commendation Seal. . . to learn about the tremen- 
dous technical facilities of the U. S. Testing 
Company, Inc., which are utilized in judging of 
products for the PARENTS’ Seal award . . . to see how 
manufacturers and retailers profit with this 
Commendation Seal ... ask for your copy of the 
new 32-page illustrated folder, “How to Profit with 
the Power of the Parents’ Magazine Seal,” 

soon to be off the press. 


| PARENTS' MAGAZINE'S 
CIRCULATION GUARANTEE 
1,700,000 ABC 


MONTHLY READERSHIP 
5,700,000 


(Readership study on request) 


CONSUMER 
SERVICE BUREAU 
OF 


z> MAGAZINE 
40 eS 
Verrisen WE 


PARENTS) 


PARENTS’ MAGAZINE 


COMMEND 
A FRIEND, YES- 
BUT ENDORSE 
HIS NOTE? 


Occasionally our friends (and, more often, less like- 
able people) delight to needle us. They say that lots 
of media have seals, tags, certificates, recommenda- 
tions ad infinitum. So what, they ask, is so different 
about the Guaranty Seal? 


Here’s the difference. 


You have a lot of friends, splendid chaps, whom you 
would be willing to introduce to your wife. Perhaps 
you might even nominate them for your club. But— 
endorse their note? 


That’s the difference. 


We put our bank-roll on the line. When we say a 
product is good we back our opinion with cash, Our 
pledge reads “Replacement or Refund of Money 
Guaranteed by Good Housekeeping If Not As Adver- 
tised Therein.” 


Sometimes we are asked “You mean you actually 
give back money?” 


Of course we do. We can afford to, for only one rea- 
son. Our standards are so high, both as to quality of 
product and truthfulness of claims, that very few 
decisions boomerang. When they do, we make good. 


It is this kind of reliability—the difference between a 
pat on the back and backing a note—that makes 
31,000,000 women depend on our Guaranty. If your 
product is good enough for us to bet our money on it, 
let us tell you how we can put this treasurehouse of 
confidence to work for you—now! Call us today. 
Good Housekeeping, 57th St. at 8th Ave., New York. 


Oh». 
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Old Forester 
Will Have a Go 
at British Market 


Lonpon, Feb. 
man Distillers Corp. is making ar- 
rangements to market Old Forester 
bourbon throughout Britain. 

Marrin de Picabia, Brown For- 
man’s export manager, has arrived 
here to appoint distributors. He 
expects to have Old Forester on 
sale nationally in a few months. 

Mr. de Picabia said he believes 
bourbon will appeal strongly, not 
only to confirmed whisky drinkers, 
but also as a base for American 
cocktails. 
| Advertising in Britain will be 
|handled by Gordon & Gotch Ad- 
| vertising Ltd., in conjunction with 
the Foreign Advertising & Service 
Bureau, New York. 

The marketing of Old Forester 
|here follows the recent lifting of 
|the ban on imports of American 


| whisky (AA, Nov. 19). e 


em 


“WE CONSIDER TRADE MARK SERVICE IN THE YELLOW PAGES 
A VALUABLE TIE-IN WITH OUR OTHER NATIONAL ADVERTISING” 


says Don Thomas, President, Clinton Machine Company 


The Clinton Machine Company, Maquoketa, lowa, has used 
Trade Mark Service in the Yellow Pages for three years. 
“In that short time,” says Mr. Thomas, “it has made Clinton 
a by-word with buyers of engines and engine parts.” 

Mr. Thomas further asserts that “2500 of our Service Ac- 


counts have joined in the benefits of Trade Mark Service. 
And many more are added as each telephone directory goes 


to press.” 


HERE'S HOW Clinton's arrowhead 
trade-mark and selling message 
appear in local telephone directories. 


“FOR INFORMATION “ad 
TRAL DISTRIBUTO 
LALLY'S INC 1122Mulbry --CH 4-7115 

SERVICE DISTRIBUTOR 
Des Moines Iron Co 123SW3 -CH 3-0177 
SERVICE STATIONS 


co 
14Court .-CH 4-3238 


Lawn Mower & 30 St ew 0879 


To increase the pulling power of Trade Mark Service, 
Clinton carries the Yellow Pages emblem (shown below ) in 
all their national ads. The emblem leads their prospects to 
the classified directory .. . at the time they’re ready to use 
Clinton products and services. 


Find out how you and your distributors can both profit 
from Trade Mark Service . .. call the Trade Mark Service 


Representative at your local Telephone Business office. 


UNDER CLINTON'S TRADE-MARK 
L. L. Lally, Des Moines distributor, 
reaches buyers when they’re ready to buy. 


THIS YELLOW PAGES EMBLEM, 
in Clinton ads, directs prospects to 
authorized Clinton Service Accounts. 


LOOK FOR IT IN 
THE YELLOW PAGES 


Advertising Age, February 25, 1957 


19—Brown-For- | 


T. JACK HENRY has been named a vp 
of McCann-Erickson and director 
of client service in Detroit. He for- 
merly was advertising and sales 
promotion manager of the Mercury 
division of Ford Motor Co. 


Utah Legislators O.K. 
County Subsidies of 


TV Translator Plan 


Satt Lake City, Feb. 19—-The 
Utah House last week passed 
S.B. 3, permitting use of county 
recreational funds for construction 
and operation of television trans- 
lator stations. The bill previously 
had passed the Utah Senate by an 
overwhelming margin. The House 
vote today was 49-9. 

If the governor signs the meas- 
ure, Utah will become the first 
state in the Union giving counties 
permissive authority to finance 
translator systems from county 
recreation funds. The new measure 
will extend Salt Lake television 
signals to all of Utah, or about 
70,000 more viewers, principally in 
southern and eastern areas of the 
state. 

Jay Wright, exec vp of KSL- 
TV, appeared as technical witness 
for the proponents at House and 
Senate committee hearings. 

G. Bennett Larson, president 
and general manager of KTVT, 
who also advocated passage, said 


that tv stations had always felt all 
| -eople should be able to see tv for 
the cost of buying a set. 


s Other proponents testified mine 
|}and mill operators in uranium-rich 
| southern Utah could not keep labor 
| because of lack of tv. Mayors of 
other towns testified to difficulty 
in obtaining doctors, dentists, oth- 
er professional people if television 
was not available. 

Several counties, anticipating 
passage of the bill, plan immediate 
installation of translator systems. 


NTA Forms Aftiliate 
National Telefilm Associates, 
'New York, is forming a Canadian 
|affiliate as a step in world-wide 
|distribution of tv films. The new 
organization, NTA Telefilms (Can- 
jada) Ltd., will be 50% owned by 
|National Telefilm and 50% by 
|three Canadian motion picture ex- 
|ecutives—David Griesdorf, N. A. 
—_ and H. S. Mandell. 
‘Good House’ Buys Spots 

Good Housekeeping, New York, 
|has bought participations on seven 
CBS Radio daytime shows. The 
schedule, which will run during the 
week the magazine hits the stands, 
jcalls for seven seven-and-a-half 
|minute segments weekly once a 
month. Grey Advertising Agency 
handles the account. 


Four A’s Names Teubner 
Ferdinand C. Teubner, formerly 
|vP of Patterson Productions, Phil- 
|adelphia, has joined the executive 
| staff of the American Assn. of Ad- 
vertising Agencies, New York. 


Roehrenbeck to Open Office 

Frank Roehrenbeck has resigned 
as associate director of station 
|management of WMGM, New 
York. He plans to open an office 
as radio-television consultant. 
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young and 


Almost a slip of a girl, this wife of 
our Century. But she makes a 


career of keeping a good house. 


Which explains the approach of 
Good Housekeeping and the 
vital hold its appliance features 


have on a new generation of readers. 


Only Good Housekeeping has 

the Institute—and the Institute 

has been examining, testing, using 
home appliances in every 

category by every maker since 

the first surge of these wonder 
workers in the '20s. And, today, 

any day in the week, there’s the 
constant splash of new clothes- 
washers in action, the soft sound 

of water in new-model dishwashers, 
the low hum of a row of dryers... 
each being tested or testing! 

And when she reads her favorite 
service magazine, this young 
housewife has a 100% guaranty... 
every product, claim, statement, 
whether editorial or advertising, has 
been examined and checked by 

the very same Institute her mother 


and her grandmother trusted! 


so sure 

when 

Good 
Housekeeping 


SAYS SO 


the buying guide 
of $1,000,000 women 
(Crossley) . 


Good Housekeeping 
Xtor 
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Peterson Dissects 
Role of Magazines 
in U.S. Growth 


UrBana, Itt, Feb. 19—The im- 
pact of magazines on the American 
mind and economy has been re- 
flected in a recent spate of studies 
of this major medium. 

The most recent is “Magazines in 
the 20th Century” by Theodore 
Peterson, associate professor of 
journalism and communications at 
the University of Illinois. The book 
is published by the University of 
Illinois Press, at $6.50. 

Mr. Peterson traces the develop- 
ment of the modern magazine in 
its format and in its financial 
growth from the late 19th century 
to 1955. He has carefully consid- 
ered the role of the magazine 
through its editorial content and 
through its advertising content. 


s “Like the other media,” Mr. 
Peterson writes, “magazines be- 
stowed prestige upon the persons, 
organizations, institutions, move- 
ments and issues which they men- 
tioned in their editorial and adver- 
tising columns. Their recognition 
invested a subject with importance. 
A business man whose success 
story was told in The Saturday 
Evening Post, a manufacturer 
whose advertisements were paro- 
died in Ballyhoo, a doctor whose 
good works were recorded in 
Reader’s Digest, a college which 
was portrayed in Look all gained 
prestige in the public mind for 
having been singled out for atten- 
tion. To capitalize on this phenom- 
enon, some manufacturers in 1955 
even labeled their products, ‘As 
advertised in Life.’ 


® “As a major carrier of advertis- 
ing, magazines certainly played a 
significant if undetermined part in 
raising the material standard of 
living in the 20th century. They 
served the system of mass produc- 
tion and mass distribution by 
bringing together the buyers and 
sellers of goods and services, and 
in doing so they were instrumental 
in promoting a dynamic, ex- 


CAPTIVE 
AUDIENCE 


Potential customers are 
comfortably seated, re- 
laxed, with all eyes focused 
on your commercial. 


THEATRE SCREEN 
ADVERTISING 


AAPA. 
Qummrrs 
1032 Carondelet Street. 
New Orleans, La. 


panding economy.” “Four Theories of the Press,” pub- 
In addition to going into detailed | lished by the University of Illinois | 
“life histories” of individual maga- | Press. 
zines—both those that survived 
and those that died, some in vener- | Kamp Has Cope Bros. 
able old age—Mr. Peterson touches | In reporting the appointment of 
on the more generalized develop- | |Michener & O’Connor to handle 
ments of the industry, as suggested | advertising for Martin H. Cope 
by such chapter titles as “The Ex-|Co., Rheems, Pa. (AA, Feb. 11), 
panding Magazine Market,” “The} Apvertisinc Ace inadvertently 
Economic Structure of the Indus- | stated William B. Kamp Co. for- 
try” and “The Logistics of Maga- | | merly handled the Cope account. 
zine Publishing.” | Actually Kamp handles advertising 
Mr. Peterson is also co-author of |for Cope Bros., Manheim, Pa., 


packer of dried corn, evaporated 
corn and frozen fresh corn, and 


e continues to service the account. 


Screen Gems Names Sackheim 
William Sackheim, producer of 
“Celebrity Playhouse” for Screen 


Gems, New York, has been ap-| 


pointed director of program de- 
velopment for the tv film company. 


WSTV Opens N.Y. Office 
A.national sales office for WSTV 
Inc., and the Friendly Group, Steu- 


Advertising Age, February 25, 1957 


benville, O., has been opened at 
487 Park Ave., New York, under 


|the direction of Rod Gibson, na~ 
| tional sales manager. The Friend- 


ly Group includes WSTV, WSTV- 
TV; KODE, KODE-TV, Joplin, 
Mo.; WBMS, Boston, and WPIT, 
Pittsburgh. 


Culhane Productions Moves 


Shamus Culhane Products, New 


‘York, has moved its Los Angeles 


studios to a new location at 6226 


| Yucca St., Hollywood. 


+; e 


in Cleveland a 


Nobody but nobody can deny the fact that KYW beats every other 
Cleveland radio station from 6 AM to Midnight, seven days a week, in both 
NSI and Total Station audience, according to the latest Nielsen figures. 


KYW’s popularity goes around the clock. 89% of the time (64 out of 72 quarter- 
hours, Total Station Audience) more people are tuned to KYW than any other 
Cleveland Station. And KYW is the station NSI area listeners tune to 58.3% of the day. 
When you buy a spot campaign on KYW you are assured peak 


listenership throughout the day and evening. 


the largest number of 


In Total Station Audience, KYW leads the second place station by 92.9% and 
the third place station by 166.7%. In the NSI area, KYW has 28.2% more listeners than 
the second place station and 30.8% more listeners than the station in third place. 
When you buy a spot campaign on KYW you are assured of reaching 


radio listeners. 


YOUR MONEY AND YOUR CONFIDENCE ARE WELL PLACED IN KYW. 


x Clobber: Modification of Scot. dial., clabber. SLANG — te defeat overwhelmingly 
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the weekend strongly endorsing its | national agency placing any busi- 
3 Station Supports sonia |ness with us, any requested half- 
te, Esty’s Check-Up | Mr. Balthorpe went further and | hour of a competitive station, or 


made the following general offer: |make an off-the-air audio check 


on Over-Spotting 


quest from any agency requesting 


61 


“We disagree with Larry Webb of | mercials,” said the letter, adding 
SRA [Station Representatives|that “KITE has never double 
Assn.]} that it makes agency people | spotted. 

suspicious of all radio and tv ad-| “We ask a fair rate and try to 
‘KITE will gladly honor any re-| of any competitive tv station. We | vertising to present competitive | deliver a product that will sell for 
will make such checks at least | off-the-air tapes, and that ‘two can | our clients,” wrote Mr. Balthorpe. 


New York, Feb. 19—At least one |a photostat of that portion of our | once a month, for at least one half- | play at the same game.’ We would| “Some competitors take hypoed 
radio station is all in favor of Wil-| log carrying any of their business. | hour per month if requested, with- | welcome any and all air checks on ratings and/or great coverage 


liam Esty Co.’s request for station | We furthermore will attach photo- | out charge. 
logs as a check on double-spotting. | Stats of each day’s log to the agen- | | 


‘claims to you folks miles away, and 


The Esty request is “a step that | 8et your business on that basis. 


The station is KITE, 1,000-watt|cy bill, if requested, without|® “As you can see from this stand, | should have been taken long ago | Some are dishonest in that they 


independent in San Antonio, whose | charge. 


| 


| we feel strongly on the matter,” |... to clear up a cheapening of our |fail to deliver over the air the 


president, Charles W. Balthorpe,, “KITE will off-the-air tape|Mr. Balthorpe wrote Richard C.|medium through double, triple | roduct they represent to the time 


sent the ad agency a letter over without charge for any recognized | Grahl, radio-tv time buyer at Esty. | and quadruple spotting of com- buyer. 
“ 


KY WAZ RADIO - CLEVELAND, OHIO 


Ceo WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO: BOSTON, W8Z+WBZA: PITTSBURGH, KDKA. CLEVELAND, KYW; 
FORT WAYNE, WOWO: CHICAGO, WIND: PORTLAND, KEX: 
TELEVISION; BOSTON, WBZ-TV- PITTSBURGH, KDKA-TV: 
CLEVELAND, KYW-TV: SAN FRANCISCO, KPIXx 
WIND REPRESENTED BY A M RADIO SALES 


KPIX REPRESENTED BY THE KATZ AGENCY. INC. 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS, GRIFFIN. Woonowaro. Inc. 


Why shouldn’t such dishonesty 
be reported by off-the-air tapes? 
What other defense is there when 
there is no local listening to keep 
the unscrupulous from cheating?” 


Mutual Promotes Maley 

Robert Maley, previously assist- 
ant continuity acceptance director 
at Mutual Broadcasting System, 
New York, has been named direc- 
tor of continuity acceptance by the 
network. 


In the 
MIRROR 
any day or 
every day 
you can 


buy 
ROP Full 


COLOR 


The positive advantage of using 
_color to make your sales message 
more effective is apparent to any 
advertiser experienced in news- 
paper advertising. Color can trans- 
orm an otherwise “‘ordinary” 
| advertisement into an inviting, 
| vibrant presentation of your osen 
uct. Color not only enhances the 
general layout of your advertise- 
ment—it can bring to it a new 
quality . . . that vital intangible 
required to stop and hold your 
prospect’s attention! You sell faster 
with color! 


Color is available in the 
ALTOONA MIRROR any or all 
six days of the week! Use the com- 
bination you want. 


ROP FULL COLOR! 


Elltoona 


| Mirror. 


ALTOONA, PENNSYLVANIA 


“Nothing Counts But Results” 
RICHARD E. BEELER, Advertising Manager 


| 
| 
| 
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COMMUNITY LEADERS TAKE AN 
EQUIPMENT, 


SSES AND FOR GOV- 


ERNMENT senoot ‘CHURCH HOSPIT AND 
‘ : AL, 
INSTITUTIONAL Use. ’ 


| Nielsen Risks 


‘Heavy Losses ; 


Stays in Britain 


Oppose Costly Monopoly, 
U. S. Audience Researcher 
Urges British Advertisers 


Lonpon, Feb. 19—A. C. Nielsen 
Co. plans to continue its television 
index service in Britain despite 
the award of the all-industry re- 
| search contract to its British com- 
petitor. 


Nielsen announced it will con- 
tinue its service even though it 
faces “very heavy losses” in the 
next five years. 

Television Audience Measure- 
ment Ltd., the British audience 
measurement organization, was 
offered a five-year contract Jan. 
28 (AA, Feb. 4). TAM won the 
initial 15-month contract last 
year. This expires July 1. 

In a booklet widely distributed 
to advertisers and agencies here, 
Nielsen said: 

“We have until now declined to 
give any assurances whatever 
that Nielsen Television Index 
service would continue if it failed 
to win the second committee con- 
tract. 

“We had taken the logical view 


a 


SOMETHING MISSING | 


.» LIKE CALIFORNIA W74HOW7 
THE BILLION-DOLLAR 
VALLEY OF THE BEES 


V Actually, effective buying income of more than $2.5 billion 


V TRIPLE the retail sales of Worcester (Mass.) metropolitan area 
¥ Not covered by San Francisco and Los Angeles newspapers 


The 3 Bee newspapers help you climb sales mountains in Cali- 
fornia — and take your product message into the prosperous 


Inland Valley. Removed from Coast influences by mountains, 
Valley families read and shop from their own local Bee 


newspapers. 


Data Source: Sales Management's 1956 Copyrighted Survey 


NATIONAL REPRESENTATIVES . . 


. O'MARA & ORMSBEE 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 


e THE FRESNO BEE 


ay 


Advertising Age, February 25, 1957 


| that if...we failed to win the 
second committee contract, ordi- 
nary business prudence would 
dictate our retirement from the 
field of tv audience research in 
this country. 


es “But now the wholly unex- 
pected has happened. Our bid (for 
the contract) demonstrated our 
greater efficiency—by the very 
wide margin of 57%. But the com- 
mittee decided against us 
This strange development places 
an entirely different and unex- 
pected face on the situation ... 
“Is it in our interest—or the 
interest of British industry—that 
we liquidate an important service 
which has demonstrated its su- 
periority, not only in respect to 
operating costs but also in the 
equally important matter of use- 
fulness to the client? 
| “The obvious answer—‘No’— 
‘must necessarily be tempered by 
|the knowledge, based on bitter 
|and costly experience, that in the 
|\face of competition from a so- 
|ealled ‘industry service’, the vol- 
ume of business obtainable by the 
|Nielsen Television Index is un- 
| likely to prove sufficient to avoid 
|very heavy losses—which will 
| probably mount to a large aggre- 
| gate sum before expiration of the 
|five-year term of the proposed 
committee contract. 


= “We have appraised the situa- 
| tion with utmost care. Due notice 

has been taken of the urgent ap- 

peals of leading advertisers, agen- 

cies and program contractors— 

some of whom already have 

learned the great practical value 
|of NTI service, while others, ap- 
| palled at the decision of the com- 
| mittee and deeply concerned over 
the dangers of a research monopo- 
ily, have voiced their determina- 
| tion to encourage free competition 
| by supporting NTI service. 

“Our decision is Full Speed 
Ahead.” 

Nielsen reports that it offered 
to supply audience research data 
| for $179,000 per year. It quotes 
| TAM’s final price as $282,000 per 
year. 

The effect of this award, con- 
cludes Nielsen, is “to create a 
permanent, vested, official mo- 
| nopoly” at a total excess cost over 
the five years of $504,000. 

The company is urging adver- 
tisers and agencies here to ponder 
this situation very carefully and 
|make their views known in the 
appropriate quarters “before it is 
|too late.” . 


‘Implement & Tractor’ Moves 
Implement & Tractor Publica- 
tions, Kansas City, Mo., has moved 
its offices to 1014 Wyandotte St.. 
where a 36,000 sq. ft. building was 
|leased a year ago to accommodate 
,commercial printing facilities op- 
erated by a subsidiary, Inter- 
American Press. Another subsid- 
iary, Implement & Tractor Inter- 
/national Corp., publisher of Agri- 
cultura de las Americas, Latin 
| American farm magazine, also will 
headquarter at the new address. 


AFA Publishes Bibliography 
“Books for the Advertising & 
Marketing Man,” reportedly the 
only bibliography of its kind, has 
just been published by the Adver- 
tising Federation of America. This 
is the fifth edition of the publica- 
tion; the first appeared in 1935. 
|The current edition covering 
1937-1957 includes 1,321 listings 
j}and 60 subject classifications. 


English Gin to Bow Here 

Quality Importers Inc., New 
York, will introduce a new Eng- 
,lish gin on the American market 
| within the next 60 days, a product 
‘of Taylor & Ferguson, Glasgow, 
Scotland. Advertising for the new 
|brand, Ambassador London dry 
gin, is expected to break in April, 
j}and will be handled by Richard 
‘'K. Manoff Inc. 
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We're happy to announce... 


During the last 12 months, these advertisers have selected the 


new Henri, Hurst & McDonald as their advertising agency . . . 


ADMIRAL CORPORATION 

A. J. INDUSTRIES 

ALUMINUM SPECIALTY COMPANY 

DITTO, INCORPORATED 

DR. WEST’S DENTURE CLEANSER 

FAIRYFOOT 

FELT & TARRANT MANUFACTURING COMPANY 
GENERAL MILLS—READY-TO-BAKE DIVISION 
GLASER, CRANDELL CO. 
HILD FLOOR MACHINE CO. 


INTERNATIONAL ELECTRIC COMPANY 
LINCOLN PAPER COMPANY 

LINCO PRODUCTS CORPORATION 
MENGEL DIVISION, KROEHLER MFG. CO. 
NATIONAL FURNITURE DESIGN SHOWS 
PEAU SECHE COSMETICS 

PIONEER SERVICE & ENGINEERING CO. 
SCOLDING LOCKS CORPORATION 

JOHN R. THOMPSON CO. 


ZONOLITE COMPANY 


We’re proud to welcome them into the company of these other 


successful advertisers H.H.& McD. has served for many years: 


THE ADAMS & WESTLAKE COMPANY + ARMOUR AND COMPANY + CHICAGO PRINTED STRING CO. 
COOPERS, INCORPORATED + HOLLAND FURNACE CO. + HOLLOWAY HOUSE 
H. D. HUDSON MFG. CO. + INTERNATIONAL SHOE COMPANY + KROEHLER MFG. CO. 
PERFECT CIRCLE CORPORATION + VALENTINE SEAVER 


Henri, Hurst & McDonald, Ine. 
Advertising 


121 WEST WACKER DRIVE CHICAGO 1, ILLINOIS TELEPHONE: FRanklin 2-9180 
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| Farm Families EVERYWHERE 


what THEY want...need... 


and can’t get ANYWHERE else! 


a 
FARM JOURNAL is one of the nation’s truly great magazines. 


Last year, nine great magazines averaged more than $1,000,000 


advertising revenue per issue. A farm magazine, FARM 
JOURNAL, was among them. 


Average Revenue per issue January thru December 1956 


Source: P.I.B. 
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FARM JOURNAL 


One of the nation’s truly great magazines 
More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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34 Agencies in ‘Over $25,000,000 — 


Group Billed $2,396,400,000 in 1956 


(Continued from Page 1) |Cannon sheets, a portion of the 
media ranging from a third to one-| Du Pont account (paints sold at 
half of their individual totals. retail, photo products, Neoprene, 

Here is the agency-by-agency | synthetic rubbers, dyes and fine 
report, listed alphabetically: chemicals), and West Coast adver- 

N. W. Ayer & Son, Philadel- | tising for some Armour products 
phia, billed an estimated $97,000,- | as well as Armour’s feed additive 
000 in 1956, up from an estimated division. It also regained Gordon 
$92,000,000 in 1955. Since N. W. | Baking. 
Ayer’s billing increased 22.6%, | 
the 1955 estimate was probably | It lost Daystrom Furniture, an 
high. /account Ayer had previously lost 

The agency had a good new and regained. It resigned Champ 
business year. In the spring it | Hats in February. Caught in a 
acquired one of the largest ac-j|conflict between clients Boeing 
counts to change agencies last | Airplane Co. and United Air Lines | 
year, Philip Morris, which broke | (which had bought Douglas jet | 
a longtime association when Biow | airliners), the agency bowed out | 
closed and became Ayer’s first | of Boeing. It resigned Felt & Tar- | 
cigaret account since it handled|rant (Comptometer), and lost | 
Camels in the early ’30s (at one | Avis Rent-a-Car system when the | 
time it had tv for Luckies). Other company was acquired by Hertz. | 
notable additions were Chrysler| It had its first full year of bill- | 
Corp.’s parts division (MoPar),| ings on such 1955 acquisitions as | 


Advertising ‘Age, February 25, 1957 


Hamilton Watch Co., Whitman | 
Chocolate and the Armour prod- | 
ucts, It introduced American Tel- | 
ephone & Telegraph to network 
television with a weekly “Tele- 


phone Time” series, and a series 1. J. Walter Thompson Co. 2.0.0..0.....000000 $ 195,000,000 
of science spectaculars beginning 2. Batten, Barton, Durstine & Osborn ........ 194,500,000 
with the widely admired “Our Mr. 3. Young & Rubicam ....................cccceeeeees 181,000,000 
Sun.” GO, I co cescoscvsccniccscnssscossoseesseakes 174,000,000 

During the year the agency ile We I cnccccdeiccchscccccostccccccccccssenes 97,000,000 
added 100 key people and moved  @£ ; | j(jxj_-  <tSTRIRESTREEC ie? 92,000,000 
more aggressively into television. | Di ID nicks i conssscovsibenetbindh 83,000,000 
it employs an estimsted se nw 79,000,000 + 
pr. HS Ted Bettoe © C0, snsenrnsesenrssenennenern 75,700,000 ¢ 

Ted Bates & Co., New York, | 10. Foote, Cone & Belding .......................... 74,500,000 


billed $75,700,000 in 1956, up from | 
$59,200,000 in 1955. The agency’s | 
rapid growth (billings have tri- | 
pled since 1950) is probably due 


billed in Canada. 


Top Ten Agencies, Domestic Billing 
(As estimated by Advertising Age) 


tIncludes $1,817,000 billed in Canada. tIncludes $2,000,000 


for a hypo in 1957: Guild Cope- 
land, vp and creative director, 
told the Four A’s in December 
that no client had ever taken its 
business away from Bates in 17 
years in business, and that it was 
currently billing at the rate of 
$100,000,000 a year. 

The agency had a notable new 
business year. 


trade advertising to John Shaw 
Advertising. But it added White- 
hall Pharmacal’s Anacin, Prepar- 
jation H, Sperti ointment, Free- 
|zone, Compound W, Whitehall 
buffered aspirin, Heet, Outgro, 
Hopper clay pack, and Vitalesc- 
ence; Food Manufacturers’ Uncle 
|Ben’s Rice; American Chicle’s 
It lost Colgate | Clorets, Adams Clove gum and 


/ 

, Always first in the day —now first in circulation, 
/ too! 

/ 


: / The daily Free Press, Detroit’s only morning 
. / paper, has more circulation than any other 
\ 4 Detroit or Michigan newspaper! 
\ / 
\ / Not only that, but the Free Press has been 


Retail Representative: Kent Hanson, New York 


chosen by many more new readers during the past 
year than any other Detroit or Michigan paper. 


In Michigan, you see the friendly Free Press 
everywhere! 


The Detroit Free Press 
FIRST IN CIRCULATION 456,768* 


*Daily circulation, Publisher's Statement 9/30/56, as filed 
with the Audit Bureau of Circulations 


Southern Resort Representative: Hal Winter Company, Miami Beach 


| Certs; Colgate’s Fab and Palm- 
olive Rapid Shave (effective Jan. 
1, 57); Continental Baking’s Pro- 
file and Staff breads; Minute 
Maid Corp.’s frozen fruits and 
vegetables and Carter Products’ 
Nair. 

Media billings breakdown: Tel- 
evision 70.3%; radio 5.6%; news- 
papers 9.6%; magazines 10.4%; 
| outdoor 2.3%, and other 1.8%. It 
| has 621 employes in two offices, 
| and estimates ’57 volume will be 
“up.” 


Batten, Barton, Durstine & Os- 
born, New York, billed $194,500,- 
000 in 1956, up spectacularly from 
| $162,500,000 in 1955. Of these 
| amounts, fees (not capitalized, in 
|BBDO tradition) accounted for 
| $550,000 in 1956 and $450,000 in 
| 1955. 

It had a big new business year, 
adding Philco Corp., American 
Tobacco’s Hit Parade cigarets, 
Cavanagh Hats of Hat Corp. of 
America, Forstmann Woolen 
Mills, Bank of America, Daystrom 
Furniture, Channel Master, the 
New York Times, Eagle Pencil 
Co., Jacob Schmidt Brewing Co., 
Foremost Dairies, Minnesota 
Dairy Industry Committee, Gen- 
eral Mills’ Softasilk, all of the 
Ocean Spray cranberry products, 
and General Baking in some east- 
ern markets. Also, Federal Enam- 
el & Stamping, Rapinwax Paper 
Co., Bristol-Myers’ Sentry, Data- 
matic Corp., and $2,000,000 in 
Revlon billing. 

It had losses, too: It got and 
lost Chunky Chocolate, lest 
TransWorld Airlines, Ethyl Corp. 
and GE photolamp division. It re- 
signed Fedders-Quigan because of 
a client conflict, and it let Easy 
Washing Machines and Zenith go 
to make room for Philco. 

Also dropped were William Un- 
derwood Co., Gemex Corp., Wynn 
Oil Co., the tar products and 
wood-preserving divisions of Kop- 
pers Co. (BBDO kept corporate 
advertising for Koppers), Zion 
Baking, and a portion of the Du 
Pont account, which went to N. W. 
Ayer. 


® BBDO’s media spending in 56 
went like this: Television 33.5%; 
radio 5.9%; general magazines 
22.5%; newspapers 19.1%; farm 
magazines 1.4%; outdoor and car 
ecards 3.6%; mechanical and pro- 
duction 7.8%. 

For many years the largest 
|purely domestic agency, BBDO 
last year opened an office in Ca- 
nada. The new Toronto office re- 
sulted from “the expansion of cli- 
ents’ business in the Dominion.” 
It quickly acquired Lever’s Rinso 
and Sunlight in Canada, Canadian 
| Rexall, and Sheraton Hotels in 
both Canada and the U. S. 

Last March the agency staged 
an annual meeting via closed cir- 
cuit tv. Executives pointed out 
then that BBDO had $6,500,000 in 
working capital, and a _ profit- 
sharing fund of $2,824,732. A 1956 
billing of $170,000,000 was pre- 
dicted. Some of the 1,905 em- 
ployes who attended the meetings 
may have noticed that the agen- 
cy’s forecast was frightfully con- 
servative, but not the 315 new 

(Continued on Page 76) 
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Saturdays, 11 a. m., 


General Foods 
and Borden’s 
(Benton & Bowles) 


pa 


FURY not only outrates all other pro- 
grams Saturday mornings—it also is 
the highest rated regularly scheduled 
weekend daytime program. In fact, it 
is the highest rated regularly scheduled 
daytime program throughout the entire 
week, weekend or weekday. With an 
average audience rating of 19.9 (Nielsen, 
January 1957), it outrates such nighttime 
network programs as Kraft Television 
Theatre, Alcoa-Goodyear Playhouse, 
U.S. Steel Hour, Caesar’s Hour, Robert 
Montgomery Presents, Kaiser Aluminum 
Hour, Armstrong Circle Theatre, Studio 
One, Twenty One, Producers Showcase 


and many, many others. 


The complete facts and figures about 
FURY show that it has reached the 


largest juvenile audience of any pro- 


gram and that it consistently ranks at 
the very top in juvenile appeal, day 
or night. 


With a 66.1% share, it outranks in 
share of audience virtually all other net- 
work favorites, daytime or nighttime, 
including Ed Sullivan, Disneyland, 
$64,000 Question, Shower of Stars, Jack 
Benny, Groucho Marx, Lawrence Welk, 
Phil Silvers, George Gobel, Perry Como, 
Dragnet, and so on and on. 


FURY is one of the many network 
and syndicated film favorites making 
sales for American business, produced 
and distributed by tpa. Our phone 
number is PL 5-2100. May we help you 
to your share of sales through television 


advertising? 


Television Programs of America, Inc. 


Chairman President 


488 Madison Ave., New York 22, N.Y. * PL. 5-2100 


EDWARD SMALL + MILTON A. GORDON + MICHAEL M. SILLERMAN 


Executive Vice-President 
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Advertising Age, February 25, 1957 


Billings of 34 Agencies in $25,000,000-and-up Group’ 


Rounded, usually, to the nearest $1,000,000 (000,000 omitted). All material on this and following pages is copyrighted, 1957, by 
Advertising Publications Inc. Quotation or reproduction in whole or in part without written permission is expressly prohibited. 


1956 Rank 1956 1955 1954 1953 1952 1951 1950 1949 1948 1947 1946 1945 1944 
. J. Walter Thompson Co. ................. “$255.0 °$220.0 £°$200.0 ‘$163.0 $142.0 $138.0 $130.0 $121.0 $103.0 $82.0 $78.0 $72.0 
. 166.0 133.0 106.0 94.0 81.0 67.0 60.0 J 51.0 46.0 40.0 31.0 
- Young & Rubicam “182.0 ‘160.0 °1380 °1200 °1140 *92.0 85.0 . “65.0 *°59.0 53.0 51.0 
. Batten, Barton, Durstine & Osborn... 194.5 162.5 148.3 137.5 118.0 104.1 87.0 81.4 ,. 59.0 51.0 40.0 30.0 
. N. W. Ayer & Son 97.0 +*° 92.0 *87.0 "86.5 *86.5 *85.0 *79.0 “69.5 64.0 53.0 41.0 33.0 
« Benton & Bowles .............c.cc-sceeeeeenees > 92.0 “68.0 57.5 *57.5 52.8 *52.8 “44.0 *39.0 / “27.0 *°25.0 *°20.0 18.0 
- Kenyon & Eckhardt 83.0 68.0 51.0 42.0 39.0 39.0 38.0 28.0 J 21.0 19.0 18.5 18.0 
8. Foote, Cone & Belding “81.0 *76.0 *77.0 *72.0 70.0 69.0 61.0 51.4 52.0 40.0 31.0 31.0 
9. Leo Burnett Co. ..........ccccceeccseesnsnnesennees 79.0 71.0 55.0 46.4 37.6 28.0 22.0 17.0 12.0 10.0 7.5 
10. Grant Advertising 78.5 67.9 50.0 49.0 45.0 42.0 40.0 40.0 x 31.0 25.0 18.5 
11. Ted Barttes & Cox ...........scccescsseesenenenenenens 75.7 59.2 46.0 38.0 30.0 28.7 25.0 21.0 17.5 16.5 16.0 
12. Campbell-Ewald Co. ...........:ecsesesene *70.0 *58.0 *43.0 *35.0 *28.0 *28.0 *30.0 *20.0 d “170 4 86*140 86° 13.0 
13. Kudner Agency 66.2 60.0 46.0 “44.2 *39.0 “34.5 *34.0 “29.5 *16.0 14.0 15.0 
14. Dancer-Fitzgerald-Sample 61.0 51.0 50.0 $47.0 44.6 40.1 37.5 37.0 A 36.0 31.0 25.0 
15. William Esty Co. 2.00... ccsccecesesenenenees *60.0 *54.0 *46.0 *43.0 *37.0 *35.2 *32.0 *32.0 J 27.0 18.0 °14.0 
16. Compton Advertising 59.1 45.5 42.1 35.4 $30.2 30.0 26.0 22.0 a 21.0 20.0 21.0 
17. D’Arcy Advertising Co. «0.0.0... 51.0 57.0 44.5 41.0 35.0 30.0 28.0 26.0 20.0 20.0 20.0 
18. Erwin, Wasey & Co. .........cccccseseneneneees “41.0 *39.0 *35.7 *31.0 *30.5 “31.5 *27.5 “24.0 J “19.0 ‘195 "18.0 
19. Cunningham & Walsh 40.1 47.8 44.7 38.8 37.1 30.6 25.0 26.9 25.0 19.3 18.0 
20. Ruthrauff & Ryan *39.0 *45.0 “44.0 *44.0 “44.5 *50.0 *45.0 *38.7 . 34.0 32.0 32.0 
20. Fuller & Smith & Ross 39.0 37.0 41.0 $40.0 31.0 25.0 23.0 22.0 x 18.0 15.0 12.6 
22. Lennen & Newell 38.0 38.5 33.0 32.1 25.0 “17.5 *16.0 *15.0 ¥ 13.0 15.0 15.0 
22. D. P. Brother & Co. .........csssssssesessees 38.0 31.4 19.7 14.4 10.6 10.0 11.9 — — 
24. MacManus, John & Adams 37.5 38.8 32.8 26.9 22.5 18.0 17.5 15.0 A “9.0 
25. Sullivan, Stauffer, Colwell & Bayles 36.1 31.8 27.5 *23.5 *20.0 *19.5 “17.5 “12.5 J 4.5 
26. Grey Advertising Agency 35.0 30.0 “22.4 *20.6 17.5 “14.5 *13.5 12.0 10.0 
26. 35.0 25.0 20.0 15.0 “11.7 10.0 pa —— 
28. Needham, Louis & Brorby 32.7 30.4 29.3 24.7 19.5 15.0 11.5 12.5 10.0 
29. Cockfield, Brown & Cow... 29.7 27.8 24.8 21.8 17.7 15.7 14.8 12.7 8.0 
Se PIII csictestthoesntdiesscscevecccsesseotesossees 28.0 28.5 31.0 35.0 30.0 27.0 22.5 20.5 19.0 
31. Donahue & Coe ....... 27.1 20.6 19.3 18.4 17.2 15.5 14.0 13.0 . 15.0 
32. Brooke, Smith, French & Dorrance .. 26.8 25.5 23.5 23.5 19.3 18.0 16.8 15.0 10.0 
33. Norman, Craig & Kummel 25.8 21.2 20.0 *20.2 *19.0 20.0 15.0 10.0 5.8 
34. MacLaren Advertising Co. 25.6 21.0 19.9 172 «13.8 13.2 11.5 —_— —_— 


Billings of 43 Agencies in $10,000,000 to $25,000,000 


20.0 13.9 9.0 9.0 7.2 
16.4 15.4 15.1 13.5 11.3 
. Fletcher D. Richards Ince. .................. d 16.6 17.0 16.0 *13.0 10.0 
. Geyer Advertising . *21.0 *22.0 *22.0 20.0 20.0 
- Bozell & Jacobs ‘i 18.8 15.3 13.3 11.2 9.4 
. Gardner Advertising Co. .................. . 17.0 19.5 17.7 16.7 16.5 
NE a 14.5 13.8 13.5 13.0 12.5 
. Bryan Houston Inc. ......... i aamness A $16.8 18.0 -- — 
» Al Perel Lebtom Con ............:.cccccecessesese ; 15.0 14.0 13.2 13.0 
. Russel M. Seeds Cow ooo... cccccee x 16.8 *16.5 16.6 13.1 
. Doyle Dane Bernbach Inc. ................ ’ 11.7 8.0 5.1 3.5 
. Calkins & Holden $10.4 10.0 9.2 8.0 
SmI I aac cdl cansetnesetentioccds . 16.1 14.6 18.9 16.0 
p een Cy iscsi ical bene 13.5 12.3 10.0 9.0 
. Albert Frank-Guenther Law J 14.8 12.3 11.5 10.7 
. Warwick & Legler 14.3 15.2 14.2 14.1 
SD ae Cena oe 12.5 11.0 10.0 7.8 
. Doherty, Clifford, Steers & Shenfield 12.1 10.8 10.4 10.1 
. Ogilvy. Benson & Mather 11.8 10.1 10.7 8.5 
. Dowd, Redfield & Johnstone* 5 11.5 9.1 8.5 75 
» Harte Ludgin & Co. .................0000....... t 11.5 9.4 *7.0 
. G. M. Basford Co. ............. aN nee J 11.0 10.0 *9.0 
. Wm. Douglas McAdams Inc. ............ i 10.0 
Weiss & Geller (now Edward 
8S ES eee a $13.2 12.5 
. Fitzgerald Advertising Agency *10.0 ao 
b Whe Be GMOR & Cen 0n.cnsesccccecccceccescccecseces 11.0 7.0 
ETI TEES <n... ncvecvasceososconsoinevencone x 10.9 11.0 
b Gy Je SOG & Coe ......cccccccccccccceseeess . 7.2 — 
. Geoffrey Wade Advertising d 10.2 11.4 
. Morey, Humm & Warwick . 9.0 
Meldrum & Fewsmith t 10.2 
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Now Chicago and the Mid-West have 


a new major advertising agency 


Combining the talents of Donahue & Coe and Arthur Grossman Advertising, 


this new agency offers mid-West advertisers a vast, new pool of 


top marketing and creative talent 


National advertisers in the mid-West now have available to them 
the services of a new major Chicago advertising agency, with 
supervision from top performers in the fields of marketing ayd 
research, merchandising, copy and art, and radio and TV. 


Combining the talents of Donahue & Coe and the Arthur Gross- 
man agency, Donahue & Coe of Chicago will be located in the 
Merchandise Mart and will have an initial staff, in Chicago, of 
forty people. It will be backed by total billings of $32,000,000 and 
a manpower complement in excess of 300 people. Its four fully 
functioning offices will give national advertisers the advantage of 
immediate marketing or research service in three strategic areas 
of the country as well as in Canada, under the supervision of execu- 


tives with intimate local and regional knowledge. This regional 
awareness should also result in more effective national advertising 
plans. 


Under a planned program, personnel — including officers and 
department heads — will spend regular periods of time in each of 
the four offices. This will be done to assure broad familiarity with 
the problems of all clients and to bring to the consideration of 
those problems the constant stimulus of fresh and uninhibited 
thinking. 


As in the other Donahue & Coe offices, activities in Chicago will 
be coordinated with the Donahue & Coe Plans Board in New York 
and will be under the direct supervision of the following officers: 


ARTHUR GROSSMAN, 
President. A nationally 
known marketing expert 
and for 25 years consult- 
ant to many of country’s 
foremost corparations. 


GEORGE FILIPETTI, V.P. 
and Creative Director. 
Previously a copy super- 
visor at Ruthrauff & Ryan 
as well as with Foote, 
Cone & Belding. 


TOM BROGAN, V.P. and 
Art Director. Previously 
with Ruthrauff & Ryan 
and Campbell-Mithun as 
Art Director on food and 
hard goods accounts. 


ED COLLINS, V.P. and 
Account Director. Previ- 
ously V.P. of Foote, Cone 
& Belding, where he func- 
tioned as Account Execu- 
tive and Copy Supervisor. 


WALTER WEIR, V.P. in 
Charge of Client Service. 
One of advertising’s out- 
standing creative names. 
Executive V.P. of New 
York operations. 


J. ROSENTHAL, V.P. in 
Charge of Marketing. 
Widely regarded as one 
of the “top” marketing 
men in the advertising 
field today. 


A. B. CHURCHILL, V.P. 
and Account Supervisor 
on Scholl Manufacturing 
Company of Chicago, a 
Donahue & Coe client for 
the past 25 years. 


Bankers Trust Company 

Borg Warner Corporation 
Norge Appliances 
York Commercial and 
Residential Air Conditioning 
and Commercial Refrigeration 


Burlington Industries 
Bur-Mil Cameo Hosiery and 
Institutional Advertising 


De Laval Separator Company 
Dairy and Dairy Industry 
Equipment 

E. F. Drew & Co., Ine. 

Tri-Nut Margarine 

Galey & Lord 


otton Fashion Fabrics 


The Gorham Company 
Sterling Silver, Flatware and 
Holloware 


Holland-America Line 
Irish Linen Guild 
Lockheed Aircraft Corp. of Georgia 


Loew’s, Ine. 
Metro-Goldwyn-Mayer Pictures 


Chemway Corporation 
Lady Esther Face Creams 
and Face Powders 


Columbia Pictures Corp. 


Corn Products Refining Company 
Bosco Milk Amplifier 
Kasco Dog Food 


NEW YORK 
1270 Avenue of the Americas 


umm Serving these important national advertisers: 


Donahue & Coe 


CHICAGO 
830 Merchandise Mart 


AEROS 
Lone Star Cement Corporation Sarong, Ine. 
McCall's Magazine Sarong Girdles 


Sari Brassieres 
Schieffelin & Co. 
Hennessy Cognac 
Teacher's Scotch 
Dagger & Don Q Rums 
Chartreuse Liqueur 
Moét & Chandon Champagne 
Cora Vermouth & 
Ruffino Chianti 
The Scholl Mfg. Co., Inc. 
Dr. Scholl’s Zino Pads & 
Foot Comfort Products 
some Inc. 
ripto Pens and Pencils ‘ 
Turner Construction Company 


Melville Shoe Corp. -- 
Miles Shoes Div. 


Arthur Murray Dance Studios 


National Presto Industries, Inc. 
Presto Electric Housewares, 
Pressure Cookers and Canners 


Bruce Payne & Associates, Inc. 
Management Counsel 


Pearson Pharmacal Co., Inc. 
Raytheon Manufacturing Co. 


River Brand Rice Mills, Inc. 
River Brand and Carolina Rice 


ATLANTA 
258 Hurt Building 


MONTREAL 
1410 Stanley Street 
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70. Lambert & Feasiley ............................ 
70. Marsteller, Rickard, Gebhardt & 


FOOOOOR EERE TEER EERE HEROES SEE EERE EERE EER ERRORS EE EEE ES 


70. Homig-Cooper Co. .........cccccccceseeeeeseees 


eee: 


70. Go Ser MMII: Depile- eect cocacissaeasees 10.0 7.5 eH aa Sie ladies 
70. North Advertising ...................... 10.0 enenen poet ibis wight aunts hecieaes 
70. MacFarland, Aveyard & Co. ............ 10.0 8.9 a —— aiaens vital sina tia + 


+Canadian and foreign billings included. ‘Estimated by AA. Revised figures. *Billings for Dowd, Redfield in New York and John C. Dowd Inc., Boston. 


§Started in business Dec. 1, 1955. 


1956 1955 
Emil Mogul Co. ..............0.0000 $ 9,975,908 $ 6,439,100 
Griswold-Eshleman Co. ........ 9,950,000 9,450,000 
Harry B. Cohen Advertising 9,700,000 10,000,000 
Charles W. Hoyt Co. ............ 9,700,000 8,900,000 
Arthur Meyerhoff & Co. ...... 9,400,000 8,302,196 
Klau-Van Pietersom-Dunlap 9,125,649 7,122,541 
Lawrence Fertig & Co. ...... “9-10,000,000" ———— 
9,000,000 ——— 
8,750,000 8,625,000 
8,462,955 6,502,042 
Potts-Woodbury .................... 8,334,169 7,233,876 
Van Sant, Dugdale & Co. .... 8,267,227 7,365,266 
Hixson & Jorgensen .............. 8,009,382 6,141,308 
Edward Kletter Associates 
SES: ‘slipptshenaidiehesadbddbisssaditmnsadens 8,000,000 a 
Abbott Kimball Co. .............. 7,500,000 7,500,000 
Hicks & Greist ..................0+ 7,500,000 7,000,000 
Robert W. Orr & Associates 7,378,100 7,512,705 
Reach, Yates & Mattoon ...... 7,131,058 5,500,000 
Aubrey, Finlay, Marley & 
AE ERR Be 7,000,000 5,000,000 


1956 

Roy S. Durstine Inc. .............. 7,000,000 
L. W. Frohlich & Co. .............. 7,000,000 
Wherry, Baker & Tilden ...... 7,000,000 
RE Nae, Boh, 7,000,000 
Kastor, Farrell, Chesley & 

PLA 6,940,000 
Knox Reeves Advertising ... 6,897,109 
Vickers & Benson Lid. .......... 6,500,000 
John W. Shaw Advertising .. 6,500,000 
McConnell, Eastman & Co... 6,500,000 
Harold F. Stanfield Ltd. ........ 6,339,811 
Lewin, Williams & Saylor ... 6,240,000 
Botsford, Constantine & 

rN Gi 6,149,457 
John F. Murray Co. ................ 6,000,000 
Peck Advertising .................. 6,000,000 
Spitzer & Mills ........................ 6,000,000 
Aitkin-Kynett Co. .................. 6,000,000 
Baker Advertising Lid. .......... 6,000,000 
Cramer-Krasselt Co. .............. 6,000,000 
Foster Advertising Ltd. ........ 6,000,000 


1955 
7,000,000 
5,600,000 
6,000,000 
5,500,000 


6,150,000 
6,970,240 
4,500,000 
6,020,000 


5,737,018 
5,150,000 


4,632,630 
5,000,000 
5,500,000 


5,000,000 
6,000,000 


5,500,000 


Richards 


Anderson & Cairns 
Cole & Weber 


eee eeeeeneneeeeeeneee 


Seen Renee een eeeeeneeneee 


Beaumont & Hohmaa ............ 
Roche, Williams & Cleary .. 
James Thomas Chirurg Co. 5-6,000,000 
Biddle Advertising Co. .......... 
Charles L. Rumrill & Co. ...... 
Robert Otto & Cow ..0.......0000 
L. H. Hartman Co. ............0. 
Product Services Inc. ............ 
Arndt, Preston, Chapin. 


Lamb & Keen 
Caples Co. ..... 


AOR ne eee e eee eeenn eee 


eee e ee eeeeeeeeeeeenenee 


ee eeeeeeneeeeeneee 


Billings of 56 Agencies in $5,000,000 to $10,000,000 Group 


1956 1955 
6,000,000 6,000,000 
6,000,000 5,100,000 
6,000,000 5,000,000 

over 5,000,000 
5.962,592 5,000,012 
5,956,377 4,970,098 
5,617,000 8,163,790 
5,527,238 9,699,443 
5,469,878 4,231,284 
5,411,057 4,629,772 
5,090,253 4,830,100 
5,059,400 4,266,666 
5,050,000 2,955,000 
5,000,000 5,000,000 
5,000,000 —- 
§,000,000 5,000,000 

“between 5-10,000,000” 


Billings of 100 Agencies in $1,000,000 to $5,000,000 Group 


; 1956 
Monroe Greenthal Co. 
Walsh Advertising Co. ........ 4,850,000 
Ronalds Advertising Agency 4,801,913 


Burke Dowling Adams Inc... 4,724,041 
Hilton & Riggio .................... 4,660,000 
Fulton, Morrisey Co. ............ 4,556,311 
Bert S. Gittins Advertising . 4,500,000 
Diener & Dorskind Adv. ........ 4,000,000 
I eal es vacsceccstlocoses 4.000,000 
Daniel & Charles .................. 3,570,000 
Lavenson Bureau of Adv. .... 3,383,833 
gE 3,365,000 
Schram Advertising Co. ........ 3,166,197 
Palm & Patterson .................... 3,105,000 
W. S. Walker Advertising ... 3,083,937 
Arthur Grossman Adv. ........ 3,063,950 
Dunnan & Jeffrey ................ 3,026,700 
Chambers & Wiswell ............ 3,000,000 
Simons-Michelson Co. ........ 3,000,000 


Byer & Bowman Adv. Agency 2,906,193 


Rutledge & Lilienfeld ............ 2,805,000 
Gaynor Colman Prentiss — 

8 eo 2,800,000 
Zimmer-McClaskey 

Advertising Agency .......... 2,799,477 
Harris & Whitebrook Adv..... 2,720,000 
J. R. Pershall Co. .................... 2.587.645 
Mumm, Mullay & Nichols ... 2,427,615 
Cortez F. Enloe Inc. ................ 2.382.400 
Stromberger, La Vene. 

Gh 2,351,147 
U.S. Advertising Corp. ........ 2,300,000 
Symonds, MacKenzie & Co. 2,261,594 
Wesley Aves & Associates . 2,199,329 
Critchfield & Co. .........0000000. 2,157,137 
Cole, Fischer & Rogow ........ 2,050,000 
Hart-Conway Co. ............0065 2,007,419 
Frederick E. Baker & 

RQBOCEIGS 0.0.0cececcccssceescrvecrees 1,983,978 


1955 


onvteial $ 4,876,250 $ 4,654,000 


4,174,000 
4,070,126 
3,263,805 


3,150,000 | 


3,650,000 | 


3,000,000 | 


4,000,000 
2,766,000 


3,207,000 
2,076,714 


2,004,020 


956,275 


2,400,000 — 


2,650,000 
2.740.713 
2,475,000 


2,600,000 


2,561,397 
1,850,000 


1,544,291 | 


2,535,326 
2,163,700 


1,932,759 | 


1,700,000 
1,804,696 


1,894,188 
1,800,000 
1,712,291 


1956 

Raymond R. Morgan Co. .... 1,863,412 
Gillham Adv. Agency ......... 1,800,000 
Baer, Kemble & Spicer 

(formerly S. C. Baer Co.) ...._ 1,787,900 
Charles Anthony Gross 

Advertising ...................... 1,780,000 
IIIS ccccssshasdlilinnsnccbenets 1,774,972 
Lando Adv. Agency .............. 1,712,299 
Jones & Brakeley Inc. ............ 1,704,331 
Rothbardt & Haas .................. 1,700,000 
William Hart Adler Inc. ........ 1,680,000 
Darwin H. Clark Co. .............. 1,680,000 
Johnson & Lewis Adv. ............ 1,674,207 
Gray & Kilgore .0.0............00000... 1,619,615 
Boland Associates ................ 1,591,111 
Howard Swink Advertising .. 1,558,518 
R. N. Meltzer Advertising ...... 1,558,000 
Royal & de Guzmaz ............ 1,550,000 
MacDonald-Cook Co. ............ 1,548,817 
Wm. B. Remington Inc. ........ 1,521,729 
Holden, Chapin, LaRue ........ 1,512,753 
Sudler & Hennessey ............. 1,500,783 
J. M. Camp & Co. 00.0... 1,500,000 


J. J. Weiner & Associates “1.5-2,000,000’ 


I Gi asec cccceccesccsiesncccoose 1,475,000 
Jones & Taylor & 

Associates 0.0.0.0... 1,441,418 
Kircher, Helton & Collett . 1,433,642 
Moser & Cotins .................... 1,432,915 
G. F. Sweet & Co. ooo. 1,429,331 
J]. M. Hickerson Inc. ................ 1,425,911 
Dubin & Feldmaa ................... 1,400,192 
Jones Frankel Co. .................. 1,400,100 
Ridgway Advertising Co. ... 1,400,000 
Howell & Young Adv. ............ 1,375,000 
S. M. Brooks Adv. Agency... 1,367,182 

| Jackson, Haerr, Peterson & 

EE ee a 1,311,315 


1,310,787 


APR PR RRO E EERE RNR R eee Ee eeeee 


1955 


2,892,768 | Leeds & York 


1,445,000 | 


1,259,200 


1,330,000 
1,519,858 
1,450,000 
1,564,058 
1,500,000 
1,540,000 
1,600,000 


1,859,690 | 


1,433,905 
1,443,483 
1,658,483 
1,405,000 
1,440,000 
1,247,772 
1,150,932 
1,356,668 
1,110,518 
1,200,000 


1,450,000 


1,655,789 
827,853 
1,716,293 
945,757 
1,363,208 
1,331,416 


1,300,000 
840,000 
1,318,200 


1,107,636 
926,486 


| 


Sennen eeneeereeeeenneeee 


Arthur R. Mogge Inc. ............ 
Grubb & Peterson Adv. ........ 
Carson-Roberts Inc. ................ 


Lago & Whitehead 


eeeeeeeeeeeeeees 


Gartfield-Linn & Co. ................ 
_ Batz-Hodgson-Neuwoehner 


Advertising 


Newmark’'s Adv. Agency ..... 
Associated Adv. Agency .... 


Adv. Trade Service Inc. 


George T. Metcalf Co. .......... 
Woodward, Voss & Hevenor 


Robertson, Buckley & Gotsch 


Parsons, Friedmann & 


Central 


Senne eee eeeereeeeeeeeneees 


Watts, Payne Advertising .... 


Arthur Towell Inc. 


Prrtrrrr ets 


E. M. Freystadt Associates .. 
Fessel & Plouff Inc. ................ 


Cary-Hill 


Perrrirrrrrttt ttt 


Hoefer, Dieterich & Brown .... 
Esmond Associates ................ 
Harry Atkinson Inc. .............. 
Marcus Advertising Agency 
McGiveran-Child Co. ............ 


Sidney Clayton & 


Agency 


eee eee eeenneeeeeeeeeeeeeee 


Prrveretiitt ttt 


See en ee eeeeeeeeneeeeeeeeee 


1956 
1,300,000 
1,300,000 
1,295,896 
1,279,085 
1,277,475 
1,250,000 


1,241,734 
1,212,000 
1,202,000 
1,152,000 
1,149,728 
1,134,419 
1,126,369 


1,118,664 
1,094,319 
1,080,861 
1,076,711 
1,064,808 
1,050,000 
1,045,125 
1,040,000 
1,036,000 
1,021,083 
1,020,000 


1,017,621 


1,013,691 


1955 
1,100,000 
1,000,000 

802,927 
866,625 
850,000 


1,104,157 
1,108,000 
872,000 
914,533 
1,135,504 
526,075 
955,610 


848,692 
1,191,975 
864,585 


993,458 


750,000 
822.473 
488,000 


803,133 
615,000 


643,810 


851,712 
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Good advertising 
has to have a bite in it 


O) Leo Bun Co, fat. 


PRUDENTIAL PLAZA, CHICAGO 1, ILLINOIS 


New York ¢ Hollywood * Toronto 
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Billings of 184 Agencies in Under $1,000,000 Group 


1956 


Ray C. Jenkins Advertising $ 955,714 


Leber & Katz 

Milton Carlson Co. ................ 
E. T. Holmgren Inc. ................ 
PTD TIE IG iicecescscccccccccessnesons 


Newman, Lynde & 
Associates 

Coleman Todd & Associates 

W. A. McCracken Ltd. 

Marshall Robertson 


Advertising Agency 
Se 


Andes Advertising Agency .. 
Hoffman-Manning Inc. ........ 
Kenneth B. Butler & 


Alfred Black Co. ..............0 
Baus & Ross Co. ..........c000 
Manchester & Kreer 
Morrison Greene 


Harris & Montague 
Armstrong Co. .0.......:.cccceeeee 
Herbert Baker Advertising Inc. 


Byron H. Brown & Staff 
Stepien-Carr Advertising Inc. 
Herbert S. Benjamin 

Associates Inc. .................. 
Price, Tanner & Willox 
James C. Seix Co. 2.0.0.0... 
Neale Advertising Associates 
Louis Benito Advertising 
Mark Schreiber Advertising 
Lloyd S. Howard 

Associates Inc. .................. 
Thomas C. Wilson Advertising 
Dawson Advertising Agency 
, GREY PRC eeprom 9 oat 
Gibbons Advertising Agency 
Stern, Walters & Jaster Inc. .. 
Weintraub & Associates Inc. 


Otto & Abbs Advertising 

R. H. Buss & Associates 

Duncan-Brooks 

Allen C. Smith Advertising .. 

Sam J. Gallay Advertising .. 

Town Advertising Associates 

Evans-Work Advertising 
Agency 

Lester L. Jacobs Inc. .............. 

Harold E. Flint & Associates 
Advertising Agency 

SID TIE cnictdlaniteretterinaiseines 

Solis S. Cantor Advertising 
Agency 

Lester Earle Inc. .....0.0..sccseessee0 

Galvin-Farris Advertising .... 

Mullen & Associates 

]. B. Sebrell Advertising 


Wyckoff & Associates 

Natall & Maloney Ltd. .......... 

Lescarboura Advertising .... 

Ben Mar Agency 

William G. Rolley 
Advertising 

John B. Hickox Inc. ................ 


930,000 
900,000 
885,346 
885,299 
883,000 
880,000 


878,228 
858,747 
850,000 


818,872 
817,083 
809,958 


771,247 
768,963 


768,430 
762,000 
754,000 
750,000 
750,000 


750,000 
749,866 
740,000 
716,280 
711,220 
700,000 


690,879 
675,000 


671,359 
668,711 
665,000 
664,172 
653,994 
650,000 


634,709 
634,649 
629,769 
626,652 
624,000 
618,537 
605,000 


568,960 
567,000 
558,037 
547,878 
539,823 
538,517 


525,012 
520,000 


517,640 
510,000 


$00,000 
500,000 
500,000 
500,000 


498,983 
488,579 
484.631 
482,000 


476,178 
475,000 


1955 


$ 909,987 | Capital Advertising Inc. 


660,000 


R. 1. David & Co. .......cccssesnees 


550,000 | Paul C. Warren Advertising 


820,405 


545,269 | Charles Meissner & 


697,000 


812,000 Ralph W. Hobbs Associates 


Leo P. Bott Advertising 


688,158 | Charles Palm & Co. .............. 


797,670 


600,000 | Robert G. Fields & Co. .......... 


J. Gerald Brown Advertising 


732,028 | W. L. Vomack Inc. .................. 


870,514 
759,355 


630,640 
562,611 


701,710 


754,000 


Enyard & Rose Advertising 
Agency 

J. J. Fuller & Staff 

Art Gruber Associates 


Dobbins, Woodward & Co. .. 
Gislason-Reynolds Ltd. 


864.750 | Record Advertising Agency 


680,000 
612,548 


John Marshall Ziv Co. .......... 
-Mahool Advertising 

Craig & Webster Advertising 
Agency 


245,000 | Fred R. Becker Advertising 


727,750 
574,499 
600,000 


720,373 


492.613 
660,366 
609,566 
426.633 
525,000 


591,681 
662.016 
635,000 
576,873 
562,000 
406,596 


Agency 
Andover Advertising Co. ...... 
Frank C. Jacobi Advertising 
Read Bros. Advertising 
John T. Hall & Co. 
Wendt Advertising Agency .. 


W. S. Kirkland Advertising .. 
Schnell & Associates 


Lynn-Western Inc. ................ 

Bradley Lane Advertising 
Agency 

Jerrol & Associates 

Crescent Studio 


415,000 | Central Advertising Corp. .... 


483,570 


442,468 
520,006 
272,833 


528,560 


Camm, Costigan Inc. ............ 
William Winter Advertising 
Sheldon M. Heiman 

Clinton D. Carr & Co. ............ 
Lookout Advertising 
McCaffrey Advertising 


504,487 Sturges & Associates 
420,000 Obermeyer Advertising 


330,399 


Ad Fried Advertising 


Gousha Advertising Inc. ...... 
Kilroy Advertising Inc. .......... 


500,000 E. W. Sann & Associates 
280,000 | Edelstein-Nelson Advertising 


345,000 


_____| Lee Wenger & Associates 


Tri-State Advertising Co. ...... 


$25,000 | Len Woolf Co. .........cccceccceeeeee 


343,918 
344,470 
337,721 
420,000 


Hepworth Advertising 
Hood, Light & Geise 
Alvin H. Jacobson 
Advertising Agency 
Hall & Thompson 


325.250 | Harper Co. Advertising 


——— 


365,000 | D. K. Leventis Advertising 


356.738 


Agency 


Ramsey, Brown & Co. ............ 


Muriel Wageman Advertising 


1956 


459.630 
455,397 
439,013 
435.800 


435,158 
428,000 
416,448 
415,970 
415,000 
407,199 
404,000 
401.668 


400,000 
400,000 


400,000 


395,000 
388,992 
386,143 
383,930 
370,440 
370,227 


368,474 


367,300 
360,000 
356.413 
350,000 
349,420 
344,460 
342,719 
342,105 
330,000 


293,168 
286,157 
281.760 
271,075 
266,750 
260,000 
258,786 


244,958 
240,443 
239,133 
239,000 
231,478 


573,106 
424,500 


309,745 
380,000 


—_—_— -— 


406,099 
395,992 
333,000 
369,850 


305,000 
325,952 
262,158 
212,480 
341,754 


317,958 


358,913 


343,572 
338,500 
261,269 
275,000 
323,080 
335,120 
325,404 
250,000 
300,000 
286,904 
265,000 


241,942 
276,000 
297,632 
300,000 
272,000 


163,664 
227,625 
236,524 

54,137 
104,000 
230,000 
159,874 


—__ 


185,956 


160,000 
238,000 
260,000 
227,000 


205,644 
150,050 
236,000 
180,510 


173,531 


261,257 


150,000 


Advertising Age, February 25, 1957 


1956 
E. A. Bonfield Advertising .... 199,625 
Raymond I. Lang Advertising 
Duke Kerstein Advertising 
Agency 
Food Research Advertising .. 
Bachrodt, Newell, O’Kane 


191,868 
188,400 


184,410 
184,000 


181,748 
179,332 
175,000 
154,139 


Neds & Wardlow Adv. .......... 
Whitehead & Sprague 
W. H. Badke Advertising 


153,680 
150,000 


150,000 
144,000 


Ray Freedman & Associates 

Don Burgess Agency 

Gabriel Advertising 
Agency* 

Charles A. Geiger 


143,473 


142,748 
139,239 
133,400 
133,281 


Park Advertising Inc. ............ 
Fred D. Stevens Advertising 
Albert A. Kohler Co. .............. 


125,000 
120,000 
117,720 
118,307 
110,000 
108,360 
108,301 


Stanley B. Dial Advertising .. 
Hogan, Rose & Co. ................ 
Anthracite Advertising Agency 
Don Jenner Advertising 
Byrum Advertising Agency .. 
Anderson Advertising Agency 
Earl & Benjamin Advertising 
107,525 
Modesto Adv. Agency (John 
A. Rollins Advertising) 


Dicklow Advertising 


100,000 


197,372 | 


1955 


96,540 
194,829 


—_ 


166,726 


184,410 


—— —— 


125,418 
103,790 
160,000 
142,664 


119,000 
100,000 


135,000 
120,000 


“less than $100,000 in both years” 


O'Leary & Associates 

MacLaughlin Advertising 
Agency 

George E. S. Thompson 
Advertising Consultant .... 

Gerald H. Keller 


87,071 


81,700 
80,000 
74,884 
73,082 
71,487 
71,000 
68,000 
63,670 
61,360 
61,030 
60,133 
60,000 
60,000 


Rex Farrall Ine. ................0...+- 
A. Hemsing Advertising 

John L. Halpin Advertising .. 
Simmons Advertising Agency 
Response Advertising 
Creative Marketing Associates 


Root Advertising Agency .... 
Adrian E. Clark Jr. Inc. 
R. J. McFarlin & Co. 


Agricultural Information 
Service 


49,457 
45,000 
44,381 
40,000 
William Brandewiede Jr. 
Advertising Agency 
Macdonald Advertising 
Agency 
Spaulding Advertising 


37,000 
36,000 


30,000 
26,830 
Hudson Advertising Agency 20,000 
J]. W. Hoffhaus Advertising 
Agency 
George Wilfred Wright Agency 


18,269 
10,000 


108,301 
“New Agency, nine months figures. 


37,357 
60,000 
28,024 
69,451 
21,744 
52,900 
49,700 
5,000 
31,000 
56,683 
72,957 
50,000 
130,000 


16,791 


24,103 
10,000 


37,000 
34,000 
30,000 
25,640 
17,000 


13,228 


95,872 


ir Cr ON i ae ig —— —— lll 
oor) alms oo eo), yy.” eee ior ae ees oS a me. ee, Sin aece Te 
ee ee ee ee 
—— a a x 
pe os a | 
use ; i2 ee ny 
Brod nee 
ra 
ee | ee ...... 484,642 pe _ 
| | — FF 
i ee ma 
Bae | . 
ale Grimm & Craigle ..............0..+. gt ae S| 
an 4: ——| Weston Associates ................ smith 
oe 
igeges : a —| Maurice Paulsen 
ie Advertising ............:0000 
ae 
Bie ee 
an ee 
sal 
po P| Associated Advertising 
ETE, - ciistesunesnatsenevenssoosenses ; a $20,000; Counsellors 2.00.00... 
o : ; ———| Allan J. Copeland 
iS: 3 
ae, Advertising .................. Mii 350,000 po pe : 
Bees 
oe FBBOCIAICB o....s0sccscecceeecesseee EE | Gotischaldt & Associates ...... 
ie Cabell Eanes Inc. .................. —| — 
ee | 
= ee a 97.450 
Pe 
| 120,060 
SeyMOUr TNC. ..00...00000000000000 a nprryond 
baad Willis S. Martin Co. .............. P| a ? 
a Clark & Elk Campbell-Sanford 
ule Advertising 20.0.0... 125,000 
i 110,000 
= 115,665 
i 91,037 
a: a 121,543 
Sm entensiiceti 108,680 
. | 95,872 
M. L. Samson Co. ..............00 
oa 325,000 . 
sere Harry Paul & Associates..... 321,409 
pei 320,000 Pe 
gay Agency ..............- ii 
en, eee | : 
pera 311,663 ae —— - 
305,000 
eae 300,502 ibedae 7 86,866 i 
a. Fred H. Ebersold Inc........... 300,000 a : 
i net x, | ereree 
me pe : | 
“= ae Rumsey & Ai ites ............ | Wark BSBOCIIOS 200.6<00000000000000 
rahi ee 
oo ee shes 
Rican 
a a 
oe st — 
er er rs Allston Associates .................. 
Lae | AQONCY ccc. 258,400 — : 
ee a ma ' 
Sb aite po vue 250,906 — 
ae aed 
3 ees | 
oS ae 
Be ve fr Agency TITITT TTT 250,000 i 
sem ae: oor oped pa 
250,000 
Po A = | 
; gum) 4 Agenc “250,000 500,000” 
g y s eeeereceres ‘ | ‘ 
. GGT cosesccesesccsssccesssssesesees $00,000 ————— 
is hae - ie : ee eeeeeeee 
tin vee . | 
woe «(229,892 | | 
es nectices  SIOATS Sa 7 ) 
det, a EEE | BE Goodman Technical 
Seco, ey Arbogust Co. oncccccccneee 469,192 Pe ma 
aes Wyman Advertising von De 466.711 ll PY coevececsecssccscecssseseososses 200,000 | 
| 
ee ee ee ee 
+, RUGS AN Deh i Le Seacrest as Gh ei > ime Sehcas hs” Aa anes IST 
yh EM pics aah eee ee Ce ee i : : F Blaee cise ae Hel a cat Se ae ee aR ME RS SA SE are lyfe te Siem iepriiee done Se Sl mat ea RE ee ow a eg eae Re oe EE ME i aay Noi gee le cicsietccag “whack Cire 
eee ae oe Ie pe mag iy, He = a ey eet, en eg ae en oie a etn me on, 33 * Te en eer, see Seka SSS ee - ae nee i : peer Tit ae tue a 
| Ee : lh oe Wee af : aa i 


SUCCESS takes 


AOL SDT. AS) BIAS 


’ [A FIV -TIME SALE 


in this business 


In today’s tough buyer’s market... 

1. you sell the builder so he’ll order your product — 
2. you sell the architect so he’ll put it 

in the specifications — 

3. you sell the appraiser so he won’t kill it 

with too low an appraisal and the lender 

will finance it at full value — 

4. you sell the supplier so he, in turn, 

will sell, not just supply, your product — 

5. and, finally, you sell the realtor so he will 


merchandise your product to the ultimate buyer 
at the actual point of sale. 


The only magazine that can help you sell 
all five is HOUSE & HOME, 

the only industry magazine read by builders, 
AND architects, AND lenders, 

AND realtors AND suppliers. 


~ : 


3. appraisal & finance 
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Business is exciting . . . to the man who carves out its markets, causes its plants to spring 
up, creates its new products. In its complexities, he finds personal challenge; in its riddles, 
a test of strength. To the welder, the busy week may be nothing more than 40-hours-and- 
hang-up-your-torch. But to the management man, it’s like eating peanuts; he can’t stop. 
In this state of mind, he reaches for his copy of Business Week . . . for here he finds the 
ingredients of his own growth. . . twice the business information found in any other man- 
agement magazine, more than in all the general-news weeklies together. And advertisers 
fill its pages with twice the business advertising, too . . . for Business Week’s 917% man- 
agement audience consistently votes this magazine “‘most useful” in its field, according it 
such attention that Business Week delivers the greatest management readership per 


dollar. You advertise in Business Week when you want to influence management men. 
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ILLINOIS’ 2nd BIG MARKET 
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om 
Only Chicago tops Metropoli- 
tan Peoria’s — 
* 284,800 population 
¢ $516,870,000 consumer 
spendable income 


¢ $386,231,000 total 
retail sales 
(SRDS est., 7/1/56) 


*Old Indian word for Peoria area 
meaning “‘land of plenty.”’ 


Only WTVH blankets this 
100% UHF area with — 


* top programs — CBS and 
ABC — 14 of the top 20 
shows (ARB 11/56) 


* top power (500,000 watts) 
* top tower (660 feet) 


* top coverage 
(18 rich counties) 


Channel 19 


Peoria, Illinois 


unin with Peoria is tential Star, Edw. Petry & Co., Natl. Reps. 
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BBDO’ers who joined since then. 
There are now 2,220. 


Benton & Bowles, New York, 
billed $92,000,000 in 1956, up from 
$70,000,000 in the preceding year, 
with a “negligible” proportion in 
fees. The rise in billings largely 
reflected B&B’s superb new busi- 
ness year in 1955, when it raked 
in such blue-chip advertisers as 
S. C. Johnson & Son, Florida Cit- 
rus Commission, Studebaker and 
others. 

In 1956 it added Johnson’s 
Beautiflor and Kentile Inc. It lost 
General Electric’s laminated prod- 
ucts department; National Distill- 
ers’ Bellows brands; Diamond 
Match’s match and woodenware 
divisions; Procter & Gamble’s 
Camay (B&B was named at the 
time to handle a new, unnamed 
product by P&G); and the Cigar 
Institute. Benton & Bowles’ bill- 
ing is about like this: Broadcast- 
ing 59%, magazines and supple- 
ments 23%. It employs 1,075 peo- 
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Mark WORCESTER a 


Worcester County 
families buy their 
drugs, drug sun- 
dries and cosmet- 
ics in FOUR types 
of outlets. 


| 


$995,082 in 
Variety Stores 


$4,579,293 in 
Food Stores 


$18,899,000" in 
DRUG STORES 


A 34 million dollar 
(20%) increase over 
the previous year 


*Bosed on report from Federol 


Reserve Bonk 1954 Census of 
Business 
tBosed on Survey by Progressive 
Grocer 


tSeles Monagement Survey of Buy- 
ing Power. May, 1956. 


"MAJOR DRUG MARKET 
with-$22;203;000 in Drug Sales 


NOW # 45,0, L205 


if you judge the Worcester 
Drug Market by Drug Store 
figures alone, or by the local 
wholesale drug picture, you 
miss sales of more than 
$6,142,000. 

Local level knowledge of 
this $624,927,000 retail mar- 
ket is a must for top-level 
decisions. 


ym-Gexette Circulation: Daily 159,666; Sunday 106, 296 
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ores oa By nee Sy seme 


WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


Advertising Age, February 25, 1957 


ple in all offices. 


Brooke, Smith, French & Dor- 
rance, headquarters Detroit, is 
said by Walter C. Ayers, presi- 
dent of the agency, to have billed 
5% more in 1956 than in 1955 
(which on the basis of $25,500,000 
reported billings in 1955 would 
make the 1956 figure $26,775,000), 
despite a year in which the agen- 
cy lost an impressive number of 
accounts and a considerable num- 
ber of people. 

The agency acquired C. F. 
Church Co. and Ferry-Morse Seed 
Co. in June of last year, and the 
Laminated Products department of 
General Electric in November, but 
lost most of its share of the Under- 
wood Corp. account early last year 
and the remainder in midyear; 
York Corp. moved out Oct. 1 and 
Boston Woven Hose & Rubber, 
Sept. 1; Youngstown Kitchens (es- 
timated billings $1,250,000) moved 
out at year-end, when the agency 
also withdrew from Hudson, and 
Iroquois division of International 
Breweries also departed at year- 
end, effective March 1. 


® Hudson, which reportedly billed 
about $3,000,000 through the agen- 
cy in ’56, was down very substan- 
tially from previous years’ billing 
(at its peak the auto maker put 
$6,000,000 to $7,000,000 into ad- 
vertising), but Mr. Ayers reported 
“substantial increases” in Amer- 
ican Blower, Chris-Craft, Bacardi 
Imports, Wyandotte Chemical and 
others, including York, which he 
said more than made up the ldéss 
on Hudson and Underwood. 

The agency doesn’t break down 
its billings by media, except to 
say that it is heavy in sales pro- 
motion and literature. Mr. Ayers 
reported “an average” of 250 em- 
ployes during the year; at year- 
end the total was substantially 
lower. 


| D. P. Brother & Co., Detroit, 
billed an estimated $38,000,000, up 
| sharply from the $31,366,521 billed 
jin 1955, and nearly double the 
|}agency’s 1954 billings. 
| There were no account changes 
in the agency’s list. D. P. Brother 
is agency for General Motors’ 
| Oldsmobile division, whose sales 
| have moved up dramatically in 
|recent years, and other parts of 
GM. No media breakdown is 
available, but Brother’s television 
billings have shown a sharp rise 
in recent years. 
| The agency placed estimated 
| radio-tv billings of more than $5,- 
| 000,000 for various General Mo- 
| tors divisions, principally Oldsmo- 
bile. Included in these billings 
| were “Wide, Wide World” (one- 
\third), “Saturday Night Spectac- 
| ular” (one-half), co-sponsorship 
of the political conventions and 
the election (radio and tv) and 
the telecast of the Emmy and 
Academy Award presentations— 
all on NBC-TV. 

The agency has 190 employes 
in three offices and anticipates a 
*57 about like 1956. 


Leo Burnett Co., Chicago, billed 
$79,000,000 in 1956, up from $71,- 
| 000,000 in 1955. Of the 1956 total 
about 2% was in fees, comparable 
with 2.3% in the preceding year. 
The agency had another striking 
ball business year, adding Camp- 
bell Soup’s Franco-American 
| products, Pabst’s Eastside beer, 
Procter & Gamble’s JIF. peanut 
land K Secret deodorant, Camay, 


and Kendall Co.’s Fling, an anti- 
|perspirant foot powder. 

The agency resigned England- 
er, lost Converted Rice (Uncle 
| Ben’s) after a shift in ownership 
in which the new controlling 
principal decided to consolidate 
the advertising with that of an- 
other owned company, and Mars 
Inc. when Burnett refused to par- 
ticipate in a competition with 
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Guess what this logo means—win two free gifts! 


Everybody wins! Just fill out the coupon (right) 
and we will send you a personal certificate of logotology 
(suitable for framing, of course) as well as two free gifts 
we think everyone in advertising should have. 


*DO YOU KNOW YOUR LOGOS? 


Box 473, Advertising Age, 200 E. Illinois St., Chicago 
In my logotological experience, | would say this is the logo of 


ie and they sell “ 
NAME a See ee a EE Ee ee 
oO , a 
ADDRESS a a or ne = 
a SS STATE 


AG i ae neg |) eee, oA si iemne Sc ee eS ne aly, ee een Le, OM re ee 
Hit ag =~) | oan grin TA eee 2 fe RR AR Re ame 4 ges ele i WR See a pot, 9 Aes wer ne Rg airy nd wes Ce ee oe ieee : es 
AY ghee Cala ¥ ee a Loe eae ae ere eee he oe Ss, fay it ele a lala ices bs ae, eee is ai S Fe ee ea pag ee ie 3 Reena ee Ee 7 . fer Mec teaes. * 2 AR i: : | iy pet 3 Ki 
Site pene 4 ing a ee St a < wor is Rcd oe a pte ia, “a eee ae oe ahs Rt. aie. 5 aaa ve ae eo ‘“ per eras is eae ’ SPs ME ong et : x 
pengericl: ie ata aed ia aie ok th. sata ee. he mT > ae Oe Se Ee eee se = ee ee . = a ee ee op eee Pe: cs hy ee rg Ass bles e» me, =, See eee |) obese dS ee Re ce Mea ee oa Be seghece 2 i2 = : oe 
; "eh . wy eae name eh hag, ara 2 Ps nen hie ak iets we Pevensey = Ag 5 ies ae ia 4 coo 2 eed ‘ Oe Be cn r ls Orem y 

pit ee en 0 ae dni eau aor gf es Ae a i sia a ols oh ie a pc ee OR ae We ere je 
ea fe Roane 
5 ‘« poate bg 
i a, tg oe 
eae 
Tes ease 
ei 
ae te 
ea 
Ey a 
: Bers ao 
Sin 
vi is 
: Be ii 
. aes 
: Prk coe 7 
co ere 
teria 
, re e 
ts ii 
7 es ia 
7 ————e , er. & 
ea Pel aes ee rae é s 6 % ; a ae ae ‘ . : ie <a ef 
Bye ete a ae oy ee oe ‘her os ines ' 1 tats eagle aa eRe gt ang ‘ <> a oA eee ‘ a. i 
‘ ae 4 e® Fo 2 et Ft ey erly me eo Te st ce Oe Oh ee PASLAE OE ep ss, a ae Se ie 2 ee 2 i.e: * oT, gee 
: a Aut : aw) io, eae ne sin anger vie 6 ete tatetate? mee BD ot es ; . <oseiat oe ae a sa 
: : Fg ee i le eet we OF x z Te sc aN 
m Ce ee 
poe " See ee 7 
. E sae Ga 
*.% nee 3 : 
. . : a rs 
“ere . i Bs 
tee Lee 
ae ee 
a eB rS ip ee ae 
* res Se sa Aa 8 
¥ ¥ J ey 3 
ee Sek 
‘a Beha 2) 
oo. f pen me 
ietete ia ae, oF a 
o. 6's a he Se aha 
pi z Bn ae 
er seo nl od ome Ce 
»*. ee a ore ty 
am iy oo 
ae ic eee Ree 
i ey a wee 
= ay : ; ae 
ee : Perk 
. ‘ tes ae oe 
see ipmeae¢ 
ee ee ae r 
’ : ath das 
re 0 aS 
F is 
at tee o 
I et REV ARS 2 
+ Wea ea 
ee q dears menos 
: cea eh 
a PE is 
Hat octet 
rate iy, 
mot ae 
mer ° ss 
ly a age 
x ¥ * 
"ee: he 
* eas : 
s*e* ae . 
ce 4 
ete . a 
an ete 
oe 
*. ere ee Ss oe 
Cae ss alien he 
aw 4 fs eS 
eee es fs a hee z 
pee’s P0" p eglae * 
. ‘ee : 5 
s ae Feat 
Wie" Pie enors 
oo 
.. oe ne 
oes “aes ite cae 
. a eae ee 
. tes “ 
*.*.”. 2 ee a 
oe’ Ad + e 
. aaa : 
ees Pg ] 
—- ae 
—, pats eete ee ; 
— eae i mec 
8 ae = ts eee 
.. aa ae 
’.”.”. ae : ee 
——> =< Pa 
— aa sy gee 
. x oe ears 
.” = ait Sal pits oe 
ae Pee sct 
.. aaa wee oe 
ee es cet ee. 
o*e*s ses < 
>. - ; 
. ae 
> 
0° ee eras 
o* e's nny deel 
"ees “at ee 
ee 7 — 
.. — 
o*e°e : — 
ove e%e * 7 
———> ‘a 
ae ‘ae 
ee . an 
dod be . 4 = ee re 
oe aa E 
oes was 
o*e°s " . 
o*e's wes 
of e's ws 
o° es at P 
oe a ere 
o* e's peas a 
Se - ‘ 
**-e . . 3 
ee o¢ gi 
.. fe ates 
e- ae 
° aaa tae fe Poe, 
— | sa aa 
tees be, Ment op 
a i. eee Ne 
eee Ra Es ed: 
—-> a eet 
."... —_—n Pa aia 
o*e'e ‘ eet alia 
Ste > 2 : 
.. ae os 
ep e*e's ve ag : 
je’ eee nae Stet ‘ ‘ 
rat etee 2 aaa 
or e*e's Ci ae 
‘+e ee ae 
oe gui 
o*e*s . y nl 
o*e’e'e # ire 
of e%e . ; ; 
ove e's : ; 
o*e' e's saan ~e 
o* e's : Rate 
0° ee sara at sy 
0.0.6 . — aid ~ oe ie 
? ric Alea fy 
eeoes ae eee ee, 
—— cas es 
- a re aed ee 
7 . oe. *. * of a * ‘e Ringe’ tea 
EM Ome’) Om oe -o 7 ie “ese @ n —~ fs - —. = oon ene 
a6 ¢ @ a eee - veteran a eevee tenets eee “ _ Lt TPP wre . ‘ ree aa Ae 
; 1 ecererereesets! zi e's@ a ee oe on ee ghhe owe re ee 6) «43 fe. ke) ee elme . ee: sk 8 6 , ? ree . 4 F eee Shee 
; ante" seed eet iee: a 1 ol ee Ee EO Oe PP Ee at hele late a ace he eCard sete bealtee * Ore + Se ee nL ~.* een ee oy ee Sees ve 
: A Mal hen ee ty ep ha Oe Par ee ee A ee Oe 8 cretpteteteur esa eutess ss seceresss 9 9c0etisce.” Wee Dia tets Ne hetn a Rieter oN eae. ot ts tag ame yo em pe a a his pit ct 
. erste . = . *¢ . . . Raite ye ee ae he ei ee ee) 8.8 eee . . ee. cl Ke . . P 4 
pay 
A . yy 
Chet teats 
ae aia a 
eee en 
; re ban 
By Bt a 
aoe 
Bees ia 
j 
ep ©» os ates ot ae et pte?) eg iat er tee fae et FSi se : BRE MEP Re é be 6 nt ge tn, r. Me ae eS eS ere e ’ ins a 
: ; ian eax: oe OME eee a, ibe ee eee ee ; 5 ae eae SS. Seed wa ican aT, Sep ieee Shy 5 ea ing Nica ae ree” a ee Bde et ER Grice ol So edeteet ine or Ph ad 
ee aoe Ba ee 3 Taio Met ay vs Bo ue tisk. Pee oo! ieee oom - pares * legs i ae - i; 8. Ea See 2 é : Tin Wit an ; 
j eS Se ee Sak, rer ts a oe ee oe es Medes She wo eo - fn oe at ‘ ‘ 4 : : ; 
oe Hala ge 21) nS ale Sali alin ad PeeeeM a2 rs 55 COUT Wenn. Be nt oe ee RoR enka ide = oe a Sage fides Ee oe 2S eee een ; ae a 
ee oe ee PS gil ana = RRR EEA i Sa > ih aI a a ga a ac a ie en i bd SS ita a oe apes = Se he he eae Le. ot 
Ea! oes . Piet t 5 ss r Fi = st ye te as Pres T° res i en ie ; 2 ¥ Ll ps 7s ‘m 


Do you have all the facts about 
Montreal and Montreal’s English 
market? You'll find useful facts 
the 


Star’s current data book which 


and figures in Montreal 
will be promptly supplied on 
request. Practical merchandising 


services always available. 


Montreal Star 


Represented by O’Mara and Ormsbee Inc. 


| other agencies. 

During the year the agency 
moved to new offices in Chicago’s 
|mew Prudential Bldg., 
move since starting 
}in 1935. It continued to add peo- 


|ple, and among the key additions | 


|were James Yates, formerly a 
| partner in Reach, Yates & Mat- 
toon, named vp in charge of the 
|art department; Ben Laiten, copy 
| Supervisor, and John A. Miles, 
|mamed vp and manager of Leo 
| Burnett of Canada, Toronto. 


| Media billings breakdown: 
|Newspapers 13.3%; supplements 
3.8%; magazines 15.6%; farm 


| publications 1.1%; outdoor 1.8%; 
| network television 32.1%; spot tv 
21 %; network radio 2.8%; spot 
|radio 2%; transit 0.1%, and other 
6.4%. The agency has 710 people 
in its four offices. 


Campbell-Ewald Co., 
had another record year in 1956, 


its first | 
in business | 


Detroit, 


|}moving from an estimated $58,- 
000,000 in billings in 1955 to an 
|estimated $70,000,000 last year. 
Despite the agency’s heavy auto- 
motive volume (Chevrolet) and 
some evidences of a general de- 
cline in auto advertising during 
the relatively poor 1956 model 
| year, Campbell-Ewald wound up 
the year with increased billings 
from every client, without excep- 
|tion. It lost no accounts during 
the year, and picked up only one 
| of major importance—Firestone 
| Tire & Rubber Co., for which it 
first was appointed only for a spe- 
|cial campaign for snow tires, but 
|for which it is now placing all 
|magazine advertising for all tire 
lines. It atso added Weston Bis- 
cuit. Media billings: Newspapers 


|and magazines about 54%; broad- | 


/cast media 28%, and outdoor, 
| business papers, etc., 18%. 


# In March of last year Clarance 


WITH 


Study this reproduction of 
the cover of a style 


show program. 


The rose-colored area is 
the paper. The dark green 
areas are the ink. The 


light green areas are screened 


sections of the illustration 
which blend with the stock 
to produce a pleasing 


pastel tint. 


The production cost is very 
little more than that of the 


ordinary job, printed in black 


ink on white paper. 
Colored papers in the 
Beckett line cost only 

a little more than white 
paper of corresponding 
quality. Colored inks 
cost only a little more 


than black ink. 


HOW TO PRODUCE 
MULTI-COLOR PRINTING 


A SINGLE IMPRESSION 


SWATCHES OF COLORED PAPERS 
FREE ON REQUEST. Actually, these are 

miniature sample books of six of our 
most popular grades. Write for them now. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 


Makers also of the world’s whitest papers— Beckett Hi-White and Beckett Brilliant Opaque 


Advertising Age, February 25, 1957 


Hatch Jr., formerly with Kudner 
and D. P. Brother & Co., joined 
Campbell-Ewald as exec vp. The 
agency expanded service and per- 
sonnel during the year, expanding 
its merchandising department, es- 
tablishing a direct mail department 
and expanding research. In line 
with a fairly general trend, it com- 
bined its copy and art into a single 
creative department during the 
year. 

Campbell-Ewald also opened 
two additional offices during the 
year—in Cincinnati and Denver— 
and now has a total of 12 offices, 
all in the U. S., and 672 employes. 


Campbell-Mithun, Minneapolis, 
billed $35,000,000 in 1956, up from 
$25,000,000 in the preceding year. 
Fees accounted for 2% of the bill- 
ing in 1956 and 1% in 1955. 

The agency added Kroger’s St. 
Louis division, O’Brien Corp. 
(Lustr Glo paints and varnishes), 
Pablum Meats, and Quality Chekd 
Dairy Products (which returned 
after a seven-month absence). It 
lost First Federal Savings & Loan 
and Minnesota Dairy Industry 
Committee, a state affiliate of the 
American Dairy Assn. 

During the year it added Arch 
McDonald (ex-John W. Shaw) as 
creative director in Chicago and 
Julian Watkins (ex-Campbell- 
Ewald) as plans board chairman. 
William Lyddan, former vp and 
account executive, was named 
marketing director, a new post. 

Media billings breakdown: 
Newspapers 17%; other periodi- 
cals 15%; outdoor 6%; network 
and spot television 43%; network 
and spot radio 5%; art, mechani- 
cal and point of sale 12%, and 
other 2%. It has 379 employes. 


Cockfield, Brown & Co., Tor- 
onto, billed $29,721,000 in 1956, of 
which 8.2% represented fees. In 
1955 this agency—Canada’s larg- 
est—billed $27,798,000. The year 
showed a mixed picture; although 
the agency added 20 accounts, it 
lost a substantial number of large 
advertisers. 

Among the accounts it added 
were Dow Corning Silicones Ltd.; 
Dowty Equipment of Canada; Du- 
plate Canada; Kik-Cola Co.; Milk 
for Health; Monarch Lumber Co.; 
New York State Dept. of Com- 
merce (travel bureau), Orange 
Crush Ltd.; Pet Milk Co. (Cana- 
da); Plax Canada; Remington- 
Rand Ltd. (shaver division); Sys- 
tems Equipment; Smith Kline & 
French Inter-American  Corp.; 
Tilden Rent-a-Car Co.; TransAir 
Ltd.; Underwood Ltd. (electric 
typewriter and electronic equip- 
ment); Viewmaster (Canada); 
'Wabasso Cotton Co.; Webb & 
Knapp, and Woods Mfg. Co. 


s It lost the Mercury-Lincoln- 
Meteor division of Ford Motor of 


|Canada, although it retained the 
Ford-Monarch division (trucks, 
|parts and accessories, institution- 
| al) and Ford Tractor & Equip- 
ment Co. Also lost: Chesebrough- 
Pond’s Vaseline advertising; Pep- 
|si-Cola of Canada; Rexall Drug 
| Co. Ltd.; Savage Shoes; Nestle of 
|Canada; Ontario division of Mol- 
|son’s Brewery; U. S. advertising 
lof Trans-Canada Air Lines, and 
|Canadian Wallpaper Mfrs. Assn. 


s During the year the agency 
overhauled its management ech- 
elon. G. Warren Brown moved up 
‘to board chairman and T. L. An- 
derson succeeded him as presi- 
dent, having previously been 
|managing director. G. C. Ham- 
|mond, formerly vp in charge of 
the Montreal office, retired. D. R. 
|Robie became exec vp in Mon- 
|treal, and C. W. McQuilian exec 
vp in Toronto. 

Annoyed because most of its ac- 
|count losses were to Canadian 
| branches of U. S. agencies, and 
because they came after a period 
of great growth (the agency’s bill- 
ings quadrupled in the postwar 
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w 1956. LOOK LED ALL MAGAZINES IN 


FOOD ADVERTISING GAINS 


In 1956, versus 1955, LOOK gained more food 
advertising pages and revenue than any other 
magazine. In fact, LOOK gained more food pages 
and revenue than Life and Post combined . . . and 
passed the Post in total food pages and revenue. 


The full significance of LOOK’s outstanding year- 
end report becomes clear when the trend in food 
advertising over the years is studied. Just five 


The recent record: 1956 versus 1955 


years ago, LOOK was tenth in food ad revenue, 
twelfth in food pages. Since then LOOK’s food 
pages and revenue have grown in each successive 
year. Today LOOK is third among all magazines 
in food ad revenue, fourth in ad pages. 


Look at the record—the past year, the past five 
years, the past ten years—for the top ten maga- 
zines in food advertising revenue. 


FOOD AND FOOD PRODUCT ADVERTISING GAINS OR LOSSES 
Revenue Pages 
a: Sa MOA + $2,132,237 BANE oi io. cts bevel co pee + 75.02 
Ee ae RR ey pee + 1,172,456 bs MAP AN Gaia ieee ws ceca 4 55.22 
RE Qa ee nee a are oe + 1,024,406 READER'S GIGEST® .. viiiviiccwasedsens + 31.00 
READER'S DIGEST* ........... = 943,700 ot ty ee eat yo Ree! + 20.04 
POST Cy RS > oe De Cae + 755,433 RD, See: . eee selec tra is ee + 5.79 
WE ili sh nbd vbg neues + 667,078 GOOD HOUSEKEEPING ............. + 2.40 
Os Ue eV ebis eyes resis 506,434 a, APES REC EO. Por eee eS + 2.32 
GOOD HOUSEKEEPING ......... 274,716 Ge hse x v5 & 57k tale ee -— 9.26 
So a a i ae eee _ 879,616 We ND swe bikin Woy ot uasd bees = 49.29 
FREY GUD inc ieee cca cee a 987,511 FRET GED sku ces Karate ieee = 77.21 
*Did not accept advertising prior to April, 1955. 
The 5-year record: 1956 versus 1952 
FOOD AND FOOD PRODUCT ADVERTISING GAINS OR LOSSES 
Revenue Pages 
v Tene A ee WE 2 cabee's » sends: «.S + 176.85 
EE is ic his O44 nuda Ace & & ce OKe 2 4,147,308 CE a Sch irs ake oats 0° > dc mad + 125.32 
L. H. J bib nd is\e sw 0 6% vhs a AMERICAN HOME ................ + 94.81 
GOOD HOUSEKEEPING ......... + 1,733,878 Re, Oar Mates at MED ss we sceeiteann + 76.90 
AMERICAN HOME ............. 1,429,609 GOOD HOUSEKEEPING ............ + 61.12 
ERA o> .< thts Kot Re Ase eae + 1,368,549 MAMIE, 6-v\nc a did wks ae Ow bile ee + 16.30 
DUP Ss %. 9.5.0 o's} wee » ee + 1,293,701 EEG lites iow ctictetss ane + 12.72 
Pe es Rick was see av aera + 1,011,586 ET, ayo: 5 pid ona! b>. sicks aa 2 Se = 27.27 
FRE CHURN. Ss Cecie es wunas _ 641,566 Pe SOI fo ak dN Sate ede — 163.24 
J og meen -— 2,295,438 WEE SD... <a. w Regi nc plas = 175.31 
The 10-year record: 1956 versus 1947 
FOOD AND FOOD PRODUCT ADVERTISING GAINS OR LOSSES 
Revenue Pages 
MCS i. i ateeer es + $14,388,657 A AR Cee Depa 
EE SINE GN = PPE a pny + 5,863,198 ET Se Gc, dy’ dae bea alee aie 4 196.22 
kg. ae eee ore + 3,253,114 AMERICAN HOME ... .. 58.64 
AL gees, 2 eee eee + 2,233,227 B. H. & G. ores fo) See + 21.79 
GOOD HOUSEKEEPING ........ + 1,461,523 GOOD HOUSEKEEPING ............ — 22.44 
AMERICAN HOME ............ af 1,234,101 BT ERI Fog Se 2 Ss a ea — 80.97 
Se et a Pek Fh hed eon + 949,767 |, ee eee eae 
RE Eg Ge ee ae + 795,036 oc Fee es -— 114.55 
a a + 764,577 POST . L Steis ode a ated Ok be — 131.74 
ED -45'x 6 Ws Sas Bee whee Be + 507,420 FAMILY CIRCLE = 237.70 


Source: P. I. B. 


THE EXCITING STORY OF PEOPLE 
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decade) it announced an adver- 
tising campaign in American 
business papers to sell itself to 
American companies operating in 
the Dominion—a campaign yet to 
materialize. 

The media billings breakdown 
shows: Newspapers 37%; supple- 
ments 6% jinagazines 13%; busi- 
ness papers 5%; farm publica- 
tions 4%; uidoor and point of | 
sale 8%; television 16%; radio 
9%; transit advertising 1%; other 
1%. The agency employs 530 
people in all offices, and the Tor- 
onto staff increased from 184 to 
205. 


Compton Advertising, New 
York, billed $59,100,000 in 1956, 
up from $45,500,000 in 1955, with 
$300,000 in fees in both years. 
During the year it added and re- 
signed Chatham Blankets, picked 
up Langendorf Bakeries and Bond 
Stores (western division) out of 
the Biow debacle, added new 
products for Chesebrough-Pond’s 
and R. T. French Co. (mustard 
and spaghetti sauces), and Proc- 
ter & Gamble’s Duncan Hines 


mixes. It also added _  Ster- 
ling Brewers (billing starts in 
March, 1957) and Par-T-Pak 


Royal Crown Corp., Chicago Roy- 
al Crown bottler. 


® It had one of the fastest ac- 
count tenures on record when it 


ws 


The top level executives 
in this medium-sized 
agency could be heading 
their own organizations. 
Some of them have. 

Or they could be 
department heads, or 
members of plan boards 
in giant agencies. 


The difference 
is that here 
they are free of 
administrative 
details and an 
endless round | 
of meetings— 
free to devote 
their talents 

to a limited 
number of 
closely-served 
clients. 


Roy S. Dursmne, Inc. 


655 Madison Avenue 


New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wiishire Boulevard 
Les A 5, Calif. 
DUnkirk 8-3411 


1736 Stockton Street 
San Francisco 11, . 
EXbrook 7-0456 | 
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was appointed as the new agency | fice with Biow’s former SF man- | croce (ex-Ruppert) as West Coast 
for Ruppert beer on Friday night | ager, Norton E. Mork, in charge.| vp; W. H. Hunt, as vp and Los 
and removed the following Mon-| The agency moved its New York| Angeles manager; Lawrence B. 
day, when the account was sud- | offices to 625 Madison Ave., re-| Dunham (ex-Campbell-Mithun) 
denly shifted to Warwick & Leg-| marking in passing that billings|as vp and account supervisor in 
ler. It lost Standard Brands’ Ten-| were up 30% in two years, that|New York. Frank Kemp, pre- 
der Leaf tea, tea balls and instant| 140 more people had been hired| viously a vp, was named media 
tea to J. Walter Thompson Co.,| during that period, and that 80% | director. 
and Avco appliances when Philco! more space was being taken. Dur- 
acquired them. }ing the year, in addition to Mr. 
| Mork, these key people joined the 
s Compton merged W. H. Hunt & jagency: Wilson A. Shelton (ex- field and L&M brands, and from 
Associates, Los Angeles, in '56|Biow) as vp and assistant crea-| 13%; magazines-business papers- | Gordon Baking Co. Otherwise, the 
and opened a San Francisco of-|tive director; Thomas R. Santa- supplements-farm papers 26%;| agency added all the Texas Co. 


outdoor 1%; other 4%. Compton 
has 634 employes in all offices 
}and figures 1957 will show an 
| 8% gain. 


Cunningham & Walsh, New 
York, billed $40,100,000 in 1956, 
down sharply from the $47,800,000 
reported in 1955. The agency’s 
billings decline stems from the 
loss of Liggett & Myers’ Chester- 


® Media breakdown: Network tv 
32%; spot tv 20%; network and 
spot radio, 2% each; newspapers 
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New Holland Machine Co. 058 
Division of Sperry = 1c 
New Holland, Penna. ae 


Att: Frank le Seyl, Plte Mere 


Yale & Towne Mfge Coe 


OS Lexington Aves, 1 8B 
ler Bldge, 
New York 17, N.Y. 
PEN 


att: EB. Fe Twyman, VoP- 


: 2 
West 2 i 052 
D Street & Erie Aves, Sy 


Philadelphia 3, Penna. 
PEN 
Att: Co Me Smith, Ire, Supre of prod. 


SKF Industries, Inc. 128 

Front St. & Erie Ave+, 24 B 

Philadelphia se ee Ppos3 
: Opores FEN 


Att: Kar) Kesselring, V+ Pe - 


. 0952 

Ince 

Pidadelphia Gear Works, 101 
G St. below Erie Avee 
Philedelphia 3, Penna Se 
att: T. E. Marts, Pole pols! 


seule yankee 
Taine Sosy Sere 


Aneri Ste, 

high Ave. & can 

Phi lodelpbis 33, Penne. a 
Att: Wwe We Peterson, v.P.¢ 4 ® 


ywell Regulator OPe 
Dive 


Minneapolis lone 
Brown Instruments 
w & Roberts AveSe 

Philadelphia bi, Pennae 


wills, Dire of Rese 


att: Walter fe 
West 
Budd Co 152 
aso Afanting Park Aves a 
Philadelphia 32, Pennse 73 


"ii" EF. ReSchmidt, Exec. Pa 
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‘\' except the industrial ad-| vision, B. F. Goodrich’s sponge 
‘3, after an 18-month|rubber products and George 
‘' in which the company|Helme Co.’s Viking snuff. 

‘ewed agencies to decide 

' would have the whole ac-|# In December the agency an- 
It added St. Regis Paper|nouriced a consolidation of the 
od gained and lost James | parent Cunningham & Walsh shop 
Distilling Co.’s Pin Bottle| with Brisacher, Wheeler & Staff, 


cout on, Which went back 
ye & Geller (now Edward H.| Angeles, 


on of Conklin Mann Agency it! 
acquired 


Hill Inc.) 


fine chemical and agricultural di- 


to| San Francisco, Mayers Co., Los 
and Cunningham & 
& Co.). Through acquisi- Walsh, Chicago (formerly Ivan 

The new combined 
American Cyanamid’s | agency is said to bill at the rate of 


new setup Franklin C. Wheeler is|ing Liggett & Myers’ L&M filter 
president of the San Francisco di- | cigarets, McKesson & Robbins, 
vision, Henry Mayers heads the | Gibson Refrigerators, Carey Salt 
Los Angeles division, and Ivan Co., Bostwick Laboratories divi- 
Hill is exec vp of the Chicago sion of B. T. Babbitt Inc., part of 
office. | Alliance Mfg. and O-Cell-O (Gen- 
The agency has 500 employes | eral Mills). The agency lost Rob- 
in five offices, and it estimates|ert Curley Ltd., maker of hair- 
that 1957 volume will be up 30%./| styling preparations, and Lady 
| Esther face creams and powder of 

Dancer-Fitzgerald-Sample, New Chemway Corp. (effective 1957). 


York, billed $61,000,000 in 1956, The agency shuffled its San 
| up from $51,000,000 in 1955. It had | Francisco office in the course of 


$50,000,000 annually. Under the!a notable new business year, add-| the year. W. W. Woodbridge Jr., 


from Penton’s 


million dollar census ? 


Our million dollar investment in the Penton 
Continuing Census is paying you big dividends. 


How? This is a Continuing Census. For 16 
years it has been combing the market daily for 
new plants. It is continuously catching the 
changes—checking on personnel turnover, 
product diversification and plant expansion 
throughout this changing market. 


All of this gathering of information doesn’t 
help you one iota. It’s the way we use it 
that counts. 


You may assume your basic benefit from this 
million dollar census operation is the market 
research information you get—but that’s not 
it. Important and helpful as such data is to 
so many of our advertisers—that’s only a 
by-product of our census. 


What is the basic benefit you get from Penton’s 
Continuing Census? It is constantly effective 
coverage of your markets. We're using our 
up-to-the-minute census findings constantly 
to be sure we’re reaching the right men in 
the right plants. 


That’s what you want. That’s what you get 
from each Penton publication to make your 
advertising more effective. 


ne EN TOWN 


Publishing Company 


PENTON BUILDING * CLEVELAND 13, OHIO 


vp and San Francisco manager, 
was brought to New York to the 
L&M cigaret account group. Two 
San Francisco account men—Wil- 
liam V. Patten (Guild wine and 
Falstaff beer) and Lawrence D. 
Dunham (Sperry division of Gen- 
eral Mills) moved up to vp posts. 
Charles L. Hotchkiss, exec vp in 
San Francisco, resigned. 


= In New York the agency added 
Gerald V. McDermott (ex-Don- 
nélly Advertising Corp.) as out- 
door department manager; North 
Clarey (ex-FC&B) as account ex- 
ecutive on McKesson & Robbins; 
Michael De Vivo (ex-JWT) and 
William N. Tollis (ex-Morse In- 
ternational) as art directors, with 
Mr. Tollis on tv. Thomas P. O’- 
Connell, formerly an account ex- 
ecutive, was named director of all 
media for the Chicago office. 

The agency produced the cur- 
rent Brand Names Foundation 
campaign, and agreed to serve as 
volunteer agency for a second 
year in 1957. The agency doesn’t 
break down its media billings, al- 


THE 
ASBURY 
PARK 
PRESS 


IS THE ONLY 
ABC DAILY 
THAT 


DOMINATES 
THE 


FAST-GROWING 
MONMOUTH-OCEAN 
COUNTY AREA 
THIS 
YEAR-ROUND _ 
MARKET IS 
ESSENTIAL 
TO FULL 
NEW. JERSEY 
COVERAGE 
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When you have a product 
to advertise in Connecticut 


MANCHESTER 


is a potential market you cannot afford to overlook. 


One of the top bracket cities in the nation for per 
capita spending. 


To get your share of this money be sure your media 


plans include the 


MANCHESTER EVENING HERALD 


Manchester, Connecticut 


though it has been a longtime 
leader in broadcast advertising, 
and still has around 30% in those 
media. It has just under 600 em- 
ployes in all offices. 


D’Arcy Advertising Co., St. 
Louis, billed $51,000,000 in 1956, 
down from $57,000,000 in 1955; 
5% of its 1956 billing was in fees. 
The drop was due primarily to the 
loss of Coca-Cola billing in March. 
The agency had a strong new 
business year, adding Anderson, 
Clayton & Co.’s Flair margarine; 
Consolidated Foods Corp.’s Mon- 
arch brands; Doyle Packing’s 
Strongheart dog food; Reddi-Wip 
Inc.; Krey Packing Co.; Lenox 
china and giftware; Fedders- 
Quigan Corp., and Parkersburg 
Rig & Reel Co. steel building divi- 
sion. It lost Packard-Clipper divi- 
sion of Studebaker-Packard; Fed- 
eral Enameling & Stamping Co.; 
Aero-jet General Corp., and Bay- 
uk cigars. 


The agency feels it was more 
diversified by the end of 1956. It 
added a number of key people, 
including H. W. Chesley Jr. (ex- 
Philip Morris), exec vp; Hans 
Sauer (ex-Lennen & Newell), vp 
and art director; Petterson Mar- 
zoni Jr. (ex-Lorillard), research 
director; D. W. Lockwood (ex- 
Foote, Cone & Belding), art direc- 
tor, and Murray Leddy and R. F. 
Leech, account executives. 

Media billings breakdown: Net- 
work television 23%; network ra- 
dio 11%; newspapers 15%; mag- 
azines 23%; outdoor 16%, and 
other 12%. It opened a Detroit 
office last year and closed its Ha- 
vana office. It has 483 people in 
all offices. 


Donahue & Coe, New York, 
billed $27,100,000 in 1956, up sub- 
stantially from $20,600,000 in 
1955. About 3.38% of the 1956 
billings came from fees. The agen- 


a ae 


excels any in America today. 


superiority. 


In every kn envelope is your guarantee of 


proven engraving workmanship which equals or 


During 1956, 10 New Chicago Advertising Agencies 


have become kn clients only because of this 


-KIEFFER:NOLDE | 


Advertising Age, February 25, 1957 


cy had a bumper new business 
year: It added the Bosco and Kas- 
co dog food divisions of Corn 
Products Refining, Schieffelin’s 
Hennessy cognac, Teacher’s scotch 
whisky, Dagger and Don Q rums, 
Chartreuse liqueur, Moet & Chan- 
don champagne, Cora vermouth 
and Ruffino chianti, Arthur Mur- 
ray, E. F. Drew’s Tri-Nut marga- 
rine, Chemway Corp.’s Lady Es- 
ther face creams and powders. It 
resigned the American Agricul- 
tural Chemical Co. and lost Seam- 
less Rubber Co. 

In December the agency con- 
solidated with Arthur Grossman 
Advertising, Chicago, which is 
now known as Donahue & Coe 
Inc. (of Illinois). This combina- 
tion will increase the agency’s 
billings by about $5,000,000 and 
bring in Borg-Warner Corp.’s 
Norge appliances and York air 
conditioners, plus National Presto 
Industries. Mr. Grossman is pres- 
ident of this new company, while 
E. J. Churchill will head D&C’s 
New York, Montreal and Atlanta 
operations. 


s During the year a top bracket 
shuffle made Walter Weir exec 
vp; Oliver Kingsbury, vp, secre- 
tary and chairman of the man- 
agement committee; William 
Schneider, vp in charge of crea- 
tive services, added the title of 
plans board chairman, and J. R. 
Rosenthal was named vp for mar- 
keting, research and merchandis- 
ing. Albert W. Metzger (ex- 
Alexander Smith) joined the 
agency as an account executive; 
Clark M. Agnew (ex-Lennen & 
Newell) heads tv creative activi- 
ty; Joseph R. Joyce (ex-Ruthrauff 
& Ryan) is vp on Bosco, and 
J. F. Ryan, account exec, was elect- 
ed a vp and account supervisor. 
Donahue & Coe, long identified 
as a motion picture agency, now 
has only 18% of its total in mov- 


ies billing. 
Media billings breakdown: 
Newspapers 36%; magazines 


29%; tv-radio 31%; outdoor 4%. 
Donahue & Coe’s personnel grew 
by 24% during the year, and it 
now employs 305 people. 


Erwin, Wasey & Co., New York, 
billed an estimated $41,000,000 in 
1956, of which about $19,000,000 
was billed overseas. For 1955 com- 
parable figures were estimated at 
$39,000,000 and $17,500,000. Only 
a fractional portion is in fees. 

The agency added American 
Chicle Co. (new product), Van 
Camp Sea Food, Los Angeles Soap 
Co. (White King), U. S. Indus- 
tries (corporate advertising), Seth 
Thomas division of General Time, 
Club Aluminum Products and 
Rootes Motor Group. It lost its 
share of Texaco, Zonite, Musterol, 
Zotox and Triocin, Zemo and Olive 
Tablets. 

During the year the agency un- 
derwent a management change. 
Howard D. and David B. Williams, 
father and son and president and 
exec vp, respectively, bought the 
interests of Lou Wasey, board 
chairman, and his nephew, George 
Wasey, exec vp. Mr. Wasey found- 
ed the agency 41 years before and 
sent many of the drug products he 
owned spinning across drug coun- 
ters through it. 

The shuffle moved Lorry North- 
rup, vp and general manager in 
Chicago for 15 years, up to exec 
vp and secretary; Emmet C. Mc- 
Gaughey remained as exec vp for 
West Coast operations in Los An- 
geles. The general effect of the 
shuffle was to move younger men 
into management spots, with ma- 
jor offices headed by men under 
45. 


s On the international front, the 
agency shortly will open a Sao 
Paulo, Brazil, office. Its London 
office has 304 employes, is oper- 
ating at a $12,000,000 annual bill- 
ing rate, and has 10% of its billing 
in tv. 

A heavy user of print, E-W has 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


a 


I suppose living here we should be used to it, but the amazing growth of 
Metropolitan Oakland (Alameda County) never ceases to be flabbergasting. 
It’s hard to realize that the population has passed that of San Francisco, and 
that only Los Angeles exceeds Alameda County in food sales. 
It’s a quality market, too. Its people have money to spend, and spend it. No 
other county in the West can boast better merchants or more up-to-date mer- 
chandising of practically all lines of consumer goods. Alameda County is 
one of the country’s top markets. 
WALTER GUILD 
President 


GUILD, BASCOM & BONFIGLI, INC. 
San Francisco 


Yes. 
It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market. 

It is equally important 

to remember this fact: 


ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND* 


Daily 201,308 

Sunday 225,010 

ABC Publisher’s Statement 
September 30, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 
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one-third of its billing in newspa- | was estimated at $76,000,000, with 
pers and supplements, one-third in | $8,000,000 in international billing. 
magazines-business papers-farm| The agency had a busy account 
publications and outdoor, one-third | year, adding two large accounts: | 
in broadcast media. It has 750 em-| The new Edsel division of Ford | 
ployes. Motor Co. (billing to begin in °57) | 


and Trans World Airlines. Also | 
William Esty Co., New York,!| + : ; 

billed an estimated $60,000,000 in added were Hawaiian Pineapple’s 
1956, up from the $54,000,000 esti- | 
mated for 1955. The agency ac- 
quired all advertising for Under- 
wood Corp. business machines (it 
previously had only electric type- 
writers). It dropped the General 


Advertising Age, February 25, 1957 


and S&W Fine Foods. Lever’s; at the beginning of 1957 with Roy 
Spry, Safeway confections and sal- | Campbell, former exec vp, taking | Newspapers 27%; magazines 25%; 
ad dressing were resigned, as was| over the western division, and it|outdoor 5%; television 35%; 
International Latex Corp.’s girdles | added these key people: Rolland | radio 8%. An important footnote 
and bras. It lost Commonwealth| W. Taylor in management, Fred | on FC&B in the broadcast field is 
Shoe, Johnson’s Beautiflor and|Ludekens and Curtis Berrien in| that nearly all of its television 
BOAC advertising in North Amer- | creative, Albert Remington, Bruce | billing is network, while nearly all 
ica. Miller and William E. Chambers its radio is spot. FC&B employs 


Media breakdown of billings: 


Mills business—Sugar Jets—which 
it had picked up two years before. 
But the most significant change in 
its account list was the loss of a 
sizable bloc of Colgate-Palmolive 
products: Fab, Vel and liquid Vel, 
Vel beauty bar, Rapid Shave and 
Brisk toothpaste. The total ran 
about $15,000,000, close to a quar- 
ter of the agency’s total billing, 
although all Colgate accounts 
billed through December. Histori- 
cally, Esty billing has been fairly 
evenly divided between print and 
broadcast media. 

Esty has 325 employes. Its ratio 
of employes to million-of-billing | 
has always been the lowest of the 
major agencies: In 1955 it han- 
dled $52,000,000 with 285 employes, 
or one employe per $182,456 of 
billing. Consequently, when it 
dropped the Colgate bloc, no en 
masse firings were necessary. 


thank 
you,” 


and 


Foote, Cone & Belding billed an 
estimated $81,000,000 in 1956, of 
which approximately $6,500,000 
was international billing and 2% 
was in fees. In 1955 the agency 
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It’s never been 
proved that 
because an 
agency is big 

it must be 
good... for you. 
Otherwise, why 
would so many 
of the clients 
of the giant 
agencies keep 
right on 
playing musical 
chairs? | 


Roy S. Durst1ng, INc. | 
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frozen concentrates, Kraft Foods’ | Jr. in account management. Vin-/| 1,100 people in all offices. ; 

| confections, Lever’s Imperial mar- | ® The agency opened a new office | cent Tutching, former president of 

| garine, Thomas Organ Co., Mar-|in Detroit during the year. It|FC&B International, left to join Fuller & Smith & Ross, Cleve- a 

chant Calculators, Paper-Mate’s|closed its Montreal office, re-| McCann-Erickson. To assist on | land, billed $39,000,000 in 1956, ow 

Tred, Station WGN and Ringling | opened in Mexico City. It arranged | Edsel, FC&B said it would estab-|up from $37,000,000 in 1955. It 

Bros. Circus. It lost RKO Pictures| for the retirement of Don Belding | lish 11 regional offices. added the following accounts: : 
F 
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Edison Electric Institute, Futorian- 
Stratford Furniture Co., Harnisch- 
feger Corp., Ilford Inc., Skil Corp., 
SoundScriber Corp., Wallpaper 
Council, Wooster Brush Co, and 
A. B. Dick Co. It lost Bryant divi- 
sion of Carrier Corp., Calumet & 
Hecla, Georgia-Pacific Plywood 
Co., and Lukens Steel Co. 

The agency’s billings are peaked 
‘0 print: Magazines, farm publica- 
ions and business papers account 
‘or 73.75%; newspapers and sup- 
plements 7.63%; radio 1.97%; tele- 


vision 16.10%; outdoor and transit 
0.55%. The agency has 444 em- 
ployes and estimates it will show 
a 7% gain in 1957. 


Grant Advertising, Chicago, 
billed $78,500,000 in 1956, of which 
3% was in fees, and international 
billings accounted for $46,000,000 
(computed at free rates of ex- 
change). Last year the agency re- 
ported $67,900,000, of which $38,- 
000,000 was international (reported 
at official rate of exchange). 


It added the following domestic | Lite, Florida Lime and Avocado | 


accounts: Clark candy division of |Cammission, Coppertone Suntan 
Beatrice Foods Co., Ryder System Lotion, Campana Beauty Products 
and network tv billing on the Ply- | and Florida Power & Light. 
mouth division of Chrysler Corp. | 

It added a total of some 200 ac-|# During the year it opened new 
counts in the U.S. and overseas, | offices in Brazil (Belo Horizonte), 
including Muehlebach Brewing | Bangkok and Montevideo, It. add- 
Co., Sun Vertikal Blind, and Texas | ed Donald R. Wagnitz as vp and 
Bank & Trust. It lost Monroe | Dallas manager, William D. Adams 
Chemical, National Airlines and | 
Lentheric. It had full year billings | in Detroit, Clyde L. Clem as Dodge 
on a number of accounts gained | account executive, Todd Franklin 
the year before: Electric Auto- | as New York research director and 
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as tv supervisor on Plymouth copy 


B5 


Reginald Dellow as media director, 
Chicago. T. J. Maloney, exec vp of 
Grant. in New York, resigned; he 
is publisher of U. S. Camera mag- 
azine. 

Media breakdown of billings: 
Newspapers 25%; supplements 1%; 
magazines 14%; business papers 
and farm publications 0.5% each; 
outdoor 4%; network television 
25%; spot television 15%; network 
radio 2%; spot radio 5%; transit 
0.5%; point of sale 1%, and oth- 
er 6.5%. The agency employs 1,400 
people in 36 offices, with 625 
working in domestic offices and 


|775 employed in overseas opera- 


tions. 


Grey Advertising Agency, New 
York, billed $35,000,000 in 1956, up 
substantially from the $30,000,000 
reported in 1955. The volume in 
fees is “minor and decreasing.” 

The agency’s new business ef- 
fort was spectacular in result: 
During the year it added Gen- 
eral Electric’s photolamp division; 
Procter & Gamble’s Lilt, Shasta 


/and Velvet Blend; Wallace & 
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Sons silver; Hoffman Beverages; 
“hunky Chocolate; Lily-Tulip Cup 
Sorp.; Commonwealth Shoe & 
Leather; transportation advertis- 
ing on Calvert Reserve; Whitehall’s 
Needol (Grey already had Koly- 
nos); Greyhound Corp.; American 
Radiator & Standard Sanitary 
Corp.’s Youngstown Kitchens (ef- 
fective January, °57); all of the 
Simplicity Printed Pattern Co.; 
Mennen’s Hair Creme, and Rown- 
tree Chocolate, when it switched 
distribution to Chunky. 

There was a substantial portion 
of “out” traffic as well: Kirsch 
Beverages moved out to make way 
for Hoffman; National Retail Hard- 
ware Assn. was lost; Holgate Bros.’ 
toys were resigned; it lost Mojud 
Co.’s lingerie and blouses; Anchor- 
Hocking was lost, and Jacoby- 
Bender watchbands moved out. 


s During the year the agency 
opened a Hollywood office, under 
the direction of Robert D. Wolfe, 
who had been in charge of the 
West Coast office. It added a num- 
ber of key people: Hal Davis (ex- 
K&E) as a vp for radio and tv; 
three former Biow execs—Dr. E. L. 
Deckinger as vp and director of 
media, Jerome S. Stolzoff and Ed- 
ward Meyer, vps and account su- 
pervisors—Howard L. Bergman, 
director of sales promotion; Emile 
Frisard, copy group supervisor; 
John Kuneau, account group su- 
pervisor; Henry Petersen, business 
manager; Lester Rondell (ex- 
Scheideler & Beck) and Arnold 
Roston, art group supervisors; 
Melvin Singer, account executive, 
and Alice D. Thompson, copy 
group supervisor. 

The agency feels it made nota- 
ble progress in diversification dur- 
ing the year, that it has strength- 
ened its creative manpower and 
developed a market planning 
mechanism that integrates all 
agency services. 

Media billings breakdown: 
Newspapers 22.3%; magazines (in- 
cluding farm and business papers) 
41.6%; radio-television 27.1%. It 
had 502 employes on Dec. 31, up 
sharply from 384 a year ago. 


Kenyon & Eckhardt, New York, 
billed $83,000,000 in 1956, up sub- 
stantially from $68,000,000 in 1955, 
and almost all domestic billings. 
Its gains reflected its notable new 
business year of 1955, when ac- 


acquisitions: Blatz Brewing, L. P. 
Hood & Sons, Lever Bros. Spry 
and Instant Spry, Pepsi-Cola and 
William Underwood Co. It lost 
Mennen’s men’s line, Warner- 
Lambert’s Hudnut division, Welch 
Grape Juice (to ex-K&E man 
Richard Manoff, who set up his 
own agency after K&E got Pepsi- 
Cola), and lost Beech-Nut gum in 
the Life Savers merger. 

It opened offices in Montreal 
and Mexico City during the year 
and showed considerable success 
in each, acquiring Pepsi-Cola and 
Nabisco in Canada and Parker Pen, 
Coates & Clark, Helene Curtis and 
Yardley in Mexico. It also opened 
regional offices in Boston and At- 
lanta. 

In two of the offices, managers 
changed: In Boston, Frank Chris- 
tian succeeded J. Norman McKen- 
zie, who opened his own agency, 
and Orrin Spellman, who had been 
Philadelphia manager, quit to join 
Ruthrauff & Ryan as senior vp 
and this office was changed to an 
RCA service office and placed un- 
der New York direction. Robert 
Cole, who had been brought into 
the agency from Olin-Mathieson 
to head international operations, 
resigned and joined McCann- 
Erickson. 


® A major realignment in the 
agency’s management structure 
brought Edwin Cox, creative chief, 
to vice-chairman of the board. At 
the same time, five new senior 
vp’s were named: David C. Stew- 
art, treasurer and corporate serv- 
ices; Don C. Miller and Anderson 
F. Hewitt, in charge of account 
management; G. Maxwell Ule, 
marketing services (i.e., research, 
promotion, media, radio-tv); and 
Barrett Brady, creative services. 
Wycliffe Crider, former radio-tv 
vp, resigned after the reorganiza- 
tion and joined Y&R; Hal Davis, 
vp and promotion director, re- 
signed to join Grey Advertising as 
a radio-tv vp. Mr. Davis was re- 
placed by W. Stephens Dietz, who 
joined K&E earlier in the year 
from Ogilvy, Benson & Mather. 

Media billings breakdown: Tel- 
evision 37.8%; newspapers and 
supplements 23.8%; magazines- 
farm papers-business papers 
21.7%; outdoor 1.5%; radio 6%, 
and other 9.2%. The agency has 
903 employes. 


counts like RCA-Whirlpool Seeger 
came into the fold. Last year it 
again had notable new business 


Kudner Agency, New York, 
billed $66,240,000 in 1956, up from 


Advertising Age, February 25, 1957 


Net Profits of Advertising Agencies 1946 to 1955 


After Taxes As Percentage of Income 
(Covers American Assn. of Advertising Agencies Members) 
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tional Distillers’ Bellows whiskies, 
effective Jan. 1, 1957. Kudner 
dropped three accounts: General 
Motors Electro-Motive division, 
with Kudner since 1937, moved 
out to Marsteller, Rickard, Geb- 
hardt & Reed; U. S. Tobacco con- 
solidated its account with C. J. 
LaRoche & Co. at year-end, and 
Kudner’s portion of the Texas Co. 
account went to Cunningham & 
Walsh when Texaco consolidated 
its advertising. It had first full 
year billing on Frigidaire, which 
promoted its new square look ex- 
tensively. 

No media breakdown is avail- 
able, but broadcast billing is be- 
lieved to have run about $13,000,- 
000 in 1956, down about $1,000,000 
from 1955, when it represented 
nearly a quarter of total billing. 
The agency has about 400 em- 
ployes. 


Lennen & Newell, New York, 
billed $38,000,000 in 1956, down 
from the $38,500,000 reported for 
1955, but still representing a sharp 
new-business comeback to offset 
two sizable account losses—Calvert 
division of Seagram and Jos. 
Schlitz Brewing. Most of the new 


$60,000,000 in 1955. It added Na- 


accounts came in after July, and 


|the agency reports it currently is 
moving at a $50,000,000 clip. 

L&N added Armstrong Rubber 
Co. (tires and foam rubber) and 
Benrus Watch Co. out of the Biow 
debacle; it added Colgate-Palm- 
olive’s Vel and liquid Vel; the Bor- 
den Co. for a new product; Con- 
solidated Cigar Corp. (after it took 
over Lorillard cigar brands); 
Health Insurance Institute; Na- 
tional Distillers’ Hill & Hill and 
Bourbon de Luxe; Royal-Globe In- 
|surance Group, and Stokely-Van 
Camp. 


® Among the key personnel added 
during the year were Jack D. 
Tarcher and Leonard Tarcher 
(both ex-Biow) and respectively 
the account supervisor and ac- 
count executive on Benrus watch; 
John J. Schneider, supervisor, and 
William Mahu, account executive, 
on Armstrong Rubber, both ex- 
Biow, H. A. Jacobson, account ex- 
| ecutive on Colgate (ex-Bates). 

| Three art directors were added: 
| Vincent DiGiacomo, from Ogilvy, 
|Benson & Mather, and Charles 
Hawes and Rudi Bass, both from 
McCann-Erickson; five copywrit- 
ers—Jean Brown (ex-Biow), Han- 
no Fuchs (ex-Young & Rubicam), 


Net Profits of Advertising Agencies 1952 to 1955 


After Taxes, Based on Income 
(Covers American Assn. of Advertising Agencies Members) 
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| Harold T. Bers (ex-McCann), and 
Thomas H. Gad and Ralph Rosen- 
berg (both ex-Bates), and Julius 
S. Trieb, merchandising director 
(ex-McCann). 

Breakdown by media: Televi- 
sion 47.2%; newspapers 21.2%; 
magazines 17.7%; radio 8.4%; out- 
door 4.2%, and miscellaneous and 
trade 1.3%. 

The agency, it is felt, has 
changed markedly in the past five 
years and is moving into such 
marketing areas as product, dis- 
tribution and pricing, once re- 
served for the client. The agency 
now has 380 people in three of- 
fices, up from 305 a year ago. 


MacLaren Advertising Co., Tor- 
onto, billed $25,550,000 in 1956, of 
which $350,000 represented capi- 
talized fees and $370,000 was 
billed outside Canada. In 1955 
comparable figures were $21,000,- 
000 total billings, $300,000 in fees 
and $325,000 outside the Domin- 
ion. It added the sizable Domin- 
ion Stores account (around $500,- 
000) in March; Neilson Ltd.; 
Canadian Pittsburgh Industries 
paint division; F. W. Woolworth 
Co., and Molson’s Brewery (On- 
tario). It lost Noxzema Chemical 
in Canada; Nabisco Foods Ltd.; 
Dominion Rubber, and tv billing 
on Bulova watches, while retain- 
ing the print portion of the ac- 
count. 


s The agency acquired the Cana- 
dian Electrical Mfrs. Assn.’s In- 
stitute of Electrical Living—to bill 
about $175,000—after surviving a 
20-agency elimination process. 


Media billings breakdown: 
Newspapers 35.7%; magazines 
23.1%; radio 6.7%; television 


18.7%; outdoor 3.7%; transit 0.7%; 
point of sale 114%. MacLaren— 
which handles all divisions of the 
big General Motors of Canada ac- 
count—is generally thought to be 
the top television agency in Cana- 
da. It has 360 employes in six of- 
fices and estimates 1957 will be 
about the same as 1956. 


MacManus, John & Adams, 
Bloomfield Hills, Mich., billed $37,- 
523,085 in 1956, down slightly from 
$38,795,677 in 1955. In 1956 fees 
were $22,190; in 1955, $147,961. 

The agency added about $2,500,- 
000 in accounts, largely through 
the acquisition of accounts for- 
merly handled by David Mahoney 
Inc. These included Noxzema 
Shave cream, Rembrandt cigarets, 
Brioschi antacid, Medaglia d’Oro 
coffee, Virginia Dare wines and 
White Rock beverages. Later it 
added Good Humor Corp., of which 
Mr. Mahoney became president, 
and S. B. Thomas. It regained 
Briggs Mfg. Co. (billing started in 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Whether it’s a new dress or hat, or any one of a thousand things, 
people of the prosperous 14-county Greater Philadelphia market 
get ideas — buying ideas — when they’re relaxed at home and 
going through the pages of their family newspaper—The Evening 
and Sunday Bulletin. And now advertisers can give their sales 
message the added impact of R.O.P. spot and full COLOR— 
evening and Sunday — seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit + Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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7), the Evansville division of 
Bendix-Westinghouse Automotive 
Air Brake and added Steel Door 
Corp. It lost Ferry-Morse Seed Co. 


® During the year it closed offices 
in Chicago, Baltimore and Miami. 
It opened a new Houston office 
under Robert J. McCarthy. It add- 
ed Cal J. McCarthy Jr., James H. 
Graham and Robert S. Marker dur- 
ing the year. James R. Adams, 
chairman and famed automotive 
copywriter, died. In an executive 
realignment, Charles F. Adams be- 
came executive assistant to the 
president, Hovey Hagerman be- 
came senior vp, Fred J. Hatch, 
general manager, became a direc- 
tor and Leo Hillebrand, controller, 
became  secretary-treasurer. It 
created four new vps: Eugene J. 
Gramm, creative director in New 
York, Mark Lawrence, New York 
tv-radio director, Milton F. Coul- 
son Jr., creative director on Ponti- 
ac, and Leslie H. McMahon, To- 
ronto manager. 

Media billings breakdown: 
Newspapers 31.99%; magazines 
15.91%; business papers 10.65%; 
farm publications 0.47%; outdoor 
2.27%; network and spot tv 
13.83%; network and spot radio 
3.68%; direct mail 8.01%, and oth- 
er 13.19%. It has 342 employes. 


McCann-Erickson, New York, 
billed $219,000,000 in 1956, up from 
$166,000,000 in 1955 and a whop- 
ping gain of $53,000,000. In 1956 
its international billing rose to 
$45,000,000, compared with $31,- 
000,000 the preceding year. (Mc- 
Cann’s international billing is 
computed at free rates of ex- 
change.) The gain in McCann’s 
billing was thus $39,000,000 domes- 
tic, $14,000,000 international. For 
relative purposes, it might be noted 
that only about 23 agencies billed 
as much last year as the domestic 
increase of McCann-Erickson. 

It had a strong new business 
year, adding Adolph’s Ltd., An- 
chor Hocking Glass, Anderson, 
Clayton’s food division, Zeller 
Corp.’s Blue Crown division, Kiek- 
haefer Corp., Liggett & Myers’ 
Chesterfield, Lyon Tailoring Corp. 
and Mead Corp. Also added were 


Rival Packing’s dog food, Schen- 
ley’s Cascade bourbon, Swift & 
Co.’s Martha Logan economists 
campaign, Technicolor Corp., and 
U. S. advertising for Trans-Can- 
ada Air Lines. 

Also—through its Marschalk & 
Pratt division—it added the As- 
phalt Institute, Mennen Co. deo- 
dorant and Skin Bracer, Millinery 
Institute of America, Sabena Bel- 
gian World Air Lines and Vat Dye 
Institute. 

It lost Leisy Brewing Co. and 


Perfection Industries and resigned 
Clark Chewing Gum Co. 


® During the year the agency 
opened four offices. Only one was 
in the U. S., Atlanta; others were 
in Vancouver, B.C; Dusseldorf, 
Germany, and Valparaiso, Chile. 
It moved its 1,100 New York “home 
office” people into 14 floors of a 
new building at 485 Lexington 
Ave., complete with a 2l-year 
lease. 

For the past couple of years, 


McCann’s persistent search for 
people has caused nearly as much 
concern in the agency business as 
has its determined new business 
activity. Last year these key peo- 
ple joined the agency: Henry A. 
Mattoon, former president of 
Reach, Yates & Mattoon, New 
York; Benjamin F. Holme Jr., for- 
merly attorney for Connecticut 
General Life Insurance Co.; David 
J. Hopkins, formerly director of 
sales for CBS-Columbia; Anthony 
Hyde, former executive director of 
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Tea Council of the U.S.A.; Robert 
Cole, former Kenyon & Eckhardt 
vp for international activity; Ralph 
W. Smith, former vp and general 
manager of City Specialty Stores 
(Franklin Simon and Oppenheim 
Collins); Stuart D. Watson, former 
director of advertising and mer- 
chandising of S. C. Johnson & Son; 
Frank A. Allen Jr., former major 
general and chief of the military 
advisory group in Rome; Earl H. 
Ellis, former vice-chairman of the 


board of Cunningham & Walsh, 


What's Cooking 


in Chic 


RED HOT 


The old frying pan and the postwar circula- 
tion record of the Chicago Daily News are 
red hot. Daily average circulation of the News 
has grown steadily for more than 10 years. 
Forecast: more gains for the News and for 
all advertisers—plenty of tasty results. 
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600,000 Families . . . Largest Evening Circulati 


The Independent 


Chicagoans 
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Are Big Eaters 
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HOMEMAKERS’ FRIEN 


Food Editor Is 
Wins Hearts a 


is. 
For years Isabel Du Bois, 
Daily News food editor, has 
been winning top awards for 
her home economics report- 


ing. 


a 
n 


¢*¢ 8 
IN ADDITION to her of- 
ficial honors, Isabel has won 
the hearts of thousands of Chi- 
cago homemakers. 

Her informative, mouth- 
watering food stories make 
hungry husbands happy and 
make Isabel every new 
bride’s best friend. 

Isabel tests — all = 

i in the brand new tes 
‘ciechon at the Daily News. 
Homemakers know they can 
trust her advice. 


SIGHT, SOUND, 
ACTION, IN COLOR 


It takes this powerful 
“foursome” to do the best 
selling job. Now avail- 
able coast to coast. 


a) aes 


THEATRE SCREEN 
ADVERTISING 


wXV\PA. 

Qumran 
1032 Carondelet Street 

New Orleans, La. 


. ’ os rear alone, 

Thousands of people “eat high on the hog” in ap heap fs Sy 

cacoans polished off over $377 million worth of meat, $7 mi fr na toate, 

ome ad ge dairy products, and used $37 miltion as — Se ake aoee 
to clean up afterward. Hungry for food business? y 


newspaper can cook up for you? 
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who supervised the Liggett & My- people in all offices. 
ers account in that agency, and 4 
John V. Tutching, former presi- Maxon Inc., Detroit, billed $28,- Top Seven Agencies, International Billing 
dent of Foote, Cone & Belding In- | 000,000 in 1956, down $500,000 
ternational. Emerson Foote, one of| from the $28,500,000 it billed in (As estimated by Advertising Age) 
three exec vps, resigned in Janu-| 1955. It added four accounts dur- 1. J. Walter Thompson Co. oo... ccc $60,000,000 
ary, 1957. ing the year: Griesedieck Bros.’|| 9 Grant Advertising ................................... 46,000,000 
The agency’s billing in media is|G/B beer (effective October); Oo 45,000 
divided about evenly among ra-|NTA Film Network (October), 4. Erwin, Wasey & Co. 19,000 
dio, television and print media. Greyhound Rent-A-Car (D m- 5, Y & Rubic © PRR e EERO RR eee ee Eee eee eee eee EEEEESeEEee 19,000 
Domestic broadcast billing is ex- ber ) R and Republican State Cen- oung am \ edie d 6. ’ 
pected to run at the rate of $100,- tral Committee of Michigan (on 6. Foote, Cone & Belding cocccccccccesccccscosesecossdbcoceecoses ’ 
000,000 a year in 1957. which billings ran $800,000). eT Le LL SEE 5, 
The agency now employs 3,632 At the start of '56 it lost the 
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nd Prizes 


Food Linage Leadership Now Teamed 
With Availability of Full Color Ads 


linage among the nation’s evening newspapers. 


advertising 
icago papers in food 

that the News leads all Ch 

RECORDS ALSO SHOW 


ugar been on top for fiteen straight years in food linage, In 1964: 4242/00 
1 Se es ae lines. And, in 1956, a record-smashing 4,617, lines. 


industry's 
kes the News the food 
the availability of color, ma 
Linage leadership, plus 
best buy in Chicago. 


— 


television receiver account of Gen- 
eral Electric. Shortly after that 
Maxon seemed to be in line as 
agency for Hotpoint’s new line of 
tv sets, but at the end of March 
Hotpoint named Needham, Louis 
& Brorby. Despite its loss of GE 
tv receivers, Maxon still retained 
five GE electronics accounts and 
continued to handle GE radio re- 
ceivers and the remainder of the 
Hotpoint division. 

Maxon’s billings break down as 
follows: Radio and television ap- 
proximately 60%; newspapers and 
magazines about 30%; outdoor and 
other 10%. The agency employs 
227 people in three offices—150 
in Detroit, 52 in New York and 
25 in Chicago. It estimates that 
’57 billings will hit the $30,000,000 
mark. 


Needham, Louis & Brorby, Chi- 
cago, billed $32,701,275 in 1956, up 
from $30,421,516 in 1955. The 
agency added Worthington Corp., 
got Palm Beach Corp. from Ruth- 
rauff & Ryan, and Hotpoint tv re- 
ceivers from Maxon Inc, It was 
also named to handle the short- 
lived advertising account of Wom- 
an’s Home Companion. It lost Wil- 
son Sporting Goods in an account 
realignment. It also added Mon- 
santo’s dishwasher “all” from 
Gardner Advertising; NL&B has 
been handling regular “all” since 
May, 1953. In Canada it was named 
to handle Pepsodent Sales Ltd.’s 
Lifebuoy shave cream and Lyp- 
syll salve. 

During the year the agency saw 
Curtis Berrien resign as vp and 
copy director, to join Foote, Cone 
& Belding, Chicago, as a copy 
group head, and Steuart H. Britt, 
research director, joined Earle 
Ludgin. Leonard Kent, research 


Emphasis on 
quantity of 
billings, floor 
space and 
people may not 
mean as much 
to you as 
quality of 
thinking, 
interest and 
service in a 
medium-sized 
agency. 


Roy S. Dursting, Inc. 


655 Madison Avenue 
New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wilshire Boulevard 
Los Angeles 5, Calif. 
DUnkirk 8-3411 
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SPECIAL U. S. CENSUS SHOWS 


METROPOLITAN AREA OF 


FORT WAYNE NOW 216,955 


In six short years the population of this great Indiana 
center has shown a healthy gain of 33,233 over the 


1950 census report. The city of Fort Wayne has 
grown to 144,879, a gain of 11,272 for the same 


period. 


ONLY FORT WAYNE NEWSPAPERS 


effectively cover the 150,400 families in this 13-county 


$817,276,000 Golden Zone market. 


FORT WAYNE NEWSPAPERS, INC., Agent 


FORT WAYNE 


Che News-Sentinel © THE JoURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


department director, was subse- 
quently named a vp, and Albert 
A. Klatt, copy department direc- 
tor, also was boosted to vp rank. 
Ray Fowler, a senior vp, was 
named chairman of the plans 
board, and Michael W. Gradle was 
named to head the Hollywood of- 
fice, succeeding Frank Pitman. 
NL&B is one of the few agencies 
to publish an annual report. For 
1956, it showed a sharp jump in 
profit—from $83,000 for 1955 to 
$144,000 in 1956, up 73%. It has 
304 employes—five fewer than a 
year ago—and estimates billing 
will be up 10%. 

Needham, Louis’ billings break- 
down in ’56 was as follows: Print 
47.7%; television and radio 38.7%; 
outdoor 6.4%, and mechanical pro- 
duction 7.2%. 


Norman, Craig & Kummel, New 
York, billed $25,800,000 in 1956, of 
which $4,200,000 represented cap- 
italized fees. Comparable figures 
for 1955 were $21,200,000. The 
agency added Warner-Lambert’s 
Sportsman toiletries, Colgate- 
Palmolive’s Veto, the Democratic 
National Committee, Speidel Inc. 
and Hudson Pulp & Paper. It lost 
Revion and Blatz Brewing (al- 
though it collected $3,000,000 in 
1956 billing on these two ac- 
counts), Schenley Import’s Cook’s 
wines and champagnes, Bon Ami 
Co. and El Producto cigars. 

In the course of the year it add- 
ed Reggie Scheubel as am-tv vp; 
Dr. Saul Frances, a consultant 
chemist; Eugenie Stamler, long- 
time Biow space chief, as director 
of print media; Adrian Bryan as 


METROPOLITAN - 


San Jose 


Up and Coming... 


illion Dollar Market! 


And the "Big E's” opening brings the 


The Mercury and News is the 
only medium reaching every part 


of Metropolitan San Jose! 


Y 110,000 Daily Circulation* 


Up 12.2% 


VY 93,000 Sunday Circulation® 


Up 13.4% 


V. Total Linage 44,678,251** 
Up 11.4% 


* Publisher's Monthly Statement 


** Media Records,, 1956 


largest department store between 


San Francisco and Los A ngeles ! 


® 235,000 square feet on a 21-acre site 


® An estimated $11 million in annual sales 


® 500 full-time employees 


SAN JOSE 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 
REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC. 


Heart of California’s Second Gold Rush! 
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group copy supervisor; Shelley 
Platt, supervisor of tv-radio pro- 
duction; Warren Fales, senior ac- 
count executive; Connie Valesey, 
art director; Jeanne Sullivan, time 
buyer, and Ben Colarossi, tv art 
director. It opened a Los Angeles 
office. 

Media billings breakdown: Net- 
work tv 21%; spot tv 16%; net- 
work radio 1%; spot radio 1%; 
transit 1%; newspapers 13%; sup- 
plements 12%; magazines 20%; 
business papers, farm publications 
and outdoor, 3% each. NC&K, an 
exponent of “empathy” in adver- 
tising, notes that it feels it has 
buttressed its creative philosophy 
with additional sales-based prac- 
tical proof during the year. It em- 
ploys 230 people. 


Ruthrauff & Ryan, New York, 
billed an estimated $39,000,000 in 
1956, down from the $45,000,000 es- 
timated for 1955. The agency had a 
disappointing year. It picked up 
three divisions of Whitehall Phar- 
macal, Bon Ami, Serta Mattress, 
the plastics division of Libbey- 
Owens-Ford, Parfums Charand, 
Baash Ross Tool, Flav-R-Straws 
Co., and was reappointed by the 
Air Force. On the other hand, it 
lost Kentile Inc., Bosco (resigned 
because of client conflict), Arthur 
Murray, Nally’s Inc., Old Judge 
Foods’ Goodwin division, G/B Beer 
for Griesedieck Bros., Frank H. Lee 
Co., Krey Packing Co., Carey Salt 
Co., E. F. Drew’s Tri-Nut, Palm 
Beach Co., Texas Bank & Trust 
Co., Zonolite Co., Reddi-Wip, Wol- 
verine Shoe & Tanning, and Linco 
Products. 

During the year it folded its 14- 
year-old Toronto office and pulled 
out of Canada where it had about 
$1,000,000 billings. Most of its Le- 
ver business went to BBDO, which 
opened in Canada in 1956. John 
Brookman, who had managed the 
office for R&R, joined BBDO. In 
the fall of 1956 R&R concluded the 
long-rumored merger with Geare, 
Marston in Philadelphia, which 
should swell the agency’s billing 
by some $6,000,000 and bring its 
office total to 13. 


@ The agency revamped its man- 
agement lineup by shifting Robert 
Watson to vice-chairman of the 
board and electing as president 
F. Kenneth Beirn, former president 
of Biow-Beirn-Toigo, who joined 
R&R as exec vp. It is felt that the 
agency changed sharply during 
the year; it now has a bigger and 
better merchandising team, new 
copy and art policies, and has 
strengthened its creative person- 
nel. 

Media billings breakdown: 
Newspapers 32%; magazines-busi- 
ness papers-farm publications 
32%; outdoor 6%; television 17%; 
and radio 13%. It has 500 employ- 
es, down from 617 a year earlier, 
mostly reflecting the Canadian 
closing and the loss of the Packard 
group working in °55. 


Sullivan, Stauffer, Colwell & 
Bayles, New York, billed $36,100,- 
000 in 1956, up from $31,800,000 
billed the preceding year. The 
agency marked its tenth anniver- 
sary last year, and it is the largest 
of the agencies founded in the 
postwar period. During the year 
the agency added Sperry & Hutch- 
inson Co. (S&H trading stamps), 
Gunther Brewing Co., the Lam- 
bert-Hudnut division of Warner- 
Lambert Pharmaceutical Corp., 
and a sizable chunk of Biock Drug 
Co. billings. 


It lost Speidel Corp. (watch- 


|} bands), D. L. Clark Co., candy di- 
| vision of Beatrice Foods, and its 
|share of the Simoniz Co. account 
|}was consolidated with Tatham- 


Laird’s and placed with Young & 
Rubicam. As 1957 began, it lost 
the DuBarry cosmetics portion of 
Warner-Lambert. 

The agency, which at the end of 


| 1956 had 296 employes, figures it 


will bill 10-15% more in 1957, ex- 
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PHILADELPHIA 


means 


~. reach 


Most Philadelphians don’t say, “turn on the radio.” They usually say, “turn on WCAU.” 
This is our 35th anniversary and they’ve been saying it all these years. Apparently the 
people like what they hear on WCAU. A gallery of local public service awards and the 
size of our audience make that point eloquently. More than 930,000 different families 
reach for WCAU’s dial position each week, and we reach them. That makes WCAU your best 


radio buy here. In other words, to reach the most Philadelphians, reach for WCAU yourself. 


WCAU, WCAU-T'YV ie Philadelphia Bulletin Radio and TV stations. Represented nationally 
by CBS Spot Sales. By far Philadelphia’s most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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clusive of any new accounts it may | Thompson’s personnel has tended | employs about 4,550 people, about 


attract. 


J. Walter Thompson Co., New 
York, billed an estimated $255,- 


to follow a pattern of about 11 to 
12 people per $1,000,000 of domes- 
tie billing. 


000,000 in 1956, of which $60,000,-/= On the media billings front, 
000 was international. In 1955 the; JWT showed: Newspapers and 
agency’s billing was estimated at | supplements 23%; magazines and|in 1956, of which an estimated 


$220,000,000, with $48,000,000 be- | farm papers 21%; business papers | $19,000,000 was billed 
ing international—a figure some- | 
what low, since international bill- | 
ing was underestimated. A more | 


accurate figure for 1955 would 
have been $227,000,000, with $55,- 
000,000 in international. 

Last year was one marked by 
signal success for the agency on 
two important fronts: It stopped 
the withdrawal of major accounts 
which represented a problem in 
1955, and it put some major adver- 
tisers into the shop. The only ac- 
counts lost were E. F. Hutton Co., 
the Seth Thomas division of Gen- 
eral Time, and Rowntree Choco- 
late when the British company 
switched distributors. 

On the other hand, the agency 
added Schlitz (billing at a $9,000,- 
000 clip), RKO Pictures, Robert A. 
Johnston Co., Transamerica Corp., 
Roddis Plywood Corp., Crompton- 
Richmond Co., and the domestic 
division of Fieldcrest Mills. And, 
sweetest of all, some ex-JWT ac- 
counts returned to the fold: Stand- 
ard Brands’ Tender Leaf tea, tea 
balls and instant tea; Elgin Nation- 
al Watch Co.; Fresh cream deodor- 
ant, and Libby pineapple. 

In addition, it picked up Francis 
I. du Pont, Thomas A. Edison’s 
electric storage battery division, 
McGraw Electric (on a merger), 
Lumber Fabricators and the Uni- 
versity of California radiation lab- 
oratory. In all, it acquired 21 new 
accounts during the year. 


s Thompson opened two new of- 
fices (Nos. 26 and 27) abroad, in 
Tokyo and Manila, and got Scripto 
Pen’s overseas advertising. It dem- 
onstrated a closed circuit color tv 
system installed to improve its 
commercial test studios, and pub- 
lished a new reference volume, 
“Latin American Markets.” Dur- 
ing the year Thompson kept build- 
ing its staff—more than 50 key 
people were added in New York 
alone—among them Lester J. Will, 
former American Dairy Assn. gen- 
eral manager in Chicago; John E. 
Mossman, ex-Biow, who headed 
Chicago radio-tv; Ed Gardner, who 
created “Duffy’s Tavern,” in New 
York; Sid Olson, ex-K&E copy 
group head, New York; Robert 
Colwell, ex-SSC&B partner; Ev- 
erett Bradley, ex-Biow, and Rob- 
ert Buchanan, ex-Y&R, to New 
York tv production. In general, 


Leaniwe 
“TOWER 
Pisa 


3%; outdoor and transit 7%; tel- 
evision (network and spot) 31%; 
radio (network and spot) 6.5%, 
and direct mail 1.5%. 

Over-all, J. Walter Thompson 


/2,300 in this country. This repre- 
| Sents 20% more people than a year 
ago. 


| Young & Rubicam, New York, 
| billed approximately $200,000,000 


/ interna- 

tionally. In 1955 comparable fig- 

ures were an estimated $182,000,- 
000 and $16,000,000 international. 

It added a number of substan- 

| tial accounts: General Electric tv 


sets, Spic & Span, Ethyl Corp., 
Esterbrook Pen, the consolidated 
Simoniz Co. account, National 
Shawmut Bank, Norcross Inc., 
Beech-Nut gum (in the merger 
of Beech-Nut with Life Savers), 
Parke, Davis & Co. overseas divi- 
sion and Rivetex in Mexico. 

It lost professional promotion on 
Johnson & Jehnson baby products, 
Elgin National Watch Co., Gulf 
Oil’s industrial advertising (while 
retaining consumer promotion), 
Cannon sheets and Royal McBee 
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overseas. 

It reshuffled its branch man- 
agement setup. When John F. 
Whedon retired as Chicago man- 
ager, Eldon E. Smith, vp and for- 
mer Los Angeles manager, re- 
placed him. Robert H. Brinkerhoff, 
a New York account supervisor, 
moved into Chicago to head all 
contact. When Edward A. Merrill 
retired as vp and manager of the 
San Francisco office, he was re- 
placed by George B. Richardson. 
Karl F. Vollmer was moved up to 


Which magazine has most 
architect subscribers? 


Architectural Record with 
16,799. (Progressive Archi- 
tecture has 16,457; Architec- 
tural Forum 12,005.) 


Source: June 1956 A.B.C. 


Which magazine has most 
engineer subscribers? 


Architectural Record with 
9,687. (Progressive Architec- 
ture has 8,208; Architectural 
Forum 3,986.) 


Sounce: June 1956 A.B.C. 
Publishers’ Statements 


Which magazine has most 
staff architect and engineer sub- 
scribers in commercial, indus- 
trial, and institutional organi- 
zations? 


Architectural Record with 
2,636. (Progressive Architec- 
ture has 1,723; Architectural 
Forum 1,054.) 
Based on June 1956 A.B.C, Publishers’ Statements: 
Architects and in “Commercial, 
é organizations. 


ye. 3 et ie: ee eer a eee ft Sek eA ey ee ce ee a ae eae am ie et Tait - ig gee pais cit 
nee Cae i ee ieee SN a 1.5 gi Olga Mae is ag Rea aii pae * ae Si ea ae oy) Se = Fo ll aa rd Ua ee iA 5 ie Ai, oat ie. J ae sie | 
ey: th) Yee Bit get re ee i I ae: ne cht ia ee ie yaa Stal il i han WR Oe tae ee, a eae ree ~ Mot ee ee ex ——— st. aeRO eu 
eo iste, pemon, ee ee ile 2 Re agro age ees eee i esas tlie fe oe ake eran ‘iat! J eerterietanl ta area am pO See eye ey st we Rey sae Biyfiscie 
oe i BO cles oe Ne ae SE: Sa eee a I lee, Oe eee Ger Nk a i ee 
Ray uS 3a is WA Spa eS a ie = ae Mi te a, Wee os Cie og ene eh eee pe aie 1 od Pi eee eared See ae Ee aa gre tS ae Nas. pee sea! er oh a 
: SSB . C a Se beg i fs ; Sia eer a Sap N ee ect 22) eh alae an z mar ee ee ? Coreou Ia ai ta Ci Nl Heme ae oy 
mite i Gehe, Yo ae : ‘ : : a - a Page nif ON re Tac) ee ie ars, nag Cee ry eee Resi nie moe Sager eee ei Slee 
i a : Ec : : ‘ ni ne BT = j Pye Son oa = oR, Sere 
a as oe - ‘ P : ‘eee ify 
ey eee a ee s 
ei . 
a J. : a 
id ra 
ee ae 
= ae ai 
ie lear 
¥ 2 soi | ae Bo 
ee ee a 
ie: i Pas 
Tee Aen 
ere aoe = 
elo yl x 
sh ee a i 
Be Speer 
ee ee es 
Ray eee 3 
= ae 
+ a - 7 : 4 
pe ae a sa = 9 
allied —" 3 an ei 
Bio ea "3 ; a are fe oe Be ‘ we 
a See = ae ee . - Vr Hees Are Bees : i 
ei err 2 oe a) a ; : 
Fee ea: ee os = 4 See Se, Poe Se ee | 4 iS 
i ye c a oo: T pl Gee meme. OS 2s oR * we; 
ae cai cae oo.” 2S =f ee 2 | a 
pees ie at a i ee oe wh. 6h : : 
eee De «ot a ee Gees ey 3 e 
- ; a a Sa eee See fare hia 
anes + as OS ee See 4 Me eee sate 
ite 2 i hibae ee ee CR eg) a= | Ae 
5 gens a ge oe ee ‘eee ah i sd ¢ 
i + . se . 7 
as ; . ’ : 2 atm 
oe Fa ae 2 ; 
seilsaleate on 3 8 
Pi Fate eee ““ eos Vz 
AW eM ; op ie ah 
at pecan ’ te ie 
Gavel we toa Bee: : 
Ds ae ho i ee ee: 
Sie a : <p : 
See i ’ Li i ee "2 
os = ere Publishers’ Statements : 
far nen : a : oe 
, Le ; or 
‘ : q i 
: ' rE Ss 
; ’ ‘= : ; 
Ee i a dal in ee ee ee ee 
ware | Ad Ge iG 
Tee ; ie tae a, 
ass eae | ee SR j 52 
ie ae ie J as 
et ok ss a Ee | ai 
0 Loa ie RS i an | cy ee ee 
sk ‘ ee ae = 
Be es oo Fe =a 
: 22S ee aca ae = 
ee: me oe 3 
Ne a ae: a ae 
ras “ > 3 ke 
Meret. A of ey 
PE ty Pe ang Fay Maiti 
eae = oe aes a. 
aie | 7 xe 
acs | : nas arte 
pos eae + : a 
a ‘ bie 
a oe . x4 
ee ia = oe ae 
. “4 2 toe “ ’ rat % 
| es as ee 
Beet p 
ee : o 
a 2 a 
Seek. ey See oe Hy sas 
Ae oe ea ipa 2 — 
br a Ne ae fe ae - {+ 
Tags ae se a ee am 
a ole an & . gre 
cae va i F ae 
A eee a 4 5 
Shae Baa oie at - e oS 
a, Rs ae Teen NN fea os a 
Among Us Towers at | ie 
.: y +n = & : bP = : 
Tg em f 7 =e 2 
meer ” bce 2 v = ae aS i a 
EV iia a ) a ee, : 
es pte IN > : ? in 
ee eet a. oe eh dena tif 
Be ae 5 y R) \ a oe Bc ‘ a thy aie 
SS page a oe is 
ve Oke f 7) ” ron ise Sar sand 
a , pe iets z 
oie ao ‘4 oem a i aes Ka oh 
te eZ ~ ‘ ae re es sie 
: = g Se as > ce - 
en ae tas /} i] [) x ee B23 aca af 
Bes Cie — — A ; pay Pe, . . Hs ees 
| } f ee } - fog ® bi: i : i q BS * ' ve 
q S— Bi Bie i = 2 Lo z a 
a : : - Oe st ‘ 
an nek : 
/ ; ‘ e “se i i. " z 
‘ ‘ r , Fe 7 
i a F = ~ 
aca ic. \\ oe : 2 a a pale 4 
ete 2 St , x } a Wee ae for wna eo : 
‘ {| M. A . —— ee ee ; ee é 
L If G a) ‘ ; i : 2 a: ' ey ; 
Sean 2 | Q enna : s. iss 4 .. Je agile " 
Boal, Ssh ti oe f : = Bek — iy amie: Tore es, Parsee bi 
Bre es a j \ Ar? T= ey: Peoaee a | wae: 5 Ps Fe ‘ : 
re) F <i - aaa P . 5 2 
mines ¥ : ‘ — tal & F 
; <2) OKLAHOMA PF’ eeu 6 es 8 | 
\ 's) ge a eo 
es gee 7 F oe " - : a aii ‘ a 
aa Aes pies \ world’ Sai, Se ae aa ae ae Te maps q bagi 
Se woe! '. ie 4 i gies ee Ba oe ee i 
aN , 2 " Hak ‘ee eee a a cai Sd Sees. t on 
UES aay: 7} tallest eal no el a a as 4 ae is) oe oe x el 
re C enya 1 YSN = 
ae Me 
) “4 ee a) 
: “i 4 
re 4 :. 
o> eee Beet re ee opt to te ; ad i i ati: ae , ears ‘ é oe 
: ‘ : < hce Let eee eae ee we) are ae oe " é ; he CNA es Loe gl tore Ree ee a ed Sir igi. cate aies ae ae eee Reis tc Ne Wit ee ee = 4 is : wit 
. £ 5 gin male ES De Se! baad a Bee eh A aaa mee ge ita eS oe oe ape aii a reo ORR ho ey fais wee ee Sty oo 
* : fej ie oe eS ih ers “De - ie let Wee bb cor a pees i eee em =a Pe see en ao; ne ee Ee es Gal i ed ne te wee Be ek es Ie See tere ; Pe a ae ores AY - 
ty ; 1S. 6 2 eR NE ee te a Baa Se See PO eh Rae | lee mein < o, peuees Sreea gE a ee eee a eae Siig So dc. ee a eee een ai ; os ae Poe re ee ie 
i are RE iat tS Oe rh a ee eee ee ep ee 2d ~ iets a 7 ee Beer ie coe) 8 Fn et nig eo OA aa oe “ ‘é ; i : 
pissy i a ee te ee ee ee ee ee 
A ee es 2 j eoutemne ape Fe vee Pe EL Poe Be et ee iy RT Eh een ol eee : 
a e a aa ie oar bai «et ial Tees © ee se aN Pea baa 


Advertising Age, February 25, 1957 


copy director and vp in Chicago 
when William L. Rindfuss was 
shifted to New York as associate 
copy director. Three new senior 
vps were created: Sam Cherr, di- 
rector of merchandising, A. V. B. 
(Tony) Geoghegan, co-chairman 
of the plans board, and George H. 
Gribbin, copy director. 

Among the new people added 
during the year were Wycliffe 
Crider, former radio-tv vp for 
Kenyon & Eckhardt, who joined 


Y&R in Hollywood; Charles A. 


Winchester and Robert H. Hig- 
gons, former Biow account men, 
and Norman W. Glenn, former ra- 


dio-tv vp of Doherty, Clifford, 
Steers & Shenfield, as account su- 
pervisor. Nat Wolff, vp in charge 
of creative tv programming for 
the agency, resigned. 


® During the year the agency an- 
nounced its office in Frankfurt, 
and it acquired the Zerbe-Penn 
Advertising Co., San Juan, P.R., 
now operated as Young & Rubi- 


cam (Puerto Rico). Y&R’s inter- 
national division now operates 
seven offices and employs 480 
people (although 190 are in Can- 
ada—Montreal and Toronto—and 
an equal number in the London 
office). Young & Rubicam an- 
nounced late in 1955 institution of 
the Young & Rubicam scholar- 
ships, and an initial $100,000 grant 
to the Y&R Foundation. 

Its broadcast billing continued 
to grow, rising from about $72,- 
000,000 in 1955 to $82,000,000 in 


1956. Y&R no longer dominated 
that area as it once did, however; 
McCann’s domestic broadcast bill- 
ing is moving at nearly a $100,- 
000,000 rate. Young & Rubicam 
has about 2,441 employes. 


4Q) 


SORED 


Which 


Which 


most editorial pages? 


Architectural Record. In 1956 
Architectural Record published 
1,481 editorial pages; Pro- 
gressive Architecture 1,051; 
Architectural Forum 1,048, 


quality of editorial content? 


Which magazine do architects 
and engineers prefer? 


In 95 out of 104 studies SPON- 


BY BUILDING PRO- 


DUCT MANUFACTURERS AND 
ADVERTISING AGENCIES, 
architects and engineers have 
e voted Architectural Record 
“*preferred."’ 
Record placed first in 27 out of 
29 studies in 1955 and 1956. 


Architectural 


ea 4 hoy 


magazine publishes 


magazine leads in 


Architectural Record has won 
36 awards for editorial ex- 
cellence including 5 out of 6 
awards to architectural mag- 


by the American In- 


stitute of Architects. 


Architectural Record 


“‘workbook of the active architect and engineer” 


119 West 40th Street - New York 18, N.Y. - OXford 5-3000 


Which magazine offers top 
verifiable market coverage? 


F.W. Dodge Corporation's 
Dodge Reports document Archi- 
tectural Record'’s coverage of 
over 85% of the total dollar 
value of all architect-planned 
building including 94% of the 
nonresidential building, 75% 
of the residential building. 


Source: State Checks of Architect Activity 


In which magazine do adver- 
tisers advertise most? 


In 1956, Architectural Record 
carried 41% more advertising 
pages than the second mag- 
azine; 68% more than the 
third magazine. Architectural 
Record ranked 4th among all 
monthly magazines in the U. S. 
in advertising page volume. 


In which 


reach arch 


7. 


Sounce: Industrial Marketing 


magazine can we 
itects and engineers 


’ most economically? 


In Architectural Record with a 
cost per page per 1,000 of 


$22.65. (Progressive Architec- 
ture $24.33; Architectural 


Forum $49.72.) 


.W. DODGE 


if there are questions you would like to ask us about Architectural Record, 
its architect and engineer subscribers or the market it serves, we would 
welcome the opportunity to answer them. Please phone us or drop us @ line. 


MAGAZINES 

AND BOOKS: 

Architectural Record 

College and University 
Business 

Dodge Books 

The Modern Hospital 


43 Agencies Billed 
$10—25,000,000 in 1956 


Nine Newcomers in This 
Group; Only Five Lost 
Ground, and One Fell Out 


Copyright, 1957, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 
New York, Feb. 20—For the 
first time, ApvertTisinc Ace here 
creates a separate category for 
agencies in the $10,000,000 to $25,- 
000,000 billings bracket. In 1956 
there were 43 agencies in the 
group. This figure included nine 
newcomers—agencies new to the 
ranks of the “giants” billing $10,- 
000,000 or better. 

The newcomers were C. J. La- 
Roche & Co., which advanced 
from a $7,150,000 billing figure in 
1955 to $11,100,000 last year; Mor- 
ey, Humm & Warwick (originally 
Morey, Humm & Johnstone), 
which went from $9,000,000 in °55 
to $11,000,000 in '56; Gray & Rog- 
ers, Philadelphia, which jumped 
from $8,690,000 to $10,349,000; 
James Lovick & Co., Vancouver, 
up to $10,300,000 from $7,840,000; 
McKim Advertising, Montreal, up 
to $10,250,000 from $9,500,000; 
MacFarland, Aveyard & Co., 
which went from $8,922,000 up to 
$10,036,000; Paris & Peart, from 
$9,600,000 to $10,500,000; C. L. 
Miller Co., from $7,500,000 to $10,- 
000,000, and North Advertising, 
launched on Dec. 1, 1955, which 
ended 1956 with $10,000,000 in 
billings. 

There were some sensationally 


Sheer size may 
be wonderful in 
a bank, an 
automobile 
company or a 
supermarket 
chain. But it’s 
never been 
shown that fine 
creative work 
can best be 
done on a mass 
production 
basis. 


Roy S. Dursting, Inc. 


655 Madison Avenue 
New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wilshire Boulevard 


Los Angeles 5, Calif. 
DUnkirk 8-3411 


EXbrook 7-0456 
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These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


best for our 


cu stomers : To you this means process reproductions that 


are sharper than you have ever seen before—and out to 
the farthest corners too. 


That's why we had 

two technicians accompany 
our new Klimsch color 
process camera all the way 
from Frankfort, Germany 


Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


Hutchings & Melwille, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


| ward H. Weiss & Co. 
Weiss & Geller, Chicago), down) 


spectacular billings gains in this 
$10-25,000,000 category. These in- 
cluded Ketchum, MacLeod & 
Grove’s $5,600,000 increase, going 
from $16,400,000 in 1955 to $22,- 
000,000 last year; Calkins & Hol- 
den’s $5,162,000 gain, moving from 


$10,419,000 in 1955 to $15,581,000 | 


in 1956; Fletcher D. Richards’ $5,- 
025,000 jump from a 1955 figure 
of $16,600,000 to last year’s $21,- 
625,000, and Doyle Dane Bern- 
bach’s $4,660,000 leap, from $11,- 
668,000 in 55 to $16,328,000 in ’56. 

Only five agencies lost ground 
in this category. They were Ed- 
(formerly 


to $12,050,000 in 56 from a 1955 
figure of $13,200,000; Ross Roy 
Inc., off from 1955’s $16,077,000 
to $15,052,000; Geyer Advertising, 
down from $21,000,000 in 1955 to 
$20,500,000 last year; Albert 
Frank-Guenther Law, down from 
$14,848,000 in 1955 to $14,650,000 
last year, and The Buchen Co., 
off slightly from $10,300,000 in 
1955 to $10,269,000 last year. 


85.9% of Des Moines Sunday Register women readers are housewives. 


Housewife, eh? 
I've got a house. 


... in fact I've always 
enjoyed women. 


More than 2% million people live in Iowa... 
1,920,000 of them are 15 years of age or over . . . 1,310,000 of this group 
read the Des Moines Sunday Register—and 660,000 are women. 


Now that’s a figure 
worth filing. 


1,310,000 WHO, 
HAT, WHERE? 


More than 1,310,000 Iowa adults read 


the Des Moines Sunday Register . . . 70.6% of Iowa urban dwellers . . . 66.4% of Iowa farm folk 
. .. and together they have an effective buying income of $4% billion annually. 


r 4 Hello, hello . . 
| lowuh you say. I've always 

: pronounced that loway. $4-1/4 

! 

! 


lop-eared baboon, an 
billion . . . 1,310,000 you say... a 


advertising representative. 


The bare fact of the matter is this: 


get me the Sunday 
Register . . . no, not a copy, 


the Des Moines Sunday Register covers a whole state (Iowa, that is) better than most metropolitan 
newspapers cover their city of publication. Fine state of affairs we say. 


P.S. 86.8% get the Sunday Register delivered to their homes. 


DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 
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One agency fell out of the over- 
$10,000,000 group: Harry B. Co- 
hen Advertising, which billed 
$10,000,000 in 1955, but dropped to 
$9,700,000 last year. 


G. M. Basford Co., New York, 
billed $12,758,000 in 1956, com- 
|pared with $11,058,000 in. 1955. 
The agency gained the industrial 
division of the York Corp., Allied 
Chemical & Dye’s nitrogen and 
mutual chemicals divisions, F. W. 
Dodge’s Construction News divi- 
sion, Shulton’s fine chemicals di- 
vision, Automatic Sprinkler Corp., 
GE’s chemical materials and chem- 
ical development departments, and 
the Texas Co.’s industrial lubri- 
cants. It lost Reeves Soundcraft 
Corp., Cleveland Fuel Equipment 
Co., National Business Publica- 
tions and the National Assn. of 
Plumbing Contractors. The agency 
employs 17 persons in two offices 
and it estimates 1957 volume 15% 
above the 1956 figure. 


Bozell & Jacobs Inc., Omaha, 
billed $20,114,000 in 1956, com- 
pared with $18,850,000 the pre- 
ceding year. The agency gained 
the following accounts last year: 
Cudahy Packing Co. Ocoma 
Foods, Schreiber Mills, National 
Retail Hardware Assn., Titan 
Chain Saws, State of Illinois, Fed- 
eration Bank & Trust, and North- 
west Chair Co. It lost Staley Mill- 
ing Co., Serta Associates, the Wall 
Street Journal, Barton Distilling 
Co. brands and the American In- 
stitute of Laundering. The agency 
employs 265 persons in 12 offices 
and anticipates a 5% increase in 
billings this year. 


Buchanan & Co., New York, 
billed $11,100,000 in 1956, includ- 
ing $180,000 in capitalized fees. 
In 1955 its billings came to $10,- 
900,000. The agency gained Gen- 
eral Beauty Products, a Coty sub- 
sidiary, and lost Guest Airlines. 
Billings were invested as follows: 
Newspapers 25%; magazines 30%; 
radio and television 30%; outdoor 
8%; business papers 5%; farm 
publications 2%. Buchanan has 
three offices and 135 employes. It 
expects 1957 volume to top the 
‘56 figure by about 10%. 


Buchen Co., Chicago, billed $10,- 
269,000 in 1956, down slightly 
from the $10,300,000-plus it re- 
ported it billed in 1955. During 
1956 it picked up three accounts: 
The new commercial division of 
Simoniz Co., which produces a 
line of industrial floor waxes and 
cleaners for institutions, and also 
Simoniz’ Plumite drain cleaner 
account; export advertising for 
Simmons Co., mattress maker, and 
Victor Chemical Works. It lost 
Club Aluminum Products Co. 
and Club Aluminum’s Inland 
Glass division to Erwin, Wasey & 
Co. The agency has 140 employes 
and expects to increase its billings 
during 1957. 


Calkins & Holden, New York, 
billed $15,581,804 in 1956, including 
$828,711 in capitalized fees. The 
previous year saw the agency 
with $10,419,978 in billings, which 
included $486,586 in fees. Ac- 
counts which C&H gained in 1956 
included Boeing Ajirplane Co., 
Abercrombie & Fitch, Mueller 
macaroni, New York Stock Ex- 
change, Savage Arms Co., Litton 
Industries and 21 Brands Inc. It 
lost Stokely-Van Camp and Stouf- 
fer Corp. in November and do- 
mestic division of Fieldcrest Mills 
in October. The agency does not 
break down billings by media 
used. It employs 155 persons in 
five offices and anticipates 1957 
volume will be 11% higher than 
last year. 


Doherty, Clifford, Steers & 
Shenfield, New York, billed $14,- 
100,000 in 1956. In 1955 the figure 
was $12,100,000. The agency 
gained Chemway Corp.’s Zonite, 
Four Roses Distillers’ Paul Jones 
whisky, Four Fisherman frozen 
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LEADING NEWSPAPERS IN RETAIL GROCERS ADVERTISING 


Again in 1956, in competition with 
newspapers in cities many times the size 
of Kansas City, The Star carried America’s 
2nd largest volume of retail grocers’ 
advertising! 


This exceptional showing in the most 
important of all retail sales categories 
reflects the potency of the rich Kansas City 
market and the consistent reliance of food 
wholesalers, brokers, dealers and retailers 
on The Kansas City Star for saturation 
selling in that market. 


The Star is the food advertiser’s dream 
medium! 95% home-delivered! America’s 
most thorough twice-daily circulation 
coverage! America’s lowest advertising 
rate per thousand ! 


(Six and Seven-Day. Newspapers) 


Kansas City Star (M & S$) 
Houston Chronicle (E & $) 
Tampa Tribune (M & S$) 


Long Beach Independent Press-Telegram & 
Press-Telegram (S$ & E) 
Portiand Journal (E & $) 


Memphis Commercial Appeal (M & $) 


& State (M & S$) 


San Jose News & Mercury-News (E & $) 
Toledo Blade (E & S$) 

Dallas Times-Herald (E & $) 

Akron Beacon Journal (E & S$) 

Fort Worth Star-Telegram (E & $) 
Washington Star (E & $) 

San Antonio Express & Express-News (M & S$) 
San Jose Mercury (M) 

St. Louis Post-Dispatch (E & S) 

Norfolk Virginian-Pilot & Virginian Pilot & 


Portiand Oregonian (M & $) 
Minneapolis Star & Tribune (E & $) 


THE KANSAS CITY STAR | 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
1729 Grand Ave. 202 S. State St. 21 . 40th St. 625 Market St. 
HArrison 1-1200 Webster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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foods, a Thomas J. Lipton new 
product, a McCormick & Co. 
new product, Bristol Laboratories, 
Golden Blossom Honey, Conti 
Shampoo, Pharmaco’s  Regutol, 
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, Old Stagg. It lost Acousticon divi- | gia Co., Scranton Lace Industries, ;1955—the first agency in the|cember) and two on which bill- 
sion of Dictograph Products Inc.| Alexander Smith Inc. and West-| South to do so—when it billed 


Billings were invested as follows: 
Newspapers 26.4%; 


Bristol-Myers’ Theradan, Browne | outdoor (including transit adver- 


Vintners’ Martell cognac and Ci- 
gar Institute of America. Billings 
went like this: Newspapers 10%; 
Magazines 28%; radio 9%; tele- 
vision 42%; outdoor 2%; 
papers 7%; transit 


|tising) 5.7%; business papers 4%. | 


Doyle Dane employs 214 people in 
two offices. It expects 1957 billing | 


to advance 15% over last year. 


business | 
advertising | 


Ellington & Co., New York, 


2%. The agency employs 141 per- billed $15,100,000 in 1956, com- 


sons in one office. 


pared with $13,500,000 in 1955. 


|The agency gained Sofskin divi- 


W. B. Doner & Co., Detroit, | 


billed $11,100,000 last year, com-| division of Geigy Chemical, Heri-| new billings record. The agency 
pared with an estimated $11,000,-| tage Furniture Co. and the Geor-| entered the ranks of “giants” in 


000 in 1955. The agency gained | 
Family Finance and Rox Products | 
Co. The agency employs 100 per- | 
sons in five offices and expects | 
1957 volume to be 5% above last | 
year’s figure. 


Doremus & Co., New York, 
billed $14,500,000 in 1956, includ- | 
ing $3,625,000 in capitalized fees. | 
Comparable 1955 figures were | 
$12,500,000 and $3,633,333. The | 
agency gained the match and | 
woodenware division of the Dia- | 
mond Match Co. Its San Francisco 
office lost Marchant Calculators. | 
The agency’s billings were in- 
vested as follows: Newspapers 
70%; magazines 10%; radio 5%; 
television 5%; outdoor 5%, and | 
business papers 5%. Doremus em- | 
ploys 194 persons in five offices. | 
It expects °57 billing to be up 
10%. 


} 


Dowd, Redfield & Johnstone— 
John C. Dowd Inc., New York and 
Boston, billed $13,500,000 in 1956; 
the figure in 1955 was $11,500,- 
000. In New York the agency 
gained Chemway Corp.’s Zonitors, 
Larvex and Myna; Lovable Bras- 
sieres Inc.; Revlon’s Silicare, Med- | 
icated Baby Silicare, Baby Pow- | 
der and Sunbath; Whitehall Phar- | 
macal’s new products. In Boston| 
the acquisitions were Maine Pota- 
to Commission and Revere Sugar 
Refinery. Lost accounts were Ala- 
mac Knitting Mills, Plough Drug 
and Block Drug from New York | 
and Appian Way Frozen Foods} 
from the Boston office. Billings 
were invested as follows: News- 
papers 41%; magazines 13%; ra- 
dio-television 31%; trade 5%, and 
mechanical and film 10%. The 
agency employs 180 persons in 
two offices and expects °57 vol- 
ume to go up 5%. 


Doyle Dane Bernbach Inc., nan 
York, billed $16,328,360 last year, 
including $565,590 in capitalized | 
fees. The comparable figures in 
1955 were $11,668,734 and $1,147,- | 
653. The agency gained A. Good- | 
man & Sons, Boston & Maine 
Railroad and Schenley Industries’ 


SPARK EVERY PROMOTION 
with Genuine _ 


The PHOTOMATIC Co. 


53-59 E. tlineis St. * Chicege 11, til. 
Phene WHitehel! 4-2930 


sion of Vick Chemical, the Mitin 


|inghouse Electric International 


|pens, Smith Co.’s Holland House | 
coffee and Jewelry Industry 
Council. The agency employs 180 
persons in one office and esti- 
|mates 1957 volume will be “up” 
over last year. 


Fitzgerald Advertising Agency, | 
New Orleans, which had been a) 
| partnership for 15 years, became | 


a corporation in 1956 and set a 


Pan-Am Southern Corp., Stand- 
ard Oil (Ind.) subsidiary, which 
is being merged with American 
Oil Co., another Standard subsidi- 
ary (Joseph Katz Co., New York, 
has the account). New accounts 
acquired during 1956 include Mal- 
bis Baking Co. (July); Industrial 
division, Wesson Oil & Snowdrift 
Sales Co. (September), giving 
Fitzgerald all of the Wesson Oil 
account; Atlanta Paper Co. (Octo- 
ber); Pioneer Flour Mills (De- 


|ings started 
slightly over $10,000,000. Its 1956 | 
magazines| Co. It lost McKesson & Robbins, | billings are estimated at $12,000,- | 
29.9%; radio and television 34%;| Jacques Kreisler Mfg. Corp., Ep- | 000. At year-end the agency lost 


1957— 
(Tabasco 


in January, 
E. A. MclIlhenny Co. 


| sauce), and Walker’s Austex Chili 


Co. The agency has 115 employes, 
all in one office. No breakdown 
by media is available. 


Albert Frank-Guenther Law, 
New York, billed $14,650,274 in 
1956, including $2,521,080 in cap- 
italized fees. The comparable fig- 
ures in 1955 were $14,848,359 and 
$1,905,587. The agency gained the 
following accounts: Harris, Up- 
ham & Co., Dun & Bradstreet 
and Walston & Co. It lost D. Van 
Nostrand Co. and F. W. Dodge 


ABP businesspaper readership continues to grow! Now, business men 
are paying $13,014,455 a year for 2,847,802 subscriptions to 161 
specialized ABP member-papers. More and more, this fact is confirmed: 


nothing specializes 


THE WOOSTER RUBBER CO. uses business- 
papers to introduce a new product. 


For example, 


here’s how 3 leading 


advertisers are using 


businesspapers to sell 


specialized markets... 


HAVE YOU SEEN THE MAN IN THE MIDDLE? 
Eight folders on copy themes for adver- 
tising to dealers...al wrapped up in a 
handy file folder. Each suggests copy slants 
that make dealers sit up, take notice... 
and order! Shows typical examples of ad- 
vertising that is doing the job. 

Write ABP for your copy. 


OBJECTIVES: In 1954 a new contour designed floor mat set 
was designed and spot field tests showed that the item had 
excellent potential. A large trade advertising introductory 
program was planned, featuring the new design, its wide 
range of color selection and point-of-sale display packaging. 


SCHEDULE: Four-color spreads in eight merchandising 


publications. 


RESULTS: ‘“‘The new Style- Masters were dramatically intro- 
duced to 100 percent of the trade. Company leadership 
in the field was increased. A 380 percent increase in business 
was obtained at a total advertising and merchandising 
expenditure of 2.27 percent!” 


AGENCY: McDaniel-Fisher & Spelman Co. 


LOOK FOR THESE symsors: (}|}}) 


their advertisers—more for their money. 


@ 


You will find them on all members of the Associated Business Publications 


. . . leading businesspapers, working together to give their readers—and 
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Corp.’s Construction News divi- Mfg. Co. and resigned Ely & Wal- | continued as chairman, while Sam 


sion. The agency employs 


188 | ker fabrics. The agency employs | M. Ballard, exec vp, became pres- 


persons in six offices. It expects |232 persons in three offices and | ident. Geyer has three offices. 


1957 billings to be about the same | 
as last year. 


Gardner Advertising Co., St. | 


Louis, billed $19,600,000 in 1956, 
compared with $16,900,000 in 1955; 
the agency rounded it off at $17,- 
000,000 in last year’s report. In 
February the agency acquired 
Duncan Hines cake mixes, but lost 
then in December, after Procter | 
& Gamble purchased the mixes 
from Nebraska Consolidated Mills. 
Gardner retained other 


anticipates 1957 billings will gain | 
5% over last year’s. 


Geyer Advertising, New York, 


billed an estimated $20,500,000 in | 


1956, compared with an estimated 
$21,000,000 in 1955. The agency 
added Hudson and Metropolitan 
autos, thus handling the entire 
American Motors account. It lost 
Lord Calvert whisky and Tetley 
Tea. Last April B. B. Geyer, pres- 
ident and board chairman, sold 


Gray & Rogers, Philadelphia, 
moved into the above-$10,000,000 
| category in 1956, billing $10,349,- 
685. This figure included $4,315,- 
884 in capitalized fees. In 1955 the 
agency billed $8,690,131, including 
$2,609,582 in capitalized fees. It 
gained the following accounts 
last year: Baldwin-Lima-Hamil- 
ton Corp., Autocar division of 
White Motor Co., Nation’s Busi- 
ness, King Kup candies, Krylon 


Hines’ | 50% of the agency’s stock to a/|Inc., Rubberset brushes, Philadel- 


products. It lost Emerson Electric | group of 40 executives. Mr. Geyer! phia Transportation Co., Chilton 


Co. and Freihobcr Baking Co. It 
lost Pyrene C-O-Two Corp., Min- 
erals & Chemicals Corp. of Amer- 
ica, Atlas Van Lines and Mead 
Corp. Billings were invested like 
this: Newspepers 19.89%; maga- 
zines 20.42%; radio 6.24%; tele- 


vision 12.48%; outdoor 1.83%; 
business papers 35.59%; transit 
advertising 1.85%; miscellaneous 


1.70%. The agency employs 155 
persons and expects 1957 volume 
to be $11,820,000, a gain of 14%. 


Henri, Hurst & McDonald, Chi- 
cago, which in recent years has 
gone through a difficult siege in 
terms of accounts and billings, not 


AMERICAN BEMBERG 


uses businesspapers 


promote new uses for a long-established product. 


EA ates ye 


ee 


OBJecTives: At a time when most of the basic man-made 
fiber producers were having sales problems, American 
Bemberg was no exception. To overcome trade indifference 
to the standard rayon yarns, Bemberg decided to introduce 


a new line of Bemberg Novelty 


Yarns. 


SCHEDULE: Black and White units (155 x 5) in two merchan- 


dising dailies. 


RESULTS: “In January, 1955, spinning equipment allocated 
to manufacture of Bemberg Novelty Yarns was, for the 
most part, idle. With the publication of the first spread, 
inquiries began to come in. Today, Bemberg Novelty Yarns 
are in short supply, demand is increasing, orders are filled on 
allotment and the plant is running 100% of capacity.” 


AGENCY: Robert B. Grady Company 


THE ASSOCIATED 


BUSINESS PUBLICATIONS 


205 E. 42ND ST., NEW YORK 17 « 201 N. WELLS ST.,CHICAGO6 + 925 15TH ST., NW, WASHINGTON 5, D.C. 


ADOR SALES uses businesspapers to expand local 
sales to full national distribution. 


ne 


ee 2. ee 


pe 


OBJECTIVES: To establish Ador 


founded in June 1952, as one of America’s most important 
producers of sliding glass doors . . 
from Southern California coverage to full national and 


foreign distribution. 


SCHEDULE: Black & White spreads in business publications. 


RESULTS: “Expansion of sales organization from 3 to 80 
stocking distributors; over 24,000 inquiries on the use of 
sliding glass doors from architects and builders. Ador at- 


tained recognition as America’s 


aluminum sliding glass doors, in the process outgrew three 


Sales, a new company 


. to expand distribution 


ie 97 een ee UN ts 


largest producer of all- 


mee Me Sth 


manufacturing plants. Sales increased seven fold in the 


twelve months period.” 


AGENCY: Boylhart, Lovett & Dean, Inc. 


Jounded in 1906 eee 4 


@y 


Se no 


97 


only weathered the storm in 1956 
but wound up the year with the 
largest billings in the agency's 
history. It managed, for the first 
time, to hit the $10,000,000 mark, 
the actual figure for commissions 
and capitalized fees being $10,- 
028,000. During the year the agen- 
cy acquired Admiral Corp. (bill- 
ings began in July), Ditto Inc. and 
Felt & Tarrant Mfg. Co. (both be- 
ginning in June), International 
Electric and Zonolite (August), 
Linco Products Corp. (February), 
and Dr. West’s (on which billings 
begin early this year). The agen- 
cy lost no accounts, and longtime 
client Kroehler Mfg. Co. bought 
Mengel Furniture, with a result- 
ing total increase of more than 
$500,000 on this account. Me- 
dia breakdown: Newspapers 15%; 
magazines 38%; radio and tv 
25%; business papers 12%. The 
agency has 107 people, all in its 
Chicago office, and looks forward 
to 1957 volume “between 30 and 
50% higher than 1956.” 


Honig-Cooper Co., San Francis- 
co, billed $10,000,000 in 1956, put- 
ting the agency in this bracket for 
the first time. In 1955 it billed $8,- 
000,000. During the year it gained 
S&W Fine Foods (May) and lost 
no accounts. Billings breakdown: 
Television 35%; newspapers 30%; 
magazines 10%; radio 10%; sup- 
plements 5%, and outdoor 5%. The 
agency has 71 employes in three 
offices and forecasts a 10% rise in 
billings this year. 


Bryan Houston Inc., New York, 
billed $17,200,000 in 1956, com- 
pared with $16,840,000 in 1955. In 
last year’s billings issue, the fig- 
| ure was rounded off by the agency 
= $17,000,000. Houston gained the 


It’s never been proved 
that even the biggest 
accounts must be handled 
by a very big agency. 


And it has 
been proved 
over and over 
again that 
medium-sized 

_ accounts 

get far better 
attention from 
a medium- 
sized agency. 


Roy S. Dursting, Inc. 


655 Madison Avenue 
New York 21, N.Y. 


TEmpleton 8-4600 


3440 Wilshire Boulevard 
Los Angeles 5, Calif. 
DUnkirk 8-3411 


1736 Stockton Street 
San Francisco 11, Calif. 
EXbrook 7-0456 
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The most important new factor in 


the sale of products today is 


the new active leis 


Ree A, cam 


... And the enthusiastic leaders of this 
more-time-and-money way of life are 
Holiday’s 875,000 families. With an average 
income of $15,386, they go more, 

do more, buy more than any other group 
—and look to Holiday for sprightly 


A CURTIS MAGAZINE 


new ideas. If your product 


gives people more leisure or 


pleasure, it belongs in Holiday. 
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following accounts last year: Com- | 
stock Foods, Mrs. Tucker’s Short-| 
ening, Heublein’s Vatted Ver- 
mouth, BW Whisky and Relska 
Vodka, Newsweek, Nescafe In- 
stant Expresso, Whitehall Phar- 
macal’s Drial Nasal Mist and Gard- 
rin Inhaler, and Pabst Brewing’s 
biochemical and feed supplement 


Me ee >. 


You, tne, can set | we merchandising. } 
help in Munciz, 


Mr. Paul Fernding—-district representative loch 
for Hills Bros. Coffee says—“My picture was somata lost bogs —— 
Laat : . The ie ther Brewing Co. an ar 

missing in another ad for The Muncie Star un 

and Muncie Evening Press—so here is the | Tilford Distillers Corp. Its billings 
likeness, but it still is not important. The iaate need se tBowe: anes! 
important fact is the same as before—-Mer- peso 5 64%: ‘tevision 46.13%. 
Ghandicing co-cperstion from Muncie News- outdoor 0.66%. The agency employs 
papers is ‘TOPS’. 150 persons in one office. Last No- 


vember it set up an “east-west 
reciprocal servicing arrangement” 
with Stromberger, LaVene, Mc- 
| Kenzie, Los Angeles. Houston ex- 
pects 1957 volume to be “up” over 
last year’s. 


The MUNCIE ‘STAR * MUNCIE EVENING PRESS | 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


Ketchum, MacLeod & Grove, 


Pittsburgh, billed $22,000,000 in 
1956. The previous year it billed 
$16,400,000. The agency gained | 
Gulf Oil Corp.’s industrial adver- 
tising. Ketchum employs 274 per- 
sons in two offices. In 1957 the 
agency expects volume to be 
“somewhat larger, although we do 
not expect to have anything like a 
repetition of the 36% increase” of 
1956. 


Lambert & Feasley, New York, 
billed $10,000,000 in 1956, the same 
figure it reported for 1955. It 
gained Ciro’s perfume during the 
year and lost no major business. It 
employs 75 persons in one office 
and expects 1957 volume to be 2% 
better than last year. 


C. J. LaRoche & Co., New York, 
billed $11,100,000 last year, includ- 
ing $150,000 in capitalized fees. In 
1955 the agency billed $7,150,000. 


IN THE EV 


UNING 


LOS ANGELES READS 


fl yore 


ear Shot Down HERKOSERREES 
' By Hungarian rd 


ou samial 
1-Gauge Protecto 

pte. Ae Poceng Meateciaty me Renee 
Reds Fire 
Or Crowd 
Ai Tomb 


audience in Western America opens up the 
married-est, home-owning-est audience of any 


net paid daily circulation with almost 100,000 


. first county in the nation in retail sales! 


rewards your advertising dollars deserve! 


In the West, only the 
Herald-Express offers 
advertisers both the 
Starch Readership 
Survey and Ten Top 
Brands Report. 


Los Angeles Evening 


HERALD-EXPRE 


Mom, Girt Soved in Fire 


led Airlinet With |: 
Bh Safely in 


LA. | 


Every weekday evening the largest evening newspaper 
Herald-Express. It’s the richest, youngest, buying-est, 
evening newspaper on the West Coast! 340,335 

more daily readers than the second Los Angeles 
evening paper. Also, more than 91% of this choice 


readership is concentrated in Los Angeles County 


Use the Herald-Express regularly. Reap the rich 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Advertising Age, February 25, 1957 


The agency gained U. S. Tobacco’s 
| Copenhagen snuff, Model and Old 
Briar smoking tobacco, and Sano 
and Encore cigarets. It took over 
“Appointment with Adventure,” 
Revlon tv show. It lost Hiram 
Walker’s vodka. The agency em- 
ploys 105 persons in two offices 
and expects 1957 volume to in- 
crease 10% over the 1956 figure. 


Al Paul Lefton Co., Philadelphia, 
billed $17,000,000 in 1956, com- 
pared with $15,000,000 in 1955. The 
agency got a full year’s billings 
from B.V.D. Co. and Reliance Mfg. 
Co., which it gained at the end of 
55; Bayuk Cigars (Phillies and 
Websters), and “Around the World 
in 80 Days.” It lost the fire alarm 
division of Dictograph Products, 
regional advertising for General 
Baking Co., Lily-Tulip Cup Corp. 
and A. Goodman & Sons. The 
agency employs about 325 persons 
in three offices. 


James Lovick & Co. Ltd., Van- 
couver, B. C., billed $10,300,000 in 
1956, as compared with $7,840,637 
in 1955. The agency gained Sicks 
Brewery, C.P. soap division, West- 
ern Canadian Greyhound Lines 
and Domil Ltd. It lost Brodie & 
Harvie Ltd., St. Lawrence Flour 
Mills Co. and Paper-Mate of Can- 
ada Ltd. Its billings were invested 
as follows: Newspapers 37%; mag- 
azines 10%; radio 8%; television 
17%; outdoor 6%; business papers 
2%; point of sale 2%; printing and 
production 18%. The agency em- 
ploys 176 persons in six offices 
and expects 1957 volume to be 
$12,000,000. 


Earle Ludgin & Co., Chicago, 
billed $13,250,000 in 1956 as com- 
pared with $11,500,000 in 1955. 
The agency gained Zenith Radio 
Corp., Easy Washing Machine, G. 
Heileman Brewing and Lenther- 
ic’s fragrance line last year. It 
lost Fred W. Amend Co., Bendix- 
Crosley home appliances division 
of Avco Mfg. Corp. and Helene 
Curtis Industries’ Lanolin Discov- 
ery. Billings were invested as fol- 
lows: Newspapers 20%; magazines 
15.8%; radio 2.4%; television 54%; 
outdoor 1.5%; business papers 
1.2%, and other 5.1%. The agency 
employs 125 persons in one office. 


MacFarland, Aveyard & Co., 
Chicago, jumped into the above- 
$10,000,000 group last year, with 
billings of $10,036,212, including 
$173,560 in capitalized fees. In 1955 
the agency billed $8,922,227, of 
which $21,384 was in capitalized 
fees. No major accounts were add- 
ed last year, and the agency lost 
Skil Corp. in December. Its billings 
were invested as follows: News- 
papers (including supplements) 
17%; magazines 38%; radio 6%; 


Regular Features 
Return Next Week 


The regular lineup of features. 


which normally appear in AA‘s 


feature section has been omit- 


ted from this issue to provide A 


adequate space for an annual 
but considerably enlarged re- 
port on the billings of more than 
400 domestic and Canadian ad- 


vertising agencies. All the usual * 


features will be back in their 
regular places next week. 
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MARKE 


make New Orleans 
No. 1 sales opportunity 


ean MAARKES 


New Orleans is cantilevering in quality and size. For example, new $59 million downtown bridge over Mississippi will 


be completed in early 1958—to open further, large expansion on New Orleans’ west bank. The bridge dramatizes economic 
pace being set by America’s 2nd port. 


In 1956, The Times-Picayune and States morning and Sunday published the fourth largest volume of retail advertising in 
all America, Media Records reports. 11th, too, in total advertising, with a record 40,830,801 lines. Daily circulation now 
largest it’s ever been. Morning, evening, Sunday, puts you top of the market. 


ADVERTISING 
MEDIUM 


IN AMERICA'S 2ND PORT 
IN NATION'S 2ND OIL PRODUCING STATE 


REPRESENTED NATIONALLY BY JANN & KELLEY INC. 


CIRCULATION, DAILY 288,256; SUNDAY 281,105 


A. B.C. Publisher's Statement 6 mos. ending Sept. 30, 1956, daily 6-day M and 5-day E 
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television 16%; outdoor (including ; MacFarland employs 100 persons |the agency added the Electro-| 
transit advertising) 10%; business and expects 1957 volume to be up | motive division of General Mo- 


| tors (March), the Tar Products di- 


papers 11%; farm publications 2%. | 10-15% over 1956. 


Advertising Age, February 25, 1957 


Processing and Petroleum Week| Davis & Geck division of Ameri- 
(all in February). Its billings break | can Cyanamid. McAdams used a 
down like this: Business papers | wide variety of media, principally 


See Page 69 


vision of Koppers Co. (February), 

Marsteller, Rickard, Gebhardt od foi Rail Corp. (May), Circle) 
Reed, Chicago, with offices in| Wire & Cable Co. (April), the New 
Pittsburgh and New York, is es-| York Times, for which the agency 
| timated to have billed $10,000,000 | is doing corporate advertising pro- 


capitalized fees. In 1955 the agency | vertisers (February), and three 
fell in the $5,000,000 to $10,000,000 |McGraw-Hill publications, Na-| 
billings bracket. During the year|tional Petroleum News, Petroleum | 


35%; the remaining 65% is divided 
equally among newspapers, maga- 
zines, radio, television, farm pub- 
lications and direct mail. The 


J. M. Mathes Inc., New York, 
billed $17,500,000 in 1956, com- 
pared with $14,500,000 in 1955. The 
agency gained Odorono deodorant 
and Peggy Sage cosmetics (North- 


medical journals, direct mail and 
specialized publications mailed di- 
| rectly to doctors. The agency em- 
ploys about 300 persons in one of- 


| agency employs about 109 persons | fice. 
in 1956, of which about half was in grams aimed toward industrial ad- | and predicts that 1957 billings will | 
| be 20-25% higher than last year. 


McKim Advertising Ltd., Mont- 
real, billed about $10,250,000 in 
1956, compared with $9,500,000 in 
1955. The agency added the fol- 
| lowing accounts last year: Copp- 
| Clark Publishing Co., E. B. Eddy 
|Co., McGavin Bakeries, Mead 
| Johnson & Co.’s Pablum division, 


am Warren Corp.), Herman Miller Ontario Department of Highways, 


Furniture Co., Crown Cork & Seal Peacock Bros. Ltd. and the Shir- 
Co., Norwegian-American Knitting | 


News FRONT 


oa THE PICTURE NEWS MAGAZINE FOR MANAGEMENT 


The New Medium to Reach U. S. Management 


not available on the newsstand or by paid subscription . . . sent only to the 40,000 leaders of 
industry, finance and government . . . covers all the Officers and key Department Heads of the 
1,500 leading corporations that account for 70% of all U. S. manufactured output. Page 


rate, $785. 


Write or phone today for details. 


NEWS FRONT Magazine, Attn.: Baldwin H. Ward, Publisher, 52 Vanderbilt Ave., New York 17, N. Y. (MU 4-3595) 
Advertising offices: New York, Chicago, Cleveland, Los Angeles, San Francisco, Portland. 


Mills, Old Dutch Coffee, Lukens 
Steel, Keuffel & Esser Co. and 
Behr-Manning. No major account 
was lost. In May, 1956, W. T. Okie, 
vp of Mathes since 1944, was 
named president, succeeding James 
M. Mathes, who became board 
chairman. The agency employs 239 
persons in one office. It expects 
1957 volume to be up over ’56. 


William Douglas McAdams Inc., 


$12,500,000 last year, compared 
| with $10,000,000 in 1955. The agen- 
|cy gained the electrochemicals di- 


| vision of E. I. du Pont de Nemours | 


| & Co. for the promotion of Lysine 
|to the pharmaceutical industry, 
'and the National Drug Co. It lost 
the E. R. Squibb division of Olin 
Mathieson Chemical Corp. and the 


New York, billed an ‘estimated | 


riff-Horsey Corp. The agency lost 
Orange Crush Ltd. It employs 210 
| persons in four offices. 


| Meldrum & Fewsmith, Cleve- 


land, billed $10,510,000 last year, 
compared with $10,255,000 in 1955. 
The agency gained Union Com- 
merce Bank, Nottingham Steel 
Corp., St. Mary’s Food Corp. It 
ost General Dry Battery Corp. The 
| agency has three offices. 


C. L. Miller Co., New York, 
billed $10,000,000 in 1956, com- 
pared with $7,500,000 in the pre- 
ceding year. In last year’s report 
the agency listed its 1955 billings 
at an even $7,000,000. No major 
accounts were gained, and Miller 
no longer handles Curtiss Candy 
Co. The gain in billings was at- 
tributed to “increased” spending 


HOUSEHOLD FURNISHINGS 


How advertisers of 


— HOUSEHOLD FURNISHINGS, 
HOUSEHOLD EQUIPMENT & SUPPLIES 


rank national magazines 


(Jan.-Dec., 1956) 


HOUSEHOLD EQUIPMENT & SUPPLIES 


RANK MAGAZINE mOREVENUE RANK MAGAZINE AOREVENUE F 
1. LIFE $5,983,022 1. | OE $11,105,271 
2. | Better Homes & Gardens} 4,501,238 2. | Saturday Evening Post 6,023,225 
3. | Ladies’ Home Journal 2,754,196 3. | Better Homes & Gardens}; 4,312,733 
4. | House Beautiful 2,528,555 4. | Good Housekeeping 2,521,312 
5. | Saturday Evening Post 1,713,866 5. | Ladies’ Home Journal 2,488,955 


Ranking of national magazines 
in total advertising revenue 
(Jan.-Dec., 1956) 


1. UFE $137,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,778 
4. Look 34,350,878 


5. Better Homes & Gardens 30,071,028 


Source: Publishers’ Information Bureau ‘gross figures) 


9 Rockefeller Plaza, New York 20, N. Y,, 
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Grit rides your advertising into America’s least exploited market 


If you are the Driver (Ark., Va.) of your company’s 
advertising Auto (W.Va.), you want to steer it to 
the most productive markets. 

Right at the top of your list today should be the 
small towns of America—true small towns suffi- 
ciently remote from big cities not to be influenced 
by them. According to a recent Sales Management 
survey, the amount advertisers spend to reach non- 
metropolitan families is, per family, less than half 
that used to persuade the big-town species. In the 
small-town market—America's least exploited mar- 
ket—your advertising dollar has Jess competition 
and does more work. 

All of which leads quite naturally to the subject 
of Grit. For 74 years now, it has grown steadily and 
soundly until today it is favorite reading for 


850,000-plus families in 16,000 small towns the 
length and breadth of this U.S.A. Its circulation 
concentration in towns of 2500 and less (58.53%) is 
miles ahead of that of any other national publica- 
tion. And its percent of single-copy sales is a 
phenomenal 90.15. 

No other publication has been able to match the 
success of Grit in reaching small-town people on a 
sound economic basis. No other publication has 
won such small-town reader loyalty, such respon- 
siveness to both editorial and advertising columns. 
You'll Speed (Iind., Kans., N.C.) down the High- 
way (Ky.) to bigger small-town sales when you 
advertise in Grit! 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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by current clients. Miller employs 
105 persons in three offices and 
expects 1957 volume to be “about 
the same as ’56.” 


Morey, Humm & Warwick, New 
York, billed over $11,000,000 in 
1956, compared with more than 
$9,000,000 in 1955. In March last 
year Morey, Humm & Johnstone 
became Morey, Humm & War- 
wick. J. R. Warwick joined the 
agency in 1953. Muriel Johnstone 
left to set up her own agency, 
Johnstone Inc., on Jan. 1, 1956. 
The agency gained Eppens, Smith 
Co., maker of Holland House cof- 
fee. It has 100 employes. 


North Advertising, Chicago, 
which opened its doors on Dec. 1, 
1955, billed $10,000,000 in 1956. 
The agency started with about $5,- 
000,000 in Toni Co. billings. Dur- 
ing the year it gained Lanvin-Par- 
fums, the Englander Co. and Toni’s 
Soft’ning. It lost no accounts. Bill- 
ings were invested as follows: 
Newspapers 7%; magazines 9%; 
radio 9%; television 65%; other 
10%. North has three offices and 
100 employes. It expects 1957 vol- 
ume to advance 20% above the 
1956 level. 


Ogilvy, Benson & Mather, New 
York, billed $14,099,923 in 1956, 
including $2,382,981 in capitalized 
fees. In 1955 the agency billed 
$11,803,819, of which $1,291,766 
represented capitalized fees. Ogil- 
vy gained Lord Calvert, Philip 
Morris Co.’s Spud cigarets, Lever 
Canada (Dove), Armstrong Cork 
Co., Christian Brothers wines and 
Berkshire Knitting Mills. It lost 
Campbell Soup’s Franco Ameri- 
can products, S. Augstein Co. and 
Reed & Barton. Billings were in- 
vested as follows: Newspapers 
43.4%; magazines 27.8%; supple- 
ments 1.7%; radio 10.9%; television 
13%; outdoor and transit 1.5%; 
business papers 1.7%. The agency 
employs 185 persons in one office 
and expects 1957 volume to be up. 


Paris & Peart Inc., New York, 
broke into the above-$10,000,000 
circle in 1956 with a total of $10,- 
500,000. In 1955 the agency billed 
$9,600,000. The agency gained An- 
derson, Clayton & Co.’s food di- 
vision; Producers Distributing 
Agency (poultry products); Kirsch 
Beverages’ No-Cal Corp., and print 
advertising for Remington Rand 
division, Remington Rand electric 
shaver division, and Remington 
Rand Univac division—all of Sper- 
ry Rand Corp. The agency employs 
123 persons in two offices and ex- 
pects 1957 volume to go 20% ahead 
of last year’s. 


Fletcher D. Richards Inc., New 
York, billed $21,625,000 in 1956. In 
1955 Richards billed $16,600,000. It 
gained Dominion Rubber Co. last 
year, though billings on the ac- 
count didn’t start until Jan. 1, 
1957. It lost Berkshire Hathaway 
Inc. and Campana Sales Co. (Soli- 
tair cake makeup, Magic Touch 
cream makeup and Sheer Magic 


A GREAT Little PREMIUM! 


Handi-Kuttor 


CLICK—it's A Razor-Biade Knife! 


CLICK— — Safe for Pocket or Purse! 


EVERYBODY can use it. . . Ideal for 
ting sales — building will. 
| — attractive — ample 


space for imprinting name or trademark. 


Ask for FREE Sample, Prices, and 
Details about Ad Card Distribution 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 


liquid makeup). The billings 
breakdown: Newspapers 31%; 
magazines 27%; television 21%; 
radio 6%; other 15%. The agency 
employs 220 people in five offices. 
It anticipates 1957 volume will be 
15% above last year’s. 


Ross Roy Inc., Detroit, billed 
$15,052,000 in 1956, including $5,- 
514,000 for merchandising, direct 
mail and sales promotion. The 
comparable 1955 figures were $16,- 
077,000 and $5,720,000. The agency 
last year gained the Exide division 
of the Electric Storage Battery Co., 
California Natural Juice Co. and 
Wheel Trueing Co. of Canada. It 
resigned eight accounts when it 
closed its Chicago office in Au- 
gust: Globe-American Corp., 
Champion Bag, dilinois Baking, 
Nixon Laboratories, Inland Elec- 
tronics, J. W. Mortell Co., Clinton 
Detergent and Institute of Scientif- 
ic Studies. It also lost RCA Victor 
custom record sales. The agency 
employs 281 persons in three of- 
fices. It makes no prediction of 
1957 volume. 


Russel M. Seeds Co., Chicago, 
billed $16,888,000 last year, which 
included $203,000 in capitalized 
fees. In 1955 the agency billed 
$16,834,332, including $234,332 in 
fees. Seeds gained Tastee-Freez 
and Lanolin Plus in 1956 and lost 
Victor Chemical Works and Ad- 
miral Corp. It employs 94 persons 
in three offices and expects 1957 
volume to “be about the same” as 
last year. 


Tatham-Laird Inc., Chicago, 
billed $22,098,000 in 1956, com- 
pared with $20,047,000 in 1955. The 
agency gained Procter & Gamble’s 
Fluffo and General Mills’ Sugar 
Jets last year, while losing Simon- 
iz and Four Fisherman frozen sea- 
foods. The agency’s billings were 
invested as follows: Newspapers, 
magazines and trade journals 
45.7%; television 50%; radio 2.3%; 
outdoor 1.7%; transit advertising 
0.3%. The agency, which employs 
219 persons in three offices, an- 
ticipates a 10% hike in billings this 
year. 


Geoffrey Wade Advertising, 
Chicago, is estimated to have billed 
a little more than $11,000,000 in 
1956. In 1955 the agency billed 
$10,201,863, of which $88,347 rep- 
resented capitalized fees. The 
agency, notable because it is the 
sole agency for Miles Laborato- 
ries domestic advertising, added 
Alberto-Culver Co. (hair prepara- 
tions) at the end of 1955 and has 
billed the account for the entire 
year 1956. Wade’s media break- 
down is estimated this way: Tele- 
vision 65%; radio 24%; maga- 
zines 5%; newspapers 3%, and 
business papers, transit and other 
1% each. The agency employs 
about 75 persons in its three of- 
fices and forecasts 1957 billings 
up slightly from 1956. 


Warwick & Legler, New York, 
billed $14,500,000 in 1956, includ- 
ing $100,000 in capitalized fees. In 
1955 its figures were $14,300,000 
and $1,000,000. The agency gained 
Jacob Ruppert, Seagram Distillers 
(Pedigree) and Silver Cream 
(February). The agency lost 
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George W. Luft Co. (Tangee) and 
Silver Cream (early in 1957). Bill- 
ings were invested as follows: 
Newspapers 29.32%; magazines 
16.82%; radio 9.76%; <elevision 
33.14%; outdoor 3.06%; business 
papers 2.66%, and art and me- 
chanical 5.24%. The agency em- 
ploys 137 persons in one office and 
expects 1957 billings to go up 5%. 


Edward H. Weiss & Co. (former- 
ly Weiss & Geller Inc.), Chicago, 
billed $12,050,000 last year. In 1955 
the agency billed $13,200,000. Weiss 
gained Kings Men toiletries, Soft 
Fragrance shampoo, Lentheric, 
Manhattan Soap’s Sweetheart 
soap, Autopoint Co., Rolf’s division 
of Amity Leather, Perk dog food 
and Parker Kalon Co. It lost 
Holeproof Hosiery and Happiness 
Tours. Billings were invested as 
follows: Newspapers 9%; maga- 
zines 21%; supplements 4%; radio 
3%; television 49%; outdoor 2%; 
business papers 12%. Weiss em- 
ploys 137 persons in one office and 
expects a 25% jump in volume this 
year. 


Capital Airlines and its agency, Lewis Edwin Ryan, are 
Sold on Spot as a basic advertising medium. 


To get its fast-growing Viscount service off and wing- 
ing in a new market, Capital Airlines relies on Spot 
Radio. Ten days before a new Viscount flight schedule 
goes into operation, Capital opens full blast with a 
six-week saturation schedule. A hard-hitting, year- 
round campaign follows, precision-timed to reach the 
businessman who must travel. Early in the morning, 
late in the afternoon, early and late in the evening, 
Spot sells the businessman on the economy, luxury and 
speed of Capital’s Viscount flights, 


Sells? In July, 1955, Capital inaugurated a new Viscount 
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Advertising Age, February 25, 1957 


56 Agencies Billed 
$5-10,000,000 Last Year 


Six New Agencies in this 
Group; Nine Moved to 
$10-25,000,000 Bracket 


Copyright, 1957, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 
New York, Feb. 21—In 1956, 
56 advertising agencies reported— 
or were estimated by AA to be 
billing—between $5,000,000 and 
$10,000,000. This is a rise of 6 
agencies over 1955, when Apver- 
TISING AGE found 50 agencies in 
this category. 
However, 


while the rise in 


numbers is not too great, it should 
be pointed out that this year there 
are some 20 agencies either new 
to—or no longer in—the $5-10,- 
000,000 bracket. There are nine 


agencies that moved into the 
bracket last year, nine others that 


moved into the ranks of $10,000,- | 


000 and up, one which dropped 
back into this bracket, one agency 
which dropped out and one which 
quit the advertising business en- 
tirely. 

Among the agencies listed in 
the $5,000,000-and-up group for 
the first time are L. H. Hartman 
Co.; Botsford, Constantine & 
Gardner; Robert Otto & Co.; Ed- 
ward Kletter Associates; Product 
Services Inc.; Biddle Advertising; 
Charles L. Rumrill Co.; Marstel- 
ler, Rickard, Gebhardt & Reed, 
and L. W. Frohlich & Co. 


s While almost all of these agen- 
cies were billing under $5,000,000 
in 1955, some—like Edward Klet- 


should have been included in last 
year’s tally. 

The nine agencies which happily 
reported that they billed $10,000,- 
000 or more in 1956 were Gray & 
Rogers; C. J. LaRoche & Co.; 
MacFarland, Aveyard & Co.; Wil- 
liam Douglas McAdams; C. L. 
Miller Co.; Morey, Humm & War- 
wick (Mel Johnstone); Paris & 
Peart, and two Canadian agencies, 
James Lovick & Co. and McKim 
Advertising. 

Harry B. Cohen Advertising, 
which reported $10,000,000 in bill- 
ings for the first time in 1955, 
last year dropped back under, re- 
porting $9,700,000. Wesley Asso- 
ciates, New York, with billings 
unreported (it checked in at $6,- 
500,000 in ’55), is the only agency 
to drop out of the bracket, with 
the exception of Scheideler & 
Beck, which shut its doors toward 
the end of the year. 


# Although all agencies did not 
give an estimate of 1957 volume, 


forward to another banner year. 
12 agencies predicted a rise of 10- 
20% in billings; six thought they 
would go up 5-10%; five figured 
it would be 20-30%; one agency 
predicted a 1-5% rise, and three 
thought 1957 business would be 
about the same as last year. 

Reports on the individual agen- 
cies are as follows, in alphabetical 
order: 


Aitkin-Kynett Co., Philadel- 
phia, is estimated to have billed 
more than $6,000,000 last year, up 
from the more than $5,000,000 es- 
timated in 1955. Among the agen- 
cy’s new accounts were Fels & 
Co.; Middle Atlantic division of 
Carling Brewing Co. and Air 
Products Co. It lost Esterbrook 
Pen Co. after 29 years. It has 80 
employes. 


Anderson & Cairns, New York, 
billed $5,962,592 in 1956, of which 
$1,133,900 was in capitalized fees. 
This was up from $5,000,012 in 
1955, of which $1,189,426 was cap- 


service between Washington and Chicago. By October, 
1956, they had tripled the service and zoomed from less 


than 20% to more than a 50% share of a greatly-ex- 


panded market! In Washington, and in Chicago, as in 
every on-line city served by NBC Spot Sales, Capital 
uses NBC Spot Sales-represented stations. 


Here’s how James W. Austin, Capital’s Vice-President 
in charge of Sales and Traffic, sums it up: 


“Capital's problem is to sell seats and to sell them right 
now, to cover the market completely and to provide 
the flexibility we need in each market. Spot Radio is a 


‘must’ in our advertising program.” 


MIAMI—WCKT 
OUFFALO—wevrF 


HARTFORO-NEW BRITAIN—WNBC 
NEW YORK—WRCA, WRCA.TY 
SCHENECTAODY-ALBANY-TROY—WRGe 
PHILADELPHIA—WARCY, 
WASHINGTON—WRC, WRC-TV 


If you're looking for lightning-fast results for your 
product or service, look to... 


SPOT SALES 


representing these leadership stations 


CLEVELANO—WHK 
LOUISVILLE—WAVE, WAVE-TV 
CHICAGO—WMAQ, WNBQ 

ST. LOUIS—KSO, KSO-TV 
DENVER—KOA, KOA-TV 
SEATTLE-TACOMA—KOMO, KOMO-TV 
LOS ANGELES—KRCA 
PORTLAND, ORE.—KPTV 
SAN FRANCISCO—KNBC 
HONOLULU—KGU, KONA-TY 


wacv.tv 
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ter Associates—probably were bil- | most of those that did are looking | italized fees. It reported five new 
ling more than $5,000,000 and | 


| accounts, two of which—Julius 
| Wile Sons & Co. and Seeman Bros. 
—came from the closing Biow Co. 
Others were Chatham Mfg. Co., 
Frank H. Lee Co. and Mittag & 
Volger division of Burroughs Add- 
ing Machines. The Rolls Razor Inc. 
and Beattie Jet Lighter accounts 
were lost. Billings were spent this 
way: Magazines 46%; business pa- 
pers 28%; newspapers 16%; tele- 
vision 5.11%; radio 4.69%, and out- 
door 0.8%. The agency has 89 em- 
ployes and predicts a healthy 25% 
boost in 1957 volume. 


Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, is once 
again (as in °'55) estimated to 
have billed more than $5,000,000 
in 1956. During the year the agen- 
cy added C. H. Musselman Co. 
and American Maize-Products Co. 
It lost the House & Garden account. 


Aubrey, Finlay, Marley & 
Hodgson, Chicago, billed around 
$7,000,000 in 1956, compared with 
about $5,000,000 reported in 1955. 
The agency added Combined In- 
surance Co. of America; the pot- 
ash division of International Min- 
erals; Murphy Products Co.; Gun- 
nison Corp., and Terry Foods. It 
lost the Cummins Portable Tools 
division of John Oster Mfg. Co. 
The agency has 90 employes and 
expects an increase in 1957 vol- 
ume. 


Baker Advertising Agency Ltd., 
Toronto, is estimated to have 
billed about $6,000,000 in 1956, 
comparable to its 1955 billings. 
This past January the agency lost 
a portion of Canadian Canners 
Ltd. (Aylmer). About 65% of its 
billings goes into print media, the 
rest in broadcast. The agency has 
around 110 employes in its one 
office. 


Beaumont & Hohman, Chicago, 
billed $5,617,000 in 1956, of which 


The only 
people who 


interest you 
in any 
advertising 
_ agency are 
the people 
who will 


_ work with you 
on your 
account. 


Roy S. DURSTINE, INc. 


655 Madison Avenue 
New York 21, N.Y. 


TEmpleton 8-4600 


3440 Wilshire Boulevard 
Les Angeles 5, Calif. 
DUnkirk 8-3411 


EXbrook 7-9456 
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ROCHESTER, MINNESOTA 


Sweeps Sales Management Figures for Minnesota 


ST IN 
THE 
STATE 
of Minnesota 


Buying Power Per family $6.161 
County Sales Per family $4.991 
Quality index—rank of 130 


1BM IS BUILDING A NEW 
$8,000,000 PLANT HERE 


A 35,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 85,000 
passengers yearly. 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 
Circulation over 21,000 daily 


COLOR AVAILABLE! 


$338,836 was in capitalized fees. 
This was 31% less than in 1955, 
when the agency billed $8,163,790, 
of which $390,685 was in capital- 
ized fees. The decline was largely 
due to loss of the McCormick & 
Co. spice account (which stopped 
billing Jan. 1, 1956) and a de- 
crease in billings for Greyhound 
Corp. At the end of the year the 
agency also lost the Greyhound 
account, which had accounted for 
more than half its billings (the 
change was not effective until 
February, 1957, however). During 
"56 the agency added Monarch 
Brewing Co., Chicago, and a new 
soft drink product of Instant Bev- 
erage Inc. The agency closed down 
a couple of branch offices during 
the year and decreased its staff 
by about 25. It now has 93 people 
in nine offices. 


Biddle Advertising Co., Bloom- 
ington, Ill., moves into the $5,- 
000,000 bracket with billings of 
$5,469,878, of which $3,247,152 is 
capitalized fees. In 1955 the com- 


DEPOSITS 


Pays Oklahoma farmers 


a Aqvicutture 


SIX HUNDRED MILLION DOLLARS 


In year ’round monthly income! 


The soils and climates of the North, South, East and West 
all merge together in Oklahoma. From cattle to cantaloupe, 


farmers here produce more than 


30 different “money crops.” 


Harvests spread over 8 months 

of the year and monthly farm 
market income varies only 714% 
during the entire year. To sell 

goods or services 


. anytime of the year to Oklahoma's 


rural families, advertise in the newspapers they read most. 


_ THE DAILY 
- OKLAHOMA CITY TIMES 


published by The Oklahoma Publishing Company represented by The Katz Agency 


OKLAHOMAN 


Advertising Age, February 25, 1957 


parable figures were $4,231,284 
and $2,926,297 in capitalized fees. 
The agency added four accounts: 
Consumers Cooperative Assn.; the 
soybean division of A. E. Staley 
Mfg. Co.; Blue Star Foods, and G. 
Leblanc Corp. It lost two: Arcady 
Farms Milling Co. and the Mor- 
ton House division of Otoe Food 
Products Co. Biddle placed its bill- 
ings like this: Newspapers 18%; 
outdoor 17%; magazines 16%; 
business papers 10%; television 
9%; farm publications 7%, and col- 
lateral media 23.1%. The agency 
has 86 employes, predicts a 28% 
rise in 1957 volume. 


Botsford, Constantine & Gard- 
ner, Portland, Ore., moved into 
the over-$5,000,000 bracket for the 
first time in 1956 with total bill- 
ings of $6,149,457, of which $1,- 
603,520 was capitalized fees. In 
1955 billings totaled $4,632,630, 
with $1,135,400 capitalized fees. 
The agency picked up three ac- 
counts: S. S. Leilani, cruise liner 
for the Hawaiian Steamship Co.; 
the national U-Haul trailer rental 
system of Arcoa Inc., and Georgia- 
Pacific Corp., lumber and plywood. 
Its billings were divided this way: 
Magazines and farm publications 
22%; newspapers 19%; radio and 
television 15%; outdoor 15%, and 
business papers 6%. The agency 
has 73 employes in five offices, ex- 
pects a 10% rise in 1957 volume. 


Caples Co., Chicago, is esti- 
mated to have billed over $5,000,- 
000 in 1956. During the year, it 
reports, business was up over 1955 
and probably will be even better 
in 1957. During the year the com- 
pany closed down its San Francis- 
co office and opened an office in 
Portland, Ore., primarily to serv- 
ice the Union Pacific Railroad ac- 
count. The agency has five offices 
and employs about 90 people. Me- 
dia breakdown: Newspapers 40%; 
magazines 42%; radio 7%; televi- 
sion 6%; other 5%. 


James Thomas Chirurg Co., Bos- 
ton, is estimated to have billed be- 
tween $5,000,000 and $6,000,000 in 
1956. During the year it added 
Union Twist Drill Co., Martin L. 
Hall Co. and D. Emil Klein Co. 


Harry B. Cohen Advertising, 
New York, billed an estimated 
$9,700,000 last year, compared 
with $10,000,000 in 1955. The 
agency gained Doeskin Products, 
effective Jan. 1, 1956. It lost 
Block Drug’s Super Amm-i-dent 
and Amm-i-dent toothpastes, Ny- 
tol sleeping tablets, Py-Co-Pay 
and Py-Co-Tip toothbrushes, 
Green Mint mouth wash and 
Dentu-Grip. The bulk of the agen- 
cy’s billings, about 60%, went in- 
to radio and television. Cohen em- 
ploys about 115 persons and ex- 
pects 57 volume to surpass °55’s 
$10,000,000. 


Cole & Weber Inc., Portland, 
Ore., billed $5,956,377 in 1956, of 
which $162,074 represented capi- 
talized fees. Comparable figures 
for 1955 were $4,970,098 and $19,- 
145. The agency reported no ac- 
count changes. Billings were di- 
vided as follows: Newspapers 
20.53%; radio and _ television 
17.40%; magazines 15.79%; busi- 
ness papers 9.80%; transit and 
outdoor 8.04%, and other 28.44%. 
The agency has three offices. 


Cramer-Krasselt Co., Milwau- 
kee, is estimated to have billed in 
excess of $6,000,000 in 1956. Dur- 
ing the year the agency lost St. 
Charles Kitchens and Rolfs divi- 
sion of Amity Leather Products 
Co. (June). The agency employs 
| 130 persons. 


| Rey S. Durstine Inc., New York, 
| reports 1956 billings of between 
, $5,000,000 and $10,000,000, the 
same as last year. AA estimates 
1956 billings at around $7,000,000. 
| The agency added H. C. Brill Co., 
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To sell more where more is sold 


eee it’s FIRST 3 FIRST! 


| Surrounded by Silence here 


ti 
t é ¥ : on 
Pe a 


al 
Ee ie a 


A. uphill trudge on a snow-covered lonely road sometimes leads to a 
small country general store. A far cry from such a marginal market with 
few customers is the huge metropolitan market with giant self-service 
supermarkets with shelves amply supplied with many colorful labels that 
stimulate the mass buying of the big city’s teeming millions. 

The 3 outstanding city and suburban areas of New York, Chicago and 
Philadelphia consume '; of all U. S. food and grocery products. In these 
concentrated, most profitable sales areas, the family coverage of General 
Magazines, Syndicated Sunday Supplements, Radio and TV thins out. In 


The group with the Sunday Punch 


Surrounded by Sales here 


~— a 


these top markets there is no substitute for FIRST 3 MARKETS’ solid 
62° coverage of all families. 


Further, in 279 Industrial North and East counties—where 27% of total 
U. S. families account for 32% of the nation’s grocery product purchases— 
FIRST 3 MARKETS GROUP delivers an audience of 14 of all the families. 


To make your advertising sell more where more is sold...it’s 
FIRST 3 FIRST! 


Circulation in excess of 6,000,000. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17,N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 * Chicago 11, lU., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 
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Aitcheson Laboratories and Ma- | 
son, Au & Magenheimer, maker 
of Mason Mints. It took over all | 
active accounts of the Duane | 
Jones Co., including P. J. Ritter | 
Co., when Mr. Jones resigned 
them last year. The agency lost 
the Flako line of Quaker Oats Co. | 
(although it will be billing Flako | 
during the first half of 1957), 
White Stagg Mfg. Co., at year’s end, 
although several 1957 insertions | 
willbe placed, Hydro-Aire Inc. 
(aviation subsidiary of the Crane 
Co.) and Flotill Products, which 
had returned to the agency for the 
second time in as many years. Dur- 
stine has about 75 employes located 
in three offices. 


Lawrence Fertig & Co., New 
York, billed between $9,000,000 
and $10,000,000 in 1956, all in 
commissionable space. The agency 
reported the same billings for 
1955. It reported no major ac- 
count changes during 1956. Media 
breakdown: Newspapers about 
53%; magazines 31%; outdoor 
13%, and 3% in business papers. 
It has 110 employes and expects 
1957 volume to be about the same 
as '56—and '55. 


Foster Advertising Ltd., Toron- 
to, is estimated to have billed 
about $6,000,000 in 1956, compared 
with an estimated $5,500,000 billed 
the previous year. The agency 
added Fruehauf Trailer Co. and 
dropped a part of Canadian Pitts- 
burgh Industries. Roughly 75% of 
its billings went into print media, 
with radio and television account- 
ing for the remainder. The agency 
has about 105 employes in four 
offices. 


Clinton E. Frank Inc., Chicago, 
billed “slightly over $6,000,000” 
in 1956, the same figure it re- 
ported for 1955. Three accounts 
were added in 1956: Fort Howard 
Paper Co.; Kitchen Art Foods 
(Py-O-My mixes) and the Flako 
Products division of Quaker Oats 
Co. With the acquisition of Flako, 
Py-O-My was resigned. The agen- 
cy has 54 employes, expects 1957 
billings to be “close to $7,000,000.” 


L. W. Frohlich & Co., New York, 
an agency specializing in the med- 
ical field, is estimated to have 
billed $7,000,000 in 1956, a gain of 
25% over 1955. The agency han-.| 
dles some 20 pharmaceutical hous- | 
es, including such giants as Scher- | 
ing Corp., Parke, Davis & Co.,| 
Johnson & Johnson and Schenley 
Laboratories. It neither lost nor 
gained any important accounts | 
during the year. The agency plac- 
es the bulk of its billings in medi- | 
cal publications and direct mail. | 
It employs more than 200 persons. | 


Gotham-Viadimir Advertising, 
New York, billed an estimated $6,- 
000,000 in 1956, compared with an 
estimated $5,100,000 in 1955. Dur- 
ing the year the agency regained | 
American Safety Razor Corp. as | 
an international client and also) 
added the locomotive division of | 
General Electric Co. and Royal 
McBee International. It lost the | 

| 


USE 
MISSOURI NEWSPAPERS 
THE EASY WAY 
Whether you use one or all of 
Missouri's 398 newspapers it's 
easier, faster, cheaper with Mis- 
souri Press Service. 


ONE ORDER—ONE BiLi— 


ONE CHECK 


Send today for your free directory of 
Missouri newspapers—weekly, daily end 


Sunday. Write 
MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbie Missouri 


Mennen Co. and the International 
Swimming Pool Corp. The agency 
places roughly 64% of its billings 
in media circulating outside of the 
U.S. It employs 85 persons in four 
offices. 


Griswold-Eshleman Co., Cleve- 
land, reports billings for 1956 of 
between $9,950,000 and $10,000,000. 
In 1955 it billed $9,450,000. The 
agency added Perfection Indus- 
tries division of Hupp Corp., U. S. 
Ceramic Tile Co. and Air-Maze 
Corp. It reports no important ac- 
counts lost. Volume in 1957 is ex- 
pected to show “some increase” 
over 1956. 


Guild, Bascom & Bonfigli, San 
Francisco, billed $8,462,955 in ’56, 
of which $58,430 was capitalized 
fees. In 1955 the figures were $6,- 
502,042 and $54,000 capitalized 
fees. The agency added Clougherty 
Packing Co. in May and Mothers 
Cake & Cookie Co. in August. At 
year’s end it dropped Foremost 
Dairies, whose $4,000,000 com- 
prised virtually 50% of the agen- 


cy’s billings. Billings were split as 
follows: Television 80%; radio and 
outdoor each 7%; newspapers 3%; 
magazines 2%; business papers, 
transit advertising and point of 
Sale 1%. The agency has 54 em- 
ployes in three offices, expects 
1957 volume to be about the same 
as last year. 


Lawrence C. Gumbinner Ad- 
vertising, New York, is estimated 
to have billed around $9,000,000 
in 1956. During the past year the 
agency picked up Amm-i-dent 
toothpaste, Omega Oil, Poslam 
ointment, Minipoo dry shampoo 
and two other proprietaries, all 
products of Block Drug Co.; 
American Tobacco’s Herbert Ta- 
reyton cigarets from the dissolv- 
ing M. H. Hackett agency, and 
Swingline Inc., staple machine 
maker. 


L. H. Hartman Co., New York, 
moved into the $5-10,000,000 cat- 
egory last year for the first time, 
reporting total billings of $5,059,- 
400, of which $133,400 was capi- 


talized. In 1955 the agency billed 
$4,266,666, of which $166,666 was 
eapitalized fees. The agency added 
North American Equipment Co. in 
May and handled the Citizens for 
Javits account prior to the No- 
vember elections. Billings were di- 
vided this way: Newspapers 40%; 
magazines 25%; television 15%; 
outdoor 7%; point of sale 5%; ra- 
dio 4%; business papers 3%, and 
supplements 1%. The agency em- 
ploys 33 people and expects a 
10% rise in 1957 volume. 


Hicks & Greist, New York, 
billed an estimated $7,500,000 in 
1956, a rise of $500,000. The agen- 
cy added Beefeater gin, Edwards 
Mfg. Co., Glickman Mfg. Co., 
Walter H. Johnson Candy Co., 
Clifton Conduit and Jewelry In- 
dustry Council. It resigned Home 
Decorators Silverwax and lost H. 
C. Brill Co. It has about 60 em- 
ployes. 


Hixson & Jorgensen, Los An- 
geles, reports 1956 billings of $8,- 
009,382, compared with $6,141,308 
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in 1955. Billings were divided as 
follows: Newspapers 12%; mag- 
azines 6%; supplements 1%; ra- 
dio 10%; television 15%; outdoor 
13%; business papers 16%; other 
27%. The agency employs 95 peo- 
ple and expects a 10% increase 
in 1957 volume. 


Charles W. Hoyt Co., New York, 
billed $9,700,000 in 1956, up $800,- 
000 from the previous year. The 
agency added Elizabeth Arden 
Sales Corp. and A. S. Harrison Co. 
in August and American Thermos 
Products Co. in December. It also 
dropped three accounts at year’s 
end, Lloyd Mfg. Co., Old Town 
Corp. and Amstel American Corp. 
Media division was as follows: 
Magazines and farm publications 
36%; radio and television 17%; 
newspapers 23%; business papers 
9%, and outdoor and transit ad- 
vertising 1%. Hoyt has a staff of 
108, predicts a “substantial in- 
crease” in this year’s business. 


H. B. Humphrey, Alley & Rich- 
ards, Boston, billed more than $6,- 
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“Glad to hear they have a 


Makes buying that much simpler 2] 


In any of these 


5 important markets 


Minneapolis-St. Paul 


Kansas City 


New Orleans 


...you talk to the 


big audiences 


with the “Storz Station” 


January, 1957 Trendex puts WDGY first! 

Whether you prefer Trendex, Nielsen, Hooper 
or Pulse see the Blair man for prime 
availabilities in first place segments in the report 
we like best. See JOHN BLAIR or 


with WDGY 


DGY GM STEVE LABUNSKI. 


Now in its sixth year of first place dominance. 
First on latest Hooper, Pulse and Trendex, 

in all time periods. Contact ADAM YOUNG 
INC. or KOWH General Manager 


Omaha 


VIRGIL SHARPE. 


First per Hooper, first per Area Nielsen, 


first per Area Pulse, first per Metro Pulse. 
87% renewal rate among Kansas City’s biggest 
advertisers proves dynamic sales - 

See JOHN BLAIR or WHB G 


GEORGE W. ARMSTRONG. 


Month after month WTIX maintains or 


with WTIX 


widens its first 
listening. 


First 


It’s Happened! With “Storz Station” 


programming WQAM has leaped to first in the 
morning . . . first in the afternoon . . . and 

first all day (29.9%) on latest Hooper. 
Covering all of Southern Florida with 5,000 


Miama 
with WQAM 


watts on 560 kc. Se JOHN BLAIR or 
WQAM GM JACK SANDLER. 


The Storz Stations 


Today's Radio for Today's Selling 
TODD STORZ, President 


lace position in New Orleans 
by a wide margin, per latest 
Hooper. First per latest Pulse, too, 6 a.m.-6 ‘ 
Monday-Friday. Ak ADAM YOUNG INC., 
or WTIX GM FRED BERTHELSON. 
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000,000 in 1956, a gain of about 
$1,000,000 over 1955. The agency 
lost the J. A. Wright Silver Cream 
account during the year and it 
added Avery-Knodel and Sound- 
scriber Corp. It employs about 90 
persons in two offices and expects 
a “substantial” increase in 1957 
volume. 


Hutchins Advertising Co., Ro- 
chester, N. Y., reports 1956 bill- 
ings of “over $5,000,000,” the same 
as in 1955. Of this, $275,000 was 
done outside the U. S., contrasted 
with $260,000 the year before. The 
agency added Alsco products of 
Canada Ltd., Blue Bus Lines, Hart 
& Vick Inc., Projection Optics Inc., 
Robeson Rochester Corp., Roches- 
ter Savings Bank and publicity 
and public relations for Stecher- 
Traung Lithograph Corp. It suf- 
fered a major account loss with 
the transfer of Philco Corp.’s U. S. 
consumer products division to 
Batten, Barton, Durstine & Os- 
born, effective March, °57. The 
account had been with Hutchins 


for 21 years. 


Kastor, Farrell, Chesley & Clif- 
ford, New York, billed $6,940,000 


in 1956, of which $600,000 was | 


capitalized fees. In 1955 billings 
were $6,150,000, with $400,000 cap- 
italized fees. The agency had an 
active business year, adding seven 
accounts and dropping five. New 
accounts included Golden Gift 
Orange Juice and LaCross in Feb- 
ruary; Robert Curley hair prepara- 
tions in May; Carter Products’ 
Colonaid in June; Commonwealth 
of Pennsylvania and Consolidated 
Royal Chemical Corp.’s Hypercin, 
both in July, and Marty Snyder 
Foods. Dropped were the Sherman, 
Ambassador and Manger hotels in 
April; Elizabeth Arden in October, 
and Marlowe Chemical Co. tv bill- 
ings. Billings were divided as fol- 
lows: Newspapers 38%; television 
30%; magazines 12%; radio 10%; 
supplements and farm publications 
3% each; business papers 2%; out- 
door and transit advertising 1% 
each. The agency has a staff of 67, 
expects a substantial 25% increase 
in 1957 volume. 


Joseph Katz Co., Baltimore and 
New York, billed $8,750,000 in 
1956, compared with $8,625,000 
billed in 1955. The agency added 
radio and tv billing for Bond 
clothes (except for the Pacific 
Coast); American Oil Co.; Pan- 
American Southern Corp.; Man- 
ischewitz Baby Food; Panitz Real- 
ty Co.; Pompeian Olive Oil Corp. 
and its subsidiary, Pompeian Corp. 
It lost the Lackawanna Railroad, 
Madera wine and Heublein’s rye 
whisky and vermouth. Billings 
breakdown: Radio and television 
45%; outdoor 34%; newspapers 
13%; magazines 4.6%; business 
papers 2.4%, and transit advertis- 
ing 1%. Katz has 115 employes in 
two offices and expects a rise of 
about 20% in 1957 billings. 


Abbott Kimball Co., New York, 
is estimated to have billed $7,- 
500,000 in 1956. In 1955 the esti- 
mate was placed between $7,000,- 
000 and $7,500,000. The agency 
gained Apex Beauty Products, 
Iroquois China and Williams Shoe 
Co. It lost Mark Cross, Beekman 


Towers, George Kern meat pack- 
ers and, effective Jan. 1, Schieffelin 
& Co., an account estimated to be 
worth around $600,000. It reports 
media breakdown about the same 
as the previous year. At that time 
billings were: Magazines 56%; ra- 
dio and television about 22%; 
newspapers 18%, and outdoor 4%. 
The agency has about 100 employes 
in four offices and expects 1957 
volume to be about the same as 
1956. 


Klau-Van Pietersom-Dunlap, 
Milwaukee, billed $9,125,649 in 
1956, of which $1,596,740 was 
capitalized fees. Comparable fig- 
ures for the previous year were 
$7,122,541 and $1,049,475. Four 
new accounts were added: Hess 
& Clark in January; Sohio Chem- 
ical Co. in May; Imperial Brass 
Mfg. Co. in July and Manitowoc 
Equipment Co. in November. It 
reports one account lost, Robert 
A. Johnston Co., in August. Bill- 
ings breakdown was as follows: 
Magazines 78%; radio and tele- 


vision 12%; newspapers 6%; out- 
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door a little over 1%, and tele- 
phone directory ads nearly 3%. 
The agency employs 130 people 
and predicts a 10% business in- 
crease in 1957. 


Edward Kletter Associates Inc., 
New York, billed an estimated $8,- 
000,000 or more in 1956. The AA 
estimate is based primarily on the 
expenditures of Pharmaceuticals 
Inc., the agency’s largest and 
prime account. Pharmaceuticals 
makes Serutan, Geritol, R.D.X., 
Sominex and other proprietaries, 
which accounted for well over 
75% of the agency’s billings. Last 
year alone it reported spending 
$7,625,000 on network tv and it 
currently has four network video 
shows going. Kletter is in the over- 
$5,000,000 billings group for the 
first time. 


Lang, Fisher & Stashower, 
Cleveland, billed “more than $5,- 
000,000” in 1956. Two accounts 
were added during the year: Sug- 
ardale Provision Co. and Stouffer 
Frozen Foods (eastern division). 
The agency placed about 50% of 
its billings in radio and television. 
It employs 65 persons. 


Lewin, Williams & Saylor, New 
York, reports 1956 billings of $6,- 
240,000, which ineludes billings of 
the Kaplan Agency division, ac- 
quired July 1. Billings in ’55 were 
$5,150,000. In addition to the ac- 
counts that came over with the 
Kaplan acquisition the agency 
added Gering Products (January), 
Lily of France and Pacific Mills 
Fabrics (April) and Standard 
Camera (June). It dropped Han- 
over House and Breathinbra Inc. 
It has 85 employes in two offices. 
A 20% volume increase is pre- 
dicted for 1957, with $1,500,000 of 
the*total expected from the Kap- 
lan division. 


The McCarty Co., Los Angeles, 
refused to reveal billings but is 
estimated by AA to have billed $7,- 
000,000 in 1956, probably a modest 
increase over 1955. During 1956 the 
agency added Harvill Corp., die 
castings, and Sparkletts Drinking 
Water Corp. in Los Angeles. Cen- 


was 


It doesn’t 
come as any 
surprise to a 
medium-sized 
agency that 
its creative 
people 

are expected 
to think. 


Roy S. Dursting, INc. 
655 Madison Avenue 
New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wilshire Boulevard 
Leos Angeles 5, Calif. 
DUnkirk 8-3411 


1736 Stockton Street 
San Francisco 11, Calif 
EXbrook 7-0456 
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tral Airlines and Electrified Water 
Co. were added to the Dallas office, 
and Phoenix got the Advance Seed 
Co. In Chicago, it lost Pfaelzer 
Bros. (meat purveyor). The Mc- 
Carty Co. owns and operates of- 
fices in Los Angeles, San Francisco 
and Chicago. Other offices, in New 
York, Orlean, N.Y., Dallas and 
Seattle are operated by separate 
corporations in which the McCarty 
Co. has substantial interests. The 
agency employs 141 persons in all 
seven offices. 


McConnell, Eastman & Co., 
Toronto, billed approximately $6,- 
500,000 in 1956, according to Ap- 
VERTISING AcE estimates. The 
agency does not release billings 
figures. Of this sorne $500,000 was 
accounted for by the purchase 
of Stewart-Bo wman-MacPherson 
Ltd. Among the agency’s new ac- 
counts are Underwood Ltd.; Wes- 
teel Products Ltd., and Kool- 
Shake and Good Seasons french 
dressing mix for General Foods 
| Ltd. The agency reports no major 
; accounts lost. It employs 150 peo- 
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through Davenport Newspapers . . . 


Circulation 50,000 Daily — 53,000 Sunday. For the 
tenth consecutive year — first in lineage in all lowa 
and the Big © . . . a $486,894,000 market! 


© SUNDAY 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 
Represented by Jann & Kelley 
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Arizona is the brightest flower in the great Southwest. Once a gigantic desert shelf, Arizona 
is First in many important economic classifications. No other state of all the f orty-eight is 
growing as fast as Arizona. Arizona leads the nation in farm income growth and manufacturing 
employment. Bank capital growth and bank deposit growth gains earn her the No. | rank in 
these important categories. 

You can discover the possibilities of this oasis of prosperity with a single purchase .. . the 
Phoenix Republic and Gazette. No other media can approach the breadth of coverage and the 
depth of influence as these two great newspapers in Ari 


National Representatives—Kelly-Smith Co. 


2 [Phoenix REPUBLIC | 4nd Gazette ( 


A member of the Metro Sunday Magazine and Comics Greup. 


Advertising Age, February 25, 1957 


ple in seven offices and expects 
a 12% rise in 1957 volume. 


Arthur Meyerhoff & Co., Chi- 
cago, billed $9,400,000 in 1956, a 
gain of more than $1,000,000 over 
the $8,302,196 billing the agency 
reported for 1955. The agency lost 
no accounts in 1956 and added 
Carlson Pharmaceuticals Inc., De- 
troit, and the Canadian newspaper 
portion of the William Wrigley Jr. 
Co. The agency has handled Wrig- 
ley’s U.S. newspaper advertising 
since 1932. A breakdown of the 
agency’s media use in 1956 is “not 
available but believed to be not 
too different from last year, when 
the agency reported 43.8% in 
radio-tv, 31.2% in newspapers, 
9.3% in outdoor, 4.3% in maga- 
zines and 2.9% in business pa- 
pers.” The agency employs 101 
people in five offices. 


Emil Mogul Co., New York, 
billed $9,975,908 in 1956, of which 
$1,465,748 was capitalized fees. In 
1955 the agency reported billings 
of $6,439,100, with $666,600 in 
capitalized fees. It picked up Rev- 
lon’s Silken Net and Aquamarine 
line, began billing in March on 
Park & Tilford liquors and Tintex, 
acquired with the agency’s ab- 
sorption of Storm & Klein. It 
dropped Bolsey Corp. of America; 
Dry Monopole champagnes; sev- 
eral Block Drug Co. products, 
and Cheramy-Houbigant division. 
Billings breakdown was as fol- 
lows: Television 45%; radio 25%; 
newspapers 11%; point of sale 
8%; magazines 7%; business pa- 
pers 3%; transit advertising 1%, 
and outdoor 0.5%. Mogul has 117 
employes and expects 1957 vol- 
ume to be up 10-15%. 


John F. Murray Co., New York, 
is estimated to have billed about 
$6,000,000 in 1956, up from the 
1955 estimate of $5,000,000. Pri- 
marily an agency for the products 
of Whiteha!l Pharmacal Co., Mur- 
ray added Hills Cold Tablets, 
Kriptin and print billings for 
Preparation H and Primatene. No 
accounts were lost. Billings were 
divided as follows: Radio 50%; 
newspapers 25%, and magazines 
25%. The agency has 24 employes 
and expects 1957 volume to be up 


‘5%. 


Robert W. Orr & Associates, 
New York, billed $7,378,100 in 
1956, compared with $7,512,705 
the previous year. The agency ac- 
quired American Elite Co. in 
April and reports no accounts 
were lost. Media division was: 
Print 70%, broadcast 30%. The 
agency has 78 people, estimates 
a 5-10% rise in 1957 volume. 


Robert Otto & Co., New York, 
is listed as an _ over-$5,000,000 
agency for the first time, having 
billed $5,090,253 in 1956. Of this, 
$260,253 represented capitalized 
fees and $750,200 was in billings 
placed by foreign offices of this 
international agency. In 1955 Otto 
billed $4,830,100, of which $240,- 
100 was capitalized fees and 
$550,000 represented foreign bill- 
ings. The agency picked up the 
Allison engines division of Gen- 
eral Motors in September and 
started billing in January for two 
other acquisitions, Boeing Aijir- 
craft Co. and Formica Co. The 
Johnson’s Wax account was lost 
in December. (All accounts are 
the international portions only.) 
Billings were divided like this: 
Radio 30%; newspapers 22%; 
business papers 19%; television 
15%; magazines 5%; outdoor and 
transit advertising 2% each; oth- 
er 5%. Otto employs 110 people 
in five offices, expects 1957 vol- 
ume to rise 20%. 


Peck Advertising, New York, is 
estimated to have billed about 
$6,000,000 in 1956, compared with 
$5,500,000 reported the year be- 
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What will tomorrow’s 
ales-weather” be? 


‘.--CHECK WITH 
THE ALMANAC...”’ 


Years ago, the phrase “Check with the almanac’ could be 
heard across the depth and breadth of our land. Farmers 
everywhere got the dope on weather, when to plant, harvest 
dates . . . on and on! They just wouldn't be without the 
good old “almanac.” 


Another bit of disappearing Americana? Well, changed 
perhaps, but not disappeared. At least, not in the automo- 
tive field. 


Each year, a modern type of “Source-information” reaches 
the desks of over 44,000 car and truck dealers and factory 
executives—the Automotive News Almanac. 


This “jealously-guarded” volume is the basis of literally 
hundreds of decisions—policy and purchasing. 


You'll see the “Almanac” at that Board of Directors meet- 
ing .. . “Check those production and registration figures” 
... “There's some marketing information on that in the 
Almanac” . . . “What do they say about Kenyon, President 
of Standard?” (from over 1000 biographical sketches)— 
all of these are oft-repeated statements in countless 
meetings. 

And in the dealerships . . . “Look up the complete figures 
on ‘new models’”’ . . . “See if you can locate the source 
for these parts, equipment and materials we need—it's 
in the Almanac!” 


Yes—to over 44,000 automotive executives and car and 
truck dealers, today’s Automotive News Almanac is the 
answer to “What will tomorrow's ‘sales-weather’ be?” 


Be sure your product story is represented in 1957's out- 


standing atmosphere of buying—the Automotive News 
Almanac! 


ISSUE DATE: April 29, 1957 

CLOSING DATE: March 18, 1957 

Write for these important pieces of Almanac literature: 
(1) Industry Leaders Comment on the Almanac 

(2) Almanac Advertisers from past 20 Annual Issues 


For more details, contact your neorest 
Automotive News Representative: 


NEW YORK: Edwerd Kruspak, Rey Billingham, Howard E. Bradley, Murray 
Hill 7-6871. 


CHICAGO: J. Goldstein, Williom H. Gallagher, Stete 2-6273. 
DETROIT: R. L. Webber, William R&R. Maas, Rey Holihan, Weedwerd 3-0495. 
LOS ANGELES: &. H. Deibler, Dunkirk 3-0303. 


Keeps you in FRONT of the fast moving 
automotive industry. 


The Newspaper of the Industry * & 


Automotive Nrius 
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fore. The agency added Heidsieck 
Dry Monopole champagne, the 
New York State Democratic Com- 
mittee, and got increased billings 
on some accounts already in the 
shop. But it also had substantial 
losses, among them Old Dutch 
Coffee Co., 21 Brands Inc., Lud- 
man Corp. and the lingerie, ho- 
siery, gloves, infants’ and chil- 
dren’s advertising of 
Kayser Inc. Print media got 
around 75% of the billings, radio 
and television the remainder. 
Peck has about 65 employes, esti- 
mates its 1957 volume at 15-20% 
ahead of last year. 


Potts-Woodbury, Kansas City, 
billed $8,334,169 in 1956, of which 
$193,472 represented capitalized 
fees. In 1955 comparable figures 
were $7,233,876 and $309,709. It 
added Staley Milling Co. and 
Standard Milling Co. in April and 
the Winegard Co. in August. It 
resigned Gooch Milling & Eleva- 
tor Co. in August and lost Goodall 
Mfg. Co. and Goldblatt Tool Co. 
in December. Lucky Tiger hair 
preparations were gained and re- 
signed during the year. Media 
breakdown was as follows: News- 
papers 25%; business papers 15.5%; 
outdoor 13.5%; television 12.5%; 
radio 9.5%; farm publications 7%; 
magazines 5%; point of sale 1%; 
other 11%. The agency has 112 em- 
ployes, expects 1957 volume to rise 
10%. 


Product Services Inc., New 
York, is a new entry to the ranks 
of the over-$5,000,000 billings 
group. This agency reports that it 
billed $5,050,000 last year, of 
which $610,000 was capitalized 
fees. In 1955 it reported billings 
of $2,955,000, with $335,000 in 
capitalized fees. It added Bymart- 
Tintair Inc.; Marlowe Chemical 
Co.; Continental Car-Na-Var (di- 
vision of Continental Industries 
Inc.); Hall Mark Laboratories & 
National Healthaids Inc., and 
Technical Tape Corp. One ac- 
count, Charles Antell, was lost. A 
heavy television agency, Product 
Services spent its billings like this: 
Television 77%; radio 7%; busi- 
ness papers 5%; point of sale 4%; 
newspapers 3%; magazines 2%, 
and outdoor and transit advertis- 
ing 1% each. The agency has 42 
employes and estimates a 15% 
rise in 1957 volume. 


Reach, Yates & Mattoon, New 
York, reports 1956 billings of $7,- 
131,056, compared with $5,500,000 
in 1955. The agency added BMW 


Isetta, Carbona Products Co. and 
Isodine Pharmacal Corp., a divi- 
sion of International Latex Corp. 
In January it started billings for 
International Latex’s girdles and 
bras, which gives it the entire ac- 
count, and also began billing for 
the U. S. World Trade Fair. It lost 
Avery-Knodel, station represent- 


|ative. Billings were divided: News- 
Julius | 


papers 25%; magazines 25%; sup- 
plements 20%; and radio and 
television 15% each. The agency 
has a staff of 103 in two offices, 
and predicts a 20% rise in 1957 
volume. 


Knox Reeves Advertising, Min- 
neapolis, billed $6,897,109 in 1956, 
of which $437,087 represented 
capitalized fees. This was down 
somewhat from 1955, when the 
agency billed $6,970,240, of which 
$114,659 was in capitalized fees. 
The agency added three accounts, 
all in November: Ready-to-Bake 
Foods Inc., Nelson-Ryan Flying 
Service Inc. and Mars Inc. No ac- 
counts were lost. Billings break- 
down was as follows: Television 
58.4%; magazines 28.9%; newspa- 
pers 7.1%; radio 3.9%, and out- 
door 1.7%. The agency employs 
97 persons in one office and ex- 
pects 1957 billings to be about 
$8,250,000, a gain of some 20%. 


‘Roche, Williams & Cleary, Chi- 
cago, billed $5,527,238 in 1956, of 
which $161,818 was capitalized 
fees. This is a drop of some 40% 
from the $9,699,443 billed in 1955, 
of which $147,814 was in capital- 
ized fees. The agency lost the 
Studebaker account effective Oc- 
tober, 1955, and, in last year’s 
report it predicted a 30% drop 
for 1956. No account changes are 
reported on the agency’s roster. A 
staff of 60 is employed and the 
agency forecasts a 20% boost in 
1957 billings. 


Charlies L. Rumrill & Co., 
Rochester, New York, is another 
new entry in the $5,000,000 brack- 
et, with billings of $5,411,057 in 
1956, of which $2,050,999 was cap- 
italized fees. In 1955 billings were 
$4,629,772, with $1,704,539 of this 
capitalized fees. The agency added 
three accounts: Kordite Co. in 
March, Symonds Farms in Au- 
gust, and Vega Industries in Sep- 
tember. Richardson Corp. was 
dropped in December. Billings 
were divided like this: Business 
papers 52%; magazines 24%; 
newspapers 15%, and radio and 
television about 9%. The agency 
has 90 employes and forecasts an 


"Sure, Bigelow makes it. You'd be surprised how 
many we sell here on Madison Avenue.” 


The Cincinnati Daily Enquirer is solid 
No. 1 a down the line. Including a 
21,000 edge in City Zone circulation . . . 
a healthy lead in Retail Display Linage. 
Get full story from Moloney, Regan & 
Schmitt, Inc. 


11.4% increase in 1957 billings. 


John W. Shaw Advertising, 
Chicago, billed $6,500,000 in 1956, 
compared with $6,020,000 the pre- 
vious year. The agency picked up 
portions of Colgate-Palmolive Co.; 
Horlick’s Corp.; Flo-Mix Fertiliz- 
ers Corp., and the Signet Corp. It 
lost Fehr Brewing Co. and Wm. 
Wrigley Jr. Co. Billings were di- 
vided this way: Television 38%; 
magazines 28%; newspapers 23%; 
outdoor 6%, and radio 5%. The 
agency has 60 employes. 


Spitzer & Mills, Toronto, is es- 
timated to have billed more than 
$6,000,000 last year; the agency 
does not report billings. It picked 


up Reddi-Wip, Western Hemi-|up Reynolds 


sphere Corp. and Paper Mate Pen 
Co. of Canada Ltd. It lost the 
RCA Victor account, 
around $1,000,000. Some 70 em- 
ployes work in its two offices. 


Advertising Age, February 25, 1957 


Hold On to It! 


Every year the demand for 
ADVERTISING AGE’s annual 
agency billings issue in- 
creases. Because of its value 
as a permanent reference, 
AA suggests that each reader 
file his copy where it can’t 
be lifted. We will gladly fill 
all the requests we can for 
additional copies but even- 
tually the supply runs out. 
So...please hold on to it! 


112 people in three offices, ex- 
pects 1957 volume to rise 10%. 


Sweeney & James, Cleveland, 
billed between $5,000,000 and 
$10,000,000 in 1956, about the 
same as in 1955, according to John 
Sorrell, co-owner. Sweeney & 
James has 12 accounts, the prin- 
cipal one being the Firestone Tire 
& Rubber Co. (although Foamex 
cushioning and mattresses, Con- 
tro, Velva-Flo and Velon plastic 
products are handled by Grey Ad- 
vertising, and Campbell-Ewald 


| handles Town & Country tires and 


worth | 


fees. Comparable figures for the 
preceding year were $5,737,018 
and $221,736. The agency picked 
Aluminum Co. of 
Canada Ltd. in May and dropped 
Weston Bakeries Ltd. in July. 
Breakdown of billings: Newspa- 
pers 25%; television 21%; maga- 
zines 138%; radio 8%; outdoor 7%; 
business papers 4%; farm pub- 


Harold F. Stanfield Ltd., Mon- lications 2%; transit advertising 


treal, billed $6,339,811 in 1956, of and point of sale 1%, and other | 


truck and farm tires and places 
magazine advertising for all tire 
lines). 

The largest part of the agency’s 
billings go into magazines, fol- 
lowed by radio and television, 
newspapers, business papers and 
farm publications. The agency has 
seven employes and_ estimates 
that 1957 billings will be about 
| the same as in 1956. 


Van Sant, Dugdale & Co., Bal- 


which $246,730 was in capitalized | media 19%. The agency employs | timore, billed $8,267,227 in 1956, 


ar 


SPOT RADIO harmonizes with the 


busy life of young housewives 


* 95% listen to 
radio every week 


* 80% listen daily 
an average of 
2% hours 


* favorite listening places are: 


prefer musical personality programs 


kitchen 


38% 


bedroom 20% 
living room 17% 


automobile 9% 


‘young housewives 


4. 


THE VISUAL ABOVE is one of a series comprising “Spot Radio 
—1957’’; a concise 20-minute slide presentation marshaling basic 
media facts around which outstandingly successful sales-strategy 
has been planned. This study has already aroused the enthusiasm 
of key marketing men in America’s advertising centers.. If the 
executives who shape your advertising plans have not yet seen it, 
ask your Blair man to arrange for a showing soon. 
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or |J0) were $7,365,266 and $1,-|in 1955. No new accounts were | dia 55% and print advertising 


Expenditures 


ing is due to the agency’s acquisi- ; 
tion of the seneary, Lincoln and Publications Inc. Quotation or re- cast a 30-50% increase, one look- | $5,000,000 or more in 1956. 
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; : . 2 + 

“1 $1,496,715 was in cap-|cago, billed about $7,000,000 in| for present clients. Billings were 0 ] Th Wh R ] d Ar L t d 
‘aliz-a fees. Comparable figures | 1956, up from $6,000,000 reported | divided this way: Broadcast me- i y ose 0 ep 1e e 1S e 
170,45" The ageney added Bas-| added, but several new products | 45%. The agency employs 60 peo- ili G 
ett Furniture Industries, dropped | were introduced in test markets | ple, expects a “gain” this year. In Under $5,000,000 1 ings roups 
Sherwood Bros. 


were split this way: Magazines - - This story and the one following report the billings of 284 agen 
38%; newspapers 20%; business B illed whose 1956 total was under $5,000,000. This is Avvertisine Ace's nint 
and farm publications about 20% ; gencies year of reporting billings in these groups. 

television 11%; outdoor 7%; radio 


All figures shown here were submitted to AA by the listed agencies. 


4%, and transit advertising ‘ 1 ae a ee 
i t should be clearly understood that the accompanying 

0.06%. There are 103 employes ] 5 00,000 L t ¥ y underetend Gat the ones, ae 

and the agency expects a 5% my as €ar®r pretend to be complete; on ry 


in j cies which volunteered their figures. 
ae 6 Tk ose is i with agencies billing $5,000,000 or more. The list 
Of th 100 agencies (there| This is not the case ag ie billin 
Vickers & Benson Ltd., Toronto, N rly ble were 54 reporting in this bracket | 0f agencies billing $5,000,000 to $10,000,000, the list of those g 


isti illing $25,- 
is estimated to have billed about Reporting for 1955 See in 1955), 28 felt their billings $10,000,000 to $25,000,000 and the new listing of agencies billing 


i i lete as possible and 
i i a . h 000,000 or more appearing in this issue are as comp ‘ 
tioneted Sa whied thot ae Billings Rise Ahead eee or elie tacreceh whee - were developed from personal contact, art tg a and ecgeege l 
re ch 0 net a bill- n i g i ire. They include every agency 
before. Much of the increased bill- look for an increase of 20-30%.| tion, as well as by questionnaire ey 


Copyright, 1957, by Advertising | more were five agencies that fore- | U. S. and Canada which the editors of ADvERTISING AGE believe billed 


Meteor divisions of Ford Motor production is expressly prohibited. ing for 50-75% and one predicting 
Co. About two-thirds of its bill- New York, Feb. 21—In 1956,| an increase of more than 100%. two thought they would be off less 
ings went into print media, with | among the agencies in the $1,000,- There were 13 agencies which than 10%. 

television accounting for most of | 000-to-$5,000,000 bracket reporting | believed 1957’s volume would be Here’s the billings picture for the 
the rest. The agency has some 150 | their billings to ApverTIsING AGg, | about like that of 1956, and there agencies in the $1-5,000,000 group, 


employes in two offices. the largest bloc estimated their | were three agencies that forecast a shown alphabetically: 
billings would increase 10-20% in| downturn in billings: One didn’t) 
Wherry, Baker & Tilden, Chi- | 1957. specify the percentage, the other| William Hart Adler Inc., Chi- 


fop-attention from homemakers 


and these major-market stations pioneered 
in programming that brightens a woman's day 


——s 


Are women important to your business? Yes? more closely than ever before. Out of these 
Then Spot Radio is important to your adver- _ studies came local-interest and service pro- 
tising strategy. gramming—the solid foundation of radio's 

Today’s homemaker is part of a gigantic strength and vitality today—the main reason 
mobile market. Hour after hour she’s on the go why radio-listening continues to rise. 

—from bedroom to kitchen—to bathroom—to Forty stations in these major-markets are 
living-room—to bedroom—to kitchen—and on __ represented by John Blair & Company—by far 
through the day. Radio and only radio can _ the strongest group of markets and stations 
deliver sales messages wherever she goes, even _— served by one representative firm. 

when she goes by car. Our association with these stations has been 

Spot Radio fits perfectly into her pattern of a constant source of pride in accomplishment. 
living. Listening does not interfere with her Beyond our primary responsibility for sales, 
work. Instead the companionship of her favorite | we work closely with them as partners on pro- 
local radio personalities actually lightens the gramming, rate-structure, research, personnel, 
daily monotony of ‘dishes and duds.’ and promotion. 

The companionship nature of Spot Radio has So it is no mere coincidence that today, in 
universal appeal. In the years when television market after market, the Blair-represented 
changed listening habits, certain major-market station stands first in audience, first in adver- 
stations were studying audience-preferences _ tising accounts, first in sales-results. 
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JOHN 
BLAIR 


£ COMPANY 


OFFICES : 


Exclusive National Representatives for 


Minneapolis-St. Paul... WDGY Birmingham........ -eeeWAPL =——- Nasshville..........6+++WSM 
Providence..........+. . WPRO Columbus............. WBNS Binghamton.......... + WNBF 
Seattle....ceeceeeceee KING «= Taompa...cesc cece eee WRLA — Fresmo.. see e eee eee e ee KPRE 
Houston.........+++++eKTRH  Albany-Schenectady- Wichita... ....eeeeeeee «KPH 
Cincinnati............WCPO Troy. cece eee e cece WIRY — Tuls@.cccccceeceeee ee KRMG 
Kansas City............WHB = Memphis..............WMC Orlando.............WDBO 
Miami... ..ss.eeeeeee/ WQAM — Phoenix.............5..KOY  Savannah............. WSAV 
New Orleans..........WDSU Omaha..............WOW Wichita Folls- 

Portland, Ore...........KGW Jacksonville............WJAXK Amarillo. ......KWET-KLYN 
Lovisville. ...-660s+0+.WKLO  Knoxville.............WNOK  Bismorck.......00000++-KPYR 


Indianapolis............WIBC Wheeling............WWVA 


cago, billed $1,680,000 in 1956, of 
which $414,000 represented capi- 
talized fees. In 1955 comparable 
figures were $1,540,000 and $497,- 
000. The agency reported no ac- 
count changes during the year. 
Division of media was like this: 
Newspapers 6%; magazines 16%; 
supplements 3%; radio 5%; tele- 
vision 7%; outdoor 3%; business 
papers 38%; point of sale 3%, and 
other media 9%. The agency has 
22 employes and expects 1957 vol- 
ume to be up about 10%. 


Advertising Trade Service Inc., 
New York, billed $1,152,000 in 1956, 
up from $914,533 in 1955. It added 
Sam White Hollywood Shoe Polish 
and lost no accounts. Billings 
breakdown by media: Newspapers 
96%; magazines 3%, and radio 1%. 
It has 15 employes and estimates 
57 will see a 10% gain in volume. 


Associated Advertising Agency, 
Wichita, billed $1,202,000 in 1956, 
of which $342,000 represented cap- 
italized fees. In 1955 comparable 
figures were $872,000 and $122,000. 
The agency added General Electric 
Supply Co. and lost no accounts. 
Its media breakdown: Newspapers 
10%; magazines 20%; radio 10%; 
television 20%; outdoor 5%; busi- 
ness papers 20%, and farm pub- 
lications 15%. It has 14 employes 
and estimates 1957 volume will be 
up 10%. 


Harry Atkinson Inc., Chicago, 
billed $1,036,000 in 1956—a 9% 
increase over 1955. More than 
three-fourths of the agency’s vol- 
ume ($800,000) was in capitalized 
fees, and most of its business is in 
due-bill advertising. Atkinson 
places more than a fifth of its 
advertising in Latin America, us- 
ing all media. The agency has 
one office and 24 employes. Dur- 
ing 1956 it lost one account, Ep- 
pley Hotels Co., Omaha. 


Wesley Aves & Associates, 
Grand Rapids, billed $2,199,329 in 
1956, of which $196,000 was in 
capitalized fees. In 1955 the com- 
parable figures for the agency 
were $1,917,710 and $166,082. Dur- 
ing 1956 it added Reynold Electric 
Co., Habitant Shops and Midwest 
Refineries. The agency lost Baker 
Furniture and Muller Grocers 
Baking Co. Division of media was 
as follows: Magazines 30%; busi- 
ness papers 25%; collateral ma- 
terial 12%; television 10%; news- 
papers 6%; radio 5%; outdoor 4%; 
point of sale 3%; supplements 
3%, and farm publications 2%. It 
has 35 employes and expects 1957 
volume to be about the same as 
that of 1956. 


Baer, Kemble & Spicer (for- 
merly 8S. C. Baer Co.), Cincinnati, 
billed $1,787,900 in 1956, of which 
$978,700 represented capitalized 
fees. In 1955, comparable figures 
were $1,259,200 and $599,800. Dur- 
ing 1956, it added General Elec- 
tric Appliance Co. and E. W. 
Buschman Co. The agency spent 


its billings: Newspapers 27.36%; 
magazines 19.27%; radio and tele- 
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vision combined 2.37%; business 
papers 49.72%, and transit adver- 
tising 1.28%. It has 21 employes 
and expects 1957 volume to be 
up 10%. 


A. N. Baker Advertising Agen- 
cy, Chicago, estimates it billed 
$1,000,000 in 1956, compared with 
$900,000 the year before. The 
agency, which specializes in small 
local accounts, says it neither lost 
nor gained any accounts “of sig- 
nificance.” It has one office and 15 
employes. 


Frederick E. Baker & Associ- 
ates, Seattle, billed $1,983,978 in 
1956, of which $415,453 repre- 
sented capitalized fees. In 1955 
comparable figures for the agency 
were $1,765,102 and $373,825. It 
has 30 employes and expects 1957 
volume to be about the same as 
56. 


Batz-Hodgson-Neuwoehner Ad- 
vertising Agency, St. Louis, billed 
$1,241,734 in 1956, of which $91,- 
846 represented capitalized fees. 
In 1955 the agency billed $1,104,- 
157, with $90,761 in capitalized 
fees. Three new accounts were 
garnered during the year: Gener- 
al Electric’s plastics molding di- 
vision (November), International 
Staple & Machine Co, (February) 
and U. S. Paint Co. (September). 
One account, Conno Feeds, left 
the agency in August. Billings 
were divided this way: Business 
papers 58.5%; television 20%; ra- 
dio 9%; newspapers 9%; outdoor 
3%; point of sale 0.5%. The agency 
has 25 employes in one office and 
anticipates a gain of 10% in bill- 
ings this year. 


Boland Associates, San Fran- 
cisco, billed $1,591,111 in 1956, of 
which $1,235,818 was in capi- 
talized fees. The comparable fig- 
ures for 1955 were $1,443,483 and 
$1,146,293. It added Sherman, 
Clay & Co. in June and Cutter 
Laboratories in December. Its me- 
dia breakdown shows: Magazines 
and business papers 89% ; newspa- 
pers 3%; radio 8%. It has 26 em- 
ployes (not counting a Honolulu 
subsidiary, whose figures are not 
included in this report) and esti- 
mates 1957 volume will be up 
18%. 


S. M. Brooks Advertising Agen- 
ey, Little Rock, billed $1,367,182 
in 1956, compared with $1,318,200 
in 1955. The agency did not lose or 
gain any accounts during the year. 


Burke Dowling Adams Inc., At- 
lanta, billed $4,724,031 in 1956, of 
which $351,954 represented capi- 
talized fees. In 1955 comparable 
figures were $3,263,805 and $278,- 
584. The agency added the Re- 


;cluding $171,810 


Net Profits of Advertising Agencies 1946 to 
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After Taxes As a Percentage of Gross Billings 
(Covers American Assn. of Advertising Agencies Members) 
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public of Panama during 1956. It 
lost the Jefferson Standard Life 
Insurance Co. and Durling Farm 
Producers. Breakdown of media: 
Newspapers 63.4%; magazines 
15.4%; business papers 9.2%; tele- 
vision 5%; radio 3.4%; outdoor 
2.4%; transit 1.2%. It has 88 em- 
ployes and expects 1957 volume 
to be up 30%. 


Byer & Bowman Advertising 
Agency, Columbus, O., billed $2,- 
906,193 in 1956, of which $1,425,- 
576 was in capitalized fees. In 
1955 comparable figures for the 
agency were $2,740,713 and $927,- 
486. During 1956 it added Colum- 
bus Bolt & Forging Co., Julian & 
Kokenge Co., Ohio Electric Util- 
ity Institute and Shoe Corp. of 
America. In May it lost Bob 
Evans Farms and Inn Maid Noo- 
dles; in December it lost Franklin 
Glue Co. Media breakdown: Mag- 
azines 30%; television 26%; col- 
lateral 22%; newspapers 10%; ra- 
dio 7%, and outdoor 5%. It has 
46 employes and expects 1957 vol- 
ume to be up 10%. 


J. M. Camp & Co., Wheaton, 
Ill, billed $1,500,000 in 1956; in 
1955 billings were $1,200,000. Dur- 
ing 1956 it gained Chapel of the 
Air and lost Mennonite Broad- 
casters. Media breakdown: News- 
papers 10%; magazines 10%; ra- 
dio 75%, and television 5%. It 
has six employes and expects 1957 
volume to be up 20%. 


Carson-Roberts Inc., Los Ange- 
les, billed $1,279,085 last year, in- 
in capitalized 


fees. In 1955, the agency billed 
$812,927, including $248,317 in 
fees. Last year, Carson-Roberts 
added Phil Rose of California, 
Convair sales department, and the 
Ajinomoto Co. The agency lost 
Continental Water Heater Co. and 
the Delira Corp. Billings in 1956 
were spent as follows: television 
46%; magazines 40%; supplements 
5%; business papers 5%; newspa- 
pers 3%, and outdoor 1%. The 
agency, which employes 26 people, 
expects 1957 billings to jump 
ahead 10%. 


Cary-Hill, Des Moines, Ia., billed 
$1,050,000 in 1956. In 1955, the 
comparable figure for the agency 
was $750,000. During 1956, it add- 
ed Zephyr Mfg. Co., Brady Motor- 
Frete, Key Work Clothes, Ross 
Daniels Inc. and Speedy Mfg. Co. 
One account was resigned during 
the year and six small ones were 
dropped off the list as inactive. 
Billings were divided: Direct mail 
50%; publications 20%; tv 20%, 
and radio 10%. It has 17 employes 
and expects 1957 volume to be up 
25%. 


Cayton Inc., New York, billed 
| $3,365,000 in 1956, of which $695,- 
| 000 represented capitalized fees. 
|= 1955, comparable figures for 
the agency were $3,207,000 and 
| $711,000. During 1956, it added 
| Park Tissue Mills, Valmeline Im- 
ports and Claridge Food Co. No 
|}account losses for the year were 
reported. Media breakdown was: 
Television 43%; business papers 
18%; newspapers 12%; magazines 
8%; radio 3%; supplements 1%, 


and 12% in others. It has 28 em- 
ployes and expects 1957 volume to 
be up 20%. 


Chambers & Wiswell Inc., Bos- 
ton, billed $3,000,000 in 1956, com- 
pared with $2,400,000 the previous 
year. Three accounts were added: 
Eastern Dog Club and Simmonds 
Upholstering Co. in May, and Med- 
omak Canning Co. in August. It 
lost Habitant Soup Co. and C. M. 
Kimball Co. in June. Media bill- 
ings were divided like this: News- 
papers 25%; television 20%; radio 
20%; business papers 10%; maga- 
zines 2%; outdoor 2%; farm pub- 
lications 2%; transit 2%, and other, 
including production, 17%. The 
agency employs 55 people and ex- 
pects 1957 billings will be up 33%. 


Darwin H. Clark Co., Los An- 
geles, billed $1,680,000 in 1956, of 
which $759,000 represented capi- 
talized fees. Comparable figures 
in 1955 were $1,600,000 and $765,- 
000. During 1956 the agency lost 
National Rod Co. and added En- 
gineered Electronics Co., Palos 
Verdes stone and nerofil divisions 
of Great Lakes Carbon Corp. Bill- 
ings were divided this way: News- 
papers 11%; magazines 2%; radio 
1%; business papers 44%; farm 
publications 4%, and 38% in house 
organs, bulletins, etc. The agency 
has 20 employes and expects 1957 
volume to be about the same as 
1956. 


Sidney Clayton & Associates, 
Chicago, billed $1,017,621 in 1956, 
|}of which $490,370 represented 
| capitalized fees. In 1955, compara- 
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ble figures were $643,810 and 
$286,611. During 1956, the agency 
added Chicago Metallic Mfg. Co., 
and lost Perfect Power Corp. Me- 
dia breakdown: Business papers 
55%; radio 30%; newspapers 
10%, and outdoor 5%. Direct mail 
and sales promotion account for 
some 54% of the agency’s billings. 
It has 14 employes and expects 
1957 volume to be up 20%. 


Cole, Fischer & Rogow, New 
York, billed $2,050,000 in 1956, of 
which $250,000 represented capi- 
talized fees. In 1955 comparable 
figures were $1,800,000 and $200,- 
000. During 1956 the agency added 
California Sportswear and the 
Fremont Hotel, Las Vegas. Media 
breakdown: Radio 50%; newspa- 
pers 30%; magazines 10%; outdoor 
and transit 5% each. The agency 
has 25 employes and expects 1957 
volume to be up 15%. 


Critehfield & Co., Chicago, 
billed $2,157,137 in 1956, of which 
$90,465 represented capitalized 
fees. In 1955 comparable figures 
were $1,894,188 and $43,666. In No- 
vember, Clarence H. Russell & As- 
sociates was absorbed by Critch- 
field. Billings for 1956 include two 
months’ carryover from Russell. It 
added Vulcan Containers Inc., Live 
Stock National Bank, and Ex- 
change National Bank; it lost 
Wampole. It has 22 employes and 
anticipates a gain of 15% in 1957. 


Daniel & Charles, New York, 
billed $3,570,000 in 1956, of which 
$220,000 represented capitalized 
fees. In 1955 comparable figures 
were $2,766,000 and $166,000. Dur- 
ing 1956 the agency added Bur- 
lington Industries’ Mooresville 
division; Fruit of the Loom chil- 
dren’s division; Cranston Print 
Works; Berkshire Hathaway Inc.; 
Oomphies shoes; Mojud Hosiery; 
Carven-Parfums, and Youthcraft 
girdles. It lost Craftsmen Billfolds. 
Breakdown of media: Magazines 
40%; newspapers 15%; radio, tele- 
vision and point of sale 10% each; 
supplements 8%; business papers 
7%. It has 37 employes and ex- 
pects 1957 volume to be up 12%. 


Diener & Dorskind Advertising, 
New York, reports 1956 com- 
missionable space billings at $4,- 
000,000, up $1,000,000 from the 
previous year. Its billings were di- 
vided as follows: Newspapers 60%, 
magazines 20%; outdoor and bus- 
iness papers 5% each; television 
4%; farm publications and radio 
3% each. The agency has 37 em- 
ployes and forecasts a 12% rise in 
volume in 1957. 


Dubin & Feldman, Pittsburgh, 
billed $1,400,192 in 1956, of which 
$878,863 represented capitalized 
fees. In the preceding year com- 
parable figures were $1,331,416 
and $941,629. The agency has 17 
employes and expects volume to 
increase 15% in 1957. 


Dunnan & Jeffrey, New York, 
billed $3,026,700 in 1956, of which 
$66,700 represented capitalized fees 
and $145,000 in Canadian billings. 
In 1955 comparable figures for the 
agency were $500,000 in total bill- 
ings and $25,000 in Canadian bill- 
ings. During 1956 the agency add- 
ed Cosmetics Corp. of America, 
Tint ’N Set Corp., Randy Lee Hats 
and Brae Burn Hats. It lost no ac- 
counts. Billings were divided this 
way: Television 65%; radio 20%: 
point of sale 10%; magazines 3%, 
and newspapers 2%. The agency 
has 18 employes and expects 1957 
volume to be up 8%. 


Cortez F. Enloe Inc., New York, 
billed $2,382,400 in 1956, of which 
$490,800 represented capitalized 
fees. In 1955, the comparable fig- 
ures were $2,163,700 and $579,- 
500. This agency, which special- 
izes in ethical advertising in the 
medical and pharmaceutical field, 
added E. R. Squibb & Sons divi- 
sion of Olin Mathieson starting in 
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$100.000.000.000.°° 


MIDWEST INDUSTRIAL MARKET 
... and M.P.A. Covers the Purchasing Agents ! 


Industrial adman’s dream come true! Buyer 
coverage of World’s richest concentration 
of industrial purchasing power—at low 
regional rates. M. P. A. is Official Publication 
of all P. A. Associations in fabulous “Heart 
of Industrial America”. Nothing like it for 
selling the buyers at the essential local level. 
Send for rates and data. 


January, 1957. Its billing is 100% 
in medical, pharmaceutical, and 
nursing journals. It has 39 em- 
ployes and forecasts an 11% gain 
in ’57 volume. 


Esmond Associates, New York, 
| billed $1,040,000 in 1956, of which 
| $360,000 represented capitalized 

fees. In 1955, comparable figures 
for the agency were $480,000 and 
| $90,000. During 1956, it added 
Save the Children Federation, So- 
lar Electric Corp. and Riker & Co. 
Billings were divided this way: 
Newspapers 60%; magazines 20%; 
radio 5%; tv 5%, and outdoor 10%. 
It has 16 employes and expects 
1957 volume to be about the same 
as in ’56. 


Fairfax Inc., New York, billed 
$4,000,000 in 1956, the same as it 
did in 1955. It added Lewis & Con- 
ger in June and resigned a number 
of small accounts when it moved 
to new offices in the fall. Billings 
breakdown by media: Newspapers 
30%; magazines 30%; supplements 


foreign editor 
pursues 
assigninent™. . . 


*The fish? He's a 30-pound Caranx 
(or Jack) who lives in the Indian Ocean. 
Mr. Marden’s wristwatch — in case you're 
wondering — is also waterproof. The 
camera is a Rolleimarin (or standard 
Rolleiflex in watertight case) with 
synchronized flash. 


The amphibious fellow at upper right finds nothing 
odd about going to work with an Aqualung on his 
back and a submarine camera in hand. As a world- 
roving staffman of The National Geographic, his as- 
signments have taken him under the Indian Ocean 
... aloft in super-speed Army jets... and to a whole 
gazetteer of this earth’s unique places. 


Among his National Geographic colleagues, Luis 
Marden’s experiences are not considered out of the 
ordinary. Wherever in the world there’s a story — the 
kind of fascinating story over 2,000,000 families have 
come to expect in The National Geographic’s color- 
ful pages — you can count on finding National Geo- 
graphic writers and photographers. The enthusiasm 
with which they pursue their work is amply reflected 
in the editorial vitality of this famous magazine. 


And the enthusiasm that National Geographic 
readers give its pages is also reflected in the success 
of National Geographic advertisers. Here, selectively 
assembled, is an audience of prime customers — well 
above average in earnings, education, range of inter- 
ests, and willingness to buy what they want. Seeing 
what you sell in The National Geographic is very 
apt to make them friends of yours, too. 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D.C. 


Advertising Age, February 25, 1957 


5%; radio 5%; television 20%, and 
business papers 10%. It has 33 em- 
ployes and estimated °57 volume 
will be up 15%. 


Fessel & Plouff Inc., Louisville, 
billed $1,064,808 in 1956, of which 
$480,870 represented capitalized 
fees. No important accounts were 
added or lost. Its use of media in 
billings was: Point of sale 26.7%; 
newspapers 15.7%; outdoor 6.7%; 
magazines 2%; radio 18.8%; tele- 
vision 18.9% and other 11.2%. It 
has 11 employes and estimates 
billings in ’57 will be about the 
same as 56. 


Alex T. Franz Ince., Chicago, 
billed approximately $1,000,000 in 
1956, including capitalized fees. 
During the year the agency added 
the Merchandise Mart, Chicago. 
No accounts were lost. Media ex- 
penditures in 1956 were disbursed 
as follows: Magazines 40%; busi- 
ness papers 20%; collateral ma- 
terials 20%; newspapers 10%; tv 
10%. The agency employs eight 
people and expects its 1957 vol- 
ume will increase 20% over 1956. 


E. M. Freystadt Associates, New 
York, billed $1,076,711 in 1956, of 
which $61,444 was in capitalized 
fees. In 1955, the agency billed 
$993,458, including $75,781 in fees. 
It neither gained nor lost any ma- 
jor account last year. Its billings 
went like this: Business papers 
38%; newspapers 20%; magazines 
20%; farm publications 6%; point 
of sale 6%; radio 4% and tv 2%. 
The agency has 15 employes and 
expects 1957 volume to be 10% 
ahead of last year. 


Fulton, Morrissey Co., Chicago, 
billed $4,556,311 in 1956, of which 
$2,068,400 represented capitalized 
fees, another $637,531 represented 
public relations and publicity fees, 
and $22,546 represented interna- 
tional billing. It added the kitchen 
division of Curtis Companies Inc., 
and MHarnischfeger Homes. It 
broke its billing down as follows: 
Magazines 72%; business papers 
19%; newspapers 2.7%; radio 1.3% 
and other 5%. It has 37 employes 
and estimates "57 volume will be 
up 7%. 


Gamut Inc., Garden City, N. Y., 
billed $1,310,787, of which $1,112,- 
341 represented capitalized fees. 
In 1955 comparable figures were 
$926,486 and $685,598. It added 
Housing Guild and Whitehall 
Kitchens, and lost the machine 
tool advertising of Maserati Corp. 
of America. The agency divided 
its billings this way: Newspapers 
43.3%; magazines 1.9%; supple- 
ments 3.2%; radio 7.3%; television 
1.2%; outdoor 0.2%; business pa- 
pers 2.5%; transit 1.7%, and point 
of sale 0.4%. It has 18 employes 
and estimates ‘57 volume up 
15%. 


Garfield-Linn & Co., Chicago, 
billed $1,250,000 in 1956, of which 
$650,000 was capitalized fees. This 
was a gain of roughly 50% over 
the agency’s 1955 billings of $850,- 
000, $450,000 of which was in cap- 
italized fees. During the year the 
agency added the Atlas Van Lines 
Inc. (July) and Keystone Motors 
(October). Expenditures in media 
during the year were disbursed as 
follows: Business papers 36%; 
newspapers 30%; tv 20%; maga- 
zines 10%, and radio 4%. The 
agency employs 12 people and ex- 
pects its 1957 volume to be about 
the same as 1956. 


Gaynor Colman Prentis & Var- 
ley, New York, billed $2,800,000 
in 1956, compared with $2,600,000 
in 1955. Of the 1956 volume $600,- 
000 represented capitalized fees. 
The agency added three accounts 
during the year: California East- 
ern Aviation, Liquidometer Corp. 
and the Pyrene C-O Two division 
of Fyr Fyter Corp. Billings were 
divided this way: Magazines 60%; 
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KMBC 


BASIC ABC AFFILIATE 
RADIO AND TV 
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The KMBC “Swing Girl” 
Television Actress 
VERA MILES 


PETERS, 
GRIFFIN, 
‘WOODWARD, 
INC, 

Exclusive National 


Representatives 


e «¢ 


No doubt about it! All across the country the swing is to ABC — 
KM BC-TV Channel g and in Kansas City, the swing is to KMBC — in both Radio and TV. 
Kansas City’s Most Powerful As a basic ABC affiliate, we say “Hearty Congratulations” to 


our progressive network on this fourth anniversary of the 
merger of American Broadcasting Company with United 
Paramount Theaters. 


KMBC of Kansas City Every one of the 156 KMBC-KFRM-KMBC-TV staff members 
is happy to be on the broadcast team that is setting new patterns 


KFRM for the State of Kansas in sight and sound leadership. 


Television Station 
Basic ABC-TV Affiliate 


Basic ABC Radio Affiliate But leadership comes naturally to KMBC. In fact, ask almost 
any Kansas Citian his favorite program, and chances are he saw 
y it on Channel 9 or heard it at 980 on the radio dial. For example, 
ik in the of America the December Nielsen Report shows KMBC-TYV, Channel 9, 
with 5 of the top 10 shows seen in Kansas City on all stations; 


9 of the top 15, and 15 of the top 30. 


. Today in the Kansas City Market, the KMBC Broadcasting 
Company is unmatched in the field for coverage and studio 
facilities. For instance, KMBC-TV, Kansas City’s most powerful 
TV station provides Class “A” primary viewing service to 31,500 
more families than any other channel in the market. And in 
radio, KMBC of Kansas City and its team-mate bonus station, 
KFRM covering the State of Kansas, deliver your message to 
the entire Kansas City Trade Area. 


For choice availabilities, contact your Colonel from 
Peters, Griffin, Woodward, Inc. 


KMBC BROADCASTING COMPANY 


DON DAVIS, President 
JOHN SCHILLING, Executive Vice-President 


egy Py a ee kite . GEORGE HIGGINS, VP. and Sales Manager 
e vilding, an entra .. Kansas City, Missouri houses : 

studios of KMBC-TV and KMBC-KFRM Radio, including a 2600-seat the- DICK SMITH, Manager, KMBC-KFRM Radio 
ater, office spoce and thousands of squore feet for prop storage. MORI GREINER, Manager, KMBC-TV 
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newspapers 20%; radio and tele- | 


Getschal Co., New York, billed 


vision 20%. The agency employs | $1,475,000 in 1956, including $200,- 


44 people and expects its business 
to increase by 25% in 1957. 


000 in capitalized fees. Its com- 
parable figures in 1955 were $1,- 


“SALES-WEDGE” in 
Hammond-East Chicago Market 


the DUAL 


'Hommond Tinac 


_ HAMMOND, INDIANA — 


450,000 and $200,000. The agen- 
cy gained DuMont Broadcasting 
Corp. in October, while losing no 
major account. Its billings were 
invested: Television 35%; radio 
20%; magazines 15%; newspapers 
10%; business papers 10%; out- 
door 5%, and point of sale 5%. 
The agency employs 17 persons 
and looks for 1957 volume to be 
up 10%. 


Gillham Advertising Agency, 
Salt Lake City, billed $1,800,000 
in 1956, of which $300,000 repre- 
sented capitalized fees. In 1955 
comparable figures for the agency 
were $1,445,000 and $145,000. Me- 
dia breakdown: Newspapers 30%; 
magazines 15%; radio 13%; tv 
20%; outdoor 15%; business pa- 
pers 3%; farm publications 2%; 
transit advertising 1%; point of 
sale 1%. It has 25 employes and 
expects 1957 volume to be about 
the same as ’56. 


Bert S. Gittins Advertising, Mil- 
waukee, billed $4,500,000 in 1956, 
compared with $3,650,000 in 1955. 
During 1956 the agency added 
Plankinton Packing Co., Trad Rug 
Co. and Trecker Aircraft Corp. 
Billings breakdown was as fol- 
lows: Publications 46%; business 
papers 43%; radio and television 
9%; unclassified 2%. The agency 
has 65 employes and expects 1957 
volume to be the same as 1956. 


Gore-Serwer Inc., New York, 
billed $1,006,192 in 1956, its first 
full year of operation, of which 
$407,902 represented capitalized 
fees. In the last half of 1955 (the 
agency started in June) it billed 
$246,713, of which $95,910 repre- 
sented fees. It estimates 1957 bill- 
ing will be up 50%. 


Gray & Kilgore, Detroit, billed 
$1,619,615 in 1956, of which $278,- 
036 represented capitalized fees. 


Robert L. Sande — president & founder, Song Ad Film- Radio Productions 


‘Jeuoissayoid 


Robert L. Sande’s showbusiness, music and advertising background 

sparked an atmosphere of top-flight performance from the beginning—nearly six years ago; 
that’s why our creative, sales and production men who helped strengthen this tradition 

can join him in saying: “we are professionals!” 


Let Song Ad Productions prove its creative work will equal the professional standard being set by your agency. 
Commercials can be purchased at bargain prices by shopping around — 
but a bargain isn't a bargain if top-flight quality is lacking. 
Join the advertisers across the nation who are now our repeat clients. 


We're creating new successes every day — 
sharp... entertaining ...sales-wise animated and live action tv films 
and, of course, our famous musical commercials for radio. 


Ask a professional... Mr. Leo Burnett of Leo Burnett Company, Inc. 


SOmMG 


6000 SUNSET BOULEVARD. HOLLYWOOD 28 / phone: HO. 5-6181 


nc. 


ZG): filer / radio 


PROOUCTIONS 


Ayeoy /s2U8)0 


Advertising Age, February 25, 1957 


In 1955, the agency billed $1,433,- 
905, including $666,202 in fees. No 
major accounts were added or lost 
last year. Gray & Kilgore spent 
billings this way: Business papers 
55%; newspapers 1%; television 
1%; other 43%. The agency em- 
ploys 22 persons and anticipates 
a 15% gain in 1957 billings. 


Monroe Greenthal Co., New 
York, billed $4,876,250 in 1956, up 
from $4,654,000 in 1955. Capi- 
talized fees in both years were 
about $450,000. During the past 
year the agency lost Ringling 
Bros. & Barnum & Bailey Circus, 
added Hillman Periodicals and J. 
Arthur Rank Enterprises, and 
moved to new quarters at 595 
Madison Ave. Media breakdown: 
Newspapers 56%; magazines 25%; 
radio and television 12%; other 
7%. The agency now has 74 em- 
ployes. It anticipates 1957 billings 
will be close to $6,000,000. 


Charles Anthony Gross Adver- 
tising Agency, Miami, billed $1,- 
780,000 in 1956, of which $130,- 
000 represented capitalized fees. 
In 1955, comparable figures for 
the agency were $1,330,000 and 
$80,000. Three new accounts were 
added during the year: Eastern 
Shipping Corp., Don Allen Corp. 
and Mercury Hotel. The agency 
spent billings like this: Magazines 
45%; newspapers 40%; television 
5%; radio 3%; business papers 
3%; outdoor 2% and other media 
2%. It employs 16 persons in 
two offices and predicts business 
will ‘increase 25% in 1957. 


Arthur Grossman Advertising, 
Chicago, billed $3,063,950 in 1956, 
of which $421,950 represented 
capitalized fees. In 1955, compa- 
rable figures for the agency were 
$956,275 and $80,410. During 1956 
it added York Corp., subsidiary 
of Borg-Warner Corp. The agency 
divides its billings this way: Mag- 
azines 55%; newspapers 16%; tele- 
vision 13%; outdoor and business 
papers, 8% each. It has 31 
employes and expects 1957 volume 
to be up 50%. 


Grubb & Petersen Advertising, 
Champaign, Ill., billed $1,295,896 
in 1956, of which $836,971 repre- 
sented capitalized fees. During 
1956 it added Baughman-Oster, 
Camp Creek Duck Farms, Concrete 
Pipe Co., Eckert Orchard Assn., 
Eisner Food Stores, Faultless Mill- 
ing Co., Lumber Dealers Research 
Council, Nelsen Concrete Co., 
People’s Life Insurance Co., Som- 
mer-Metalcraft Corp., and Ware- 
ham-Hudson Dairies. It lost 
Continental Filling Corp. and Im- 
ported Motor Car Co. Media break- 
down: Television 49%; business 
papers 24%; mewspapers 2%; 
farm publications 1%; point of 
sale 9%; other 12%; magazines, 
radio and outdoor less than 1%. 
It has 16 employes and expects 
1957 volume to be up 25%. 


Harris & Whitebrook Advertis- 
ing, Miami Beach, billed $2,720,000 
in 1956, of which $1,670,000 repre- 
sented capitalized fees. During 
1955 comparable figures for the 
agency were $1,850,000 and $950,- 
000. In 1956 the agency added the 
Miami Daily News, Interconti- 
nental Hotels Corp. and the Amer- 
icana Hotel. No accounts were lost. 
The agency’s billings were split 
this way: Newspapers 70%; maga- 
zines 10%; supplements, business 
papers and outdoor 5% each; tele- 
vision 2%, and radio, farm publi- 
cations and point of sale, 1% each. 
It has 39 employes and expects 
1957 volume to be up 30%. 


Hart-Conway Co., Rochester, 
N. Y., billed $2,007,419 in 1956, 
of which $320,111 represented 
capitalized fees. In 1955, compa- 
rable figures for the agency were 
$1,712,291 and $125,087. During 
1956, it added Sibley, Lindsay & 
Curr Co. Billings were distribu- 
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INTER-OFFICE MEMORANDUM 


TO: T.F. Mueller 


January 30, 1957 
From: Gibson McCabe 


Business, to put it mildly, is good. Matter 
of fact, we are exceeding last year's pace 
when we topped the field for growth. 


Newsweek's advertisers obviously view 1957 
business prospects as good judging from the 
volume of business they're scheduling with 
us. Here's the way it looks as of today: 


1. Adv ng Vv 
up ($682,000 over las 
da a plus of 6.3 


3. Ed Davis tells me that circulation is 
growing at an even faster rate than a 
year ago. We're currently giving ad- 
vertisers a healthy 50,000 bonus in 
excess of our 1,050,000 guarantee. 


Actually, 1957 looks like another fine year 
for yen and we'll be up among the 


Newsweek ...the magazine for 


com-mu'ni-ca’tive people 
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|ted as follows: Newspapers 30%;! 150,000. During 1956 it added 
| magazines 12%; radio 5%; televi- | Southern Biscuit Co., Professional 
sion 34%; outdoor 4%; business | Golf Assn. golfing supplies and 
| saipers 5%; farm publications 2%; accessories, Triple-S Blue Stamps, 
transit advertising 4%; point of| Amstel Brewing Co. and Hotel 
|sale 1%, and others 3%. It has 17| Corp. of America. It lost Chunky 
employes and expects 57 volume! Chocolates Co. and C&C Super 
to be up 5%. | Corp. A breakdown of the media 
| used shows: Newspapers 32%; tel- 
evision 29%; radio 17%; magazines 
and supplements 14%, and trade 
magazines 8%. It has 43 employes 
and expects 1957 volume to be up 
20%. 


Fast Facts for Advertisers 


The daily newspaper first in editorial volume, and. . . J. M. Hickerson Inc., New York, 


billed $1,425,911 in 1956, of which 
| $438,964 represented capitalized 
|fees. In 1955 comparable figures | 
‘were $1,363,208 and $369,868. It, 
| added Equitable Life Insurance Co. 


The daily newspaper second in advertising linage, plus . . . 


The daily newspaper that covers the third largest City Zone 
market in the state, is the 1-2-3 Wisconsin record of the 
Appleton, Neenah-Menasha POST-CRESCENT . . . makes it a 


solid place to place your advertising. 


APPLETON Post-CRESCENT 
. APPLETON + NEENAH + MENASHA — 


of Iowa in July. Its media break- 
|down was as follows: Newspapers | 


Hoefer, Dieterich & Brown, San 
Francisco, billed $1,045,125 in 1956, 


ae 
104 YEARS OF 4 : 
PUBLICATION 


18%; magazines 42%; 
television 8%: 


Vs in volume. 


Hilton & Riggio, 


$60,000 represented 


business 
25%; transit 1%, and other 3%. It 
has 20 employes in two offices and | 
estimates ’57 will show a 30% gain 


radio 


Oo. 
©, 


New York, 
billed $4,660,000 in 1956, of which 


capitalized 


fees. In 1955 the agency billed $3,- 


The bottles come to your back door 
in the morning. Or you take a waxed 
container from the freezer in the food 
store. And think nothing of it... though 
the milk has been cooled, often carried 
considerable distances in glass lined 
trucks, graded, pasteurized, packaged, 
distributed and sold, within forty-eight 
hours after leaving the cow. 

The milk supply of this country is 
one of the least known wonders of the 
modern world, and any appreciation of 
it involves figures rarely found outside 
of the Federal budget or space fiction. 
Try this on for size: 1955 volume of 
milk sold by farmers was equivalent to 
two weeks water consumption of New 
York City . . . 108,528 million pounds, 
or more than 13.5 billion gallons! 

Source of the milk was some 21.2 
million cows. The statistical average 
cow in a year eats from five to six tons 
of hay, corn, grain, feed supplements; 
drinks about 7,000 gallons of water; 

, and produces about 2,800 quarts of milk 
—an increase of almost one third in 
the last thirty years. 


The big Moo... 


Out of this milk crop also came other 
whopping figures—more than 3.5 billion 
Ibs. of evaporated and condensed milk 
and 1.2 billion Ibs. of dry milk solids; 
plus 1.4 billion Ibs. butter, 1.3 billion 
Ibs. cheese, and 697,420,000 gallons of 
ice cream and ices! 

One more figure brings all the figures 
into focus ... Farmers’ sales of milk and 
cream to plants, dealers and at retail, in 
1955 amounted to $4,154 million—of 
which some 44% was earned by farm 
subscribers of Successful Farming 


The SF subscribers are also 
volume producers of other 
items—account for some 53% 
of the corn harvested for grain, 

57% of the hogs, 38% of cattle 

and calves, 33% of the poultry 
products sold. Three in four are in the 
top 39% which gets 88% of the national 
farm income. They represent 42% of all 
farms earning $10,000 or more. In fact, 
their average 1955 cash income from 


farming alone was in excess of $10,000! 

SF farmers are still making money, 
and spending it—continue to remodel 
and repair homes; install new kitchens, 
bathrooms, heating plants; buy new 
furniture, furnishings, major appliances; 
take vacations and send their kids to 
private schools. They are an $11 billion 
market —equal to a national suburbia! 

And there is no more effective way 
of reaching them than by SuccessruL 
Farminc. The circulation is limited, 

selective—1,300,000. But there is 
no substitute for its influence 
in any other medium. Because 

for fifty years, SF has been 
helping this country’s best 
farmers make more money and 

7 helping farm families to live better. 

No money spent for media buys 
more reception and response! 

To balance national schedules where 
general media run thin—and find more 
sales in 1957—you need SuccessruL 
Farmunc. Any SF office can show why! 


Merepirn Pusiisuinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia 
Cleveland, Atlanta, San Francisco and Los Angeles. 


papers | 


|of which $510,888 represented 
capitalized fees. Comparable fig- 
ures for 1955 were $822,473 and 
$248,877. Five accounts were add- 
ed during the year: Edwards Cof- 
fee and Tuxedo Candy Co. (May); 
Jell Well Dessert Co. (Safeway 
Stores) and Tuttle Cottage Cheese 
(Foremost Dairies) began billing 
in January, 1957, and California 
Physicians’ Service will start in 
| May. Billings were divided: Radio 
and television 20% and all other 
media 80%. The agency employs 13 
| people and expects to double its 
| billings in 1957. 


| Holden, Chapin, LaRue, Detroit, 
| billed $1,512,753 in 1956, of which 
, $800,181 represented capitalized 
| fees. In 1955 comparable figures 
| were $1,356,668 and $752,252. For 
|the first time the 30-year-old 
agency passed the $1,500,000 mark, 
having billed somewhat over $1,- 
000,000 for the past five years. No 
/account changes were reported. 
Billings breakdowns: Business pa- 
pers 90% and magazines 10%. The 
|agency employs 26 persons and 
‘expects an increase of 10% in 
1957 billings. 


Holmes, Whitney & Associates, 
Chicago, billed $1,000,000 in 1956. 
In 1955, the agency billed $250,- 
000. No breakdown is reported on 
| capitalized fees or on media used. 
| The company employs seven per- 
sons and expects 1957 volume to 
be up close to 100%. 


Howell & Young Advertising, 
Royal Oak, Mich., billed $1,375,- 
000 in 1956, of which $175,000 
represented capitalized fees. In 
| 1955, comparable figures for the 
agency were $840,000 and $40,000. 
Billings break down this way: 
Magazines 50%; newspapers 15%; 
telelvision 15%; outdoor 12%, and 
other media 3%. It has 14 em- 
| ployes and expects 1957 volume 
to be about the same as 195f. 

*. 

Jackson, Haerr, Peterson & Hall, 
Peoria, billed $1,311,315 in 1956, of 
|which $838,963 represented cap- 
|italized fees. In 1955 comparable 
figures were $1,107,636 and $718,- 
212. It added six accounts: Odor- 
Aire, Salvajor Co., Quisenberry 
Mills, Hutchens & Son Metal Prod- 
ucts, Save-Electric and Verd-A- 
Ray Penetray Corp. It lost Chris 
Hoerr & Sons and resigned Na- 
tional Ideal. Media breakdown: 
Newspapers 41.5%; magazines 
41.5%; radio 6%; tv 7%; outdoor 
1%, and other 3%. It has 26 em- 
ployes and because of addition of 
| new business on which billing was 
jnot reflected in 1956—plus three 
|}new accounts to be added early in 
|’57—it expects "57 volume to be up 
75%. 


Johnson & Lewis Advertising 
| (successor to Chas. P. Johnson 
Co.), San Francisco, billed $1,674,- 
207 in 1956, of which $59,809 rep- 
resented capitalized fees. In 1955 
| comparable figures for the agency 
|were $1,859,690 and $47,381. Dur- 
| ing 1956 it added Nic-L Silver Bat- 
,tery Co. No account losses were 
reported. Its billings were divided 
‘as follows: Magazines 37.2%; 
jmewspapers 32.7%; television 
| 20.9%; radio 4.2%; transit adver- 
|tising 3.6% and outdoor 1.4%. It 
i 22 employes and expects 1957 
volume to be up 20%. 
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another... 


SUSI FIRST... 


Shleppey Outdoor Advertising Co. 


is using the DRYBRUSH 
method of POSTING 


of 


é MARKETS 


Mr. DRYBRUSH 


“NEAT 


OKLAHOMA 


& CLEAN” 


Shleppeu OutdoorAdvertising Co. 


322 EAST ELEVENTH ° TULSA 20, OKLAHOMA 


Jones Frankel Co., Chicago,| Jones & Taylor & Associates, 


Advertising Age, February 25, 1957 


sion 5%, and outdoor 1%. It has 


| billed $1,400,100 in 1956, of which South Bend, billed $1,441,418 in| 44 employes and forecasts a 10% 
| $200,000 represented capitalized | 1956, of which $368,991 represent-| gain in volume in 1957. 


| 


| talized fees. In 1955, total billings 


fees. This is about the same bill-|ed capitalized fees. In 1955 the 
ing the agency reported for 1955.| agency billed $1,655,789, of which 
Billings for 1956 were disbursed | $475,958 represented capitalized 
as follows: Magazines 50%; busi- fees. Two accounts were added 
ness papers 30%; mewspapers|during the year: Buescher Band 
15%; radio 2.5%, and television | Instrument Co., and Lamb Knit 


ple and expects 1957 billings will | lost: 


Central West Oil Corp., 
be 30% higher than last year. 


| O’Brien Corp. and Rivett Lathe & 
|Grinder. The agency placed its 

Jones & Brakeley Inc., New) billings as follows: Business papers 
York, billed $1,704,331 in 1956, of 0; 
which $347,268 represented capi-| cations 15%; television 2% and 
newspapers 1%. It employs 22 per- 
were $1,564,058, of which $310,-| sons in one office. 
889 were capitalized fees. The| 
agency didn’t lose any accounts, Kircher, Helton & Collett, Day- 
during the year and added two: | ton, O., billed $1,433,642 in 1956, 
Assn. of American Soap & Glyc-| up from $827,853 in 1955. It added 
erine Producers in April, and | Dayton Malleable Iron Co., Lowe 
Obex Corp. of America in Septem- | Bros. Co. and Maxon Construction 
ber. The agency divides billings:|Co. It lost Dayton Pump & Mfg. 
Business papers 78%; newspapers Co. and Huffman Mfg. Co. Media 
20% and point of sale 2%. It has| breakdown was as follows: Busi- 
12 employes and expects 1957 |ness papers 58%; newspapers 5%; 
volume to be up 5%. | magazines 30%; radio 1%; televi- 


THE PETERSEN READER...one of a series 


Petersen Automotive Readers are... 


brand conscious! 


80.1% of all Petersen Automotive 


Group readers specify a particular 
brand when they buy motor oil. 
79.1% do the same with spark plugs. 
The “brand specification average” 
for all automotive products 
purchased by P.A.G. readers is 
unusually high—60% ! 


THE PETERSEN AUTOMOTIVE GROUP—1,112,278 ABC Circulation’ 


World’s Largest Automotive Consumer Readership (*Last siz months, 1956) 


PETERSEN PUBLISHING ComPaNY - 5959 Hollywood Bivd., Los Angeles 28, Calif. - HOllywood 2-3261 


OerTRoir orice: 1514 Book Bidg., Detroit 26. WOodward 3-8660 
NEW Yor« orice, 550 Fifth Avenue, New York 36 - Circle 6-1365 
miowesrt orrice: 360 N. Michigan Ave., Chicago | - ANdover 3-6929 


46%; magazines 36%; farm publi-| 


| Lago & Whitehead, Wichita, 
| billed $1,277,475 in 1956, of which 
| $107,524 represented capitalized 

fees. In 1955, comparable figures 
| were $866,625 and $133,819. No ac- 


| 2.5%. The agency employs 12 peo-| Goods Co. Three accounts were/ counts were added or lost. Billings 


| nedia breakdown: 
19.5%; magazines 18.5%; radio 
|4.9%; television 17.3%; outdoor 
|1%; business papers 16.6%; farm 
publications 3.5%; other 28.4%. It 
has 18 employes and estimates '57 
billing up 20%. 


Newspapers 


Lando Advertising Agency, 
Pittsburgh, billed $1,712,299 in 
1956, of which $689,872 repre- 
sented capitalized fees. It esti- 
mates its 1955 billings at $1,450,- 
000. It has two offices and 23 
employes. It expects 1957 volume 
to be up 15%. 


Lavenson Bureau of Advertising 
Inc., Philadelphia, billed $3,383,- 
833 in 1956, of which $2,834,250 
|}represented capitalized fees. The 
agency added Hussco Shoe Co. in 
| July and lost Lassiter Corp. in 
| June. Media billings were divided 
as follows: Magazines 40%; televi- 

newspapers 20%; point 


| sion 30%; 
of sale 4%; radio 2%; outdoor 1%; 
| other 3%. The agency employs 31 
| persons in one office and expects 
57 billings to be up 5%. 


Leeds & York, Chicago, billed 
| $1,300,000 in 1956, a 19% increase 
over the $1,100,000 reported for 
| 1955. Last year it added the Grant 
|Co.’s Robot gardener (April). Its 
billings break down like this: 
Radio 50%; television 23%; news- 
| papers 15%; magazines 10%; farm 
publications 2%. The agency em- 
ploys eight persons and estimates 
that 1957 billings will be about the 
same as last year. 


MacDonald-Cook Co., South 
Bend, billed $1,548,817 in 1956, of 
which $761,400 represented capi- 
talized fees. In 1955 comparable 
figures were $1,247,772 and $391,- 
| 952. During 1956 the agency added 
Kitchen-Quip Inc., Associates In- 
vestment Co., Associates Discount 
Corp. and Emmco Insurance Co. 
It lost Dixie Products Inc. and 
Cc. G. Conn Ltd. Breakdown of 
media: Magazines 73.4%; business 
papers 22.6%; newspapers 2.7%; 
farm publications 0.8%; radio 
0.5%. It has 20 employes and ex- 
pects 1957 volume to be the same. 


Marcus Advertising Agency, 
Cleveland, billed $1,021,083 in 
1956, of which $362,108 represent- 
‘ed capitalized fees. In 1955 com- 
parable figures for the agency 
were $803,133 and $185,098. Dur- 
ing 1956 it added Baird Foerst 
Corp., Cleveland Cleaner & Paste 
Co., D. M. Siff Co. and R. A. Gall 
Realty Co. The agency reported 
no loss of accounts. Breakdown of 
media used: Television 59.7%; ra- 
dio 20%; magazines 8.6%; news- 
papers 7.6%; outdoor 2.7%; transit 
advertising 1.4%. It has 11 em- 
ployes and expects 1957 volume 
to be up 10%. 


MeGiveran-Child Co., Chicago, 
billed $1,020,000 in 1956, a 65% 
increase over the $615,000 re- 
ported for 1955. Last year the 


agency gained three new ac- 
counts: Butler Specialty Co. 
(June), Brandwein & Co. (Feb- 
ruary) and Simonson Industries 
(June). Its billings break down 


like this: Newspapers 30%; busi- 
ness papers 20%; radio 15%; di- 
rect mail 15%; magazines 10%; 
outdoor 5%; point of sale 5%. The 
agency employs 22 persons and 
estimates that 1957 billings will 
be higher than last year. 


Richard N. Meltzer Advertising, 
San Francisco, billed $1,558,000 in 
1956, of which $205,000 represent- 
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Whose tune do they dance to? 


The ritual dance of the American housewife 
is performed before crowded shelves. 

Stretch, bend, point, reach—every move- 
ment has as its goal the choice of a product. 
But whose tune does she dance to? 


It’s usually a tune that’s running through 
her own head. 

But the words and music were written 
by an agency that picked the right theme 
...and knew how to make it memorable. 


Advertising +» New York « Chicago * Detroit + San Francisco + Los Angeles * Hollywood * Montreal « 


YOUNG & RUBICAM, INC. 


Toronto 


Mexico City *« San Juan « 


London 
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¥ Population is up 72% 


RIVERSIDE COUNTY, CALIFORNIA 
1946 —1956 


your most profitable 
market per dollar 
invested in the West. 


see the man 

from RIVERSIDE 
* PRESS and 
ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationaliy by Doyle and Hawley, Los Angeles, 
Son Francisco, New York, Chicago, Boston, Minneapolis. 


ed capitalized fees. In 1955 com- 
parable figures were $1,405,000 and 
$225,000. During 1956 it added the 
GallenKamp Stores Co., American 
Building Maintenance Co. and 
Franco-Italian Packing Co. It lost 
California Compensation Insur- 
ance Co. Billings were spent as 
follows: Newspapers 60%; maga- 
zines 25%; radio 17%, and televi- 
sion 8%. It has 26 employes and 
figures '57 volume will be up 20%. 


George T. Metcalf Co., Provi- 
dence, billed $1,149,728 (an esti- 
mated figure, with final Decem- 
ber billings still not complete) of 
which $360,420 represented capi- 
talized fees. Last year comparable 
figures were $1,135,504 and $399,- 
613. It added Ansonia Wire & 
Cable Co., Otto Seidner Inc., and 
Simplatrol Products Corp. It lost 
James Hanley Co., and Mt. Hope 
Machinery Co. Billings were: 
Business papers 73.1%; newspa- 
pers 9.2%; magazines 4.2%; radio 
5.8%; tv 3.3%; outdoor 2.4%, and 
other 2%. It has 22 employes and 
forecasts a gain of 20% in 1957. 


Arthur R. Mogge Inc., Chicago 
and St. Louis, billed $1,300,000 in 
1956, a 30% increase over the 
$1,000,000 reported for 1955. In 
February, 1956, it added Min-Sun 
Trading Co. of Chicago. The agen- 
cy’s billings for the year were dis- 
bursed as follows: Business pa- 
pers 92%; magazines 7%; news- 
papers 1%. The agency employs 
15 people in two offices and ex- 
pects 1957 billings to be 8-10% 
higher than last year. 


Raymond R. Morgan Co., Holly- 
wood, billed $1,863,412 in 1956, of 
which $158,787 represented capi- 
talized fees. In 1955 comparable 
figures were $2,892,768 and $128,- 
266. The agency reported no ac- 
counts gained during the year, but 
it lost the sizable White King Soap 
Co. It employs 15 persons in two 
offices and expects 1957 to be 
about like 1956. 


Moser & Cotins, Utica, N.Y., 
billed $1,432,915 in 1956, of which 
$162,441 represented capitalized 
fees. In 1955 comparable figures 


MICHIGAN MARKETS 


Detroit................2,121,699 
GRAND RAPIDS 281,977 
ae 
Royal Oak.............. 160,741 
Lansing................. 143,567 
Ponties.................. 024751 
Saginaw................ . 106,628 
Kalamazoo.............. 89,213 
Muskegon. ...., 87,819 
Battle Creek .... 69,798 
Jockson.................. 4S 
Bay City. ............... 62,460 
Port Huron ........... 62,283 
Ann Arbor 53,552 


(ABC City Zone Populations) 


Grand Rapids 
City Zone 
now 281,97 


and the PRESS covers 


better than 4 out of 5 homes! 


The Grand Rapids market 
sales, zooming in population! 


is booming in 


Your product can be sold here, thoroughly 
and economically, with a single newspaper . . . 
the Grand Rapids Press . . . the newspaper that 
is growing right along with this phenomenal 


market. 


The Press offers you city zone coverage in 
more than 4 out of 5 homes. Total circulation 
.of 114,793* is 63,954 more than any other 


West Michigan daily. 


*ABC Publisher's Statement Sept. 30, 1956 


WEST MICHIGAN’S LARGEST MARKET 


CAN BE YOURS WITH YOUR CAMPAIGN IN 


The Grand Rapids Press 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW WEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 .N. Michigan Ave., Chicago 11, 


Superior 7-4680; Brice McQuillin, 785 Market St, San Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


Advertising Age, February 25, 1957 


for the agency were $1,716,293 and 
$405,657. During 1956 the agency 
added Procino Rossi Corp., St. 
Thomas Inc. and Elmira Greeting 
Card Co. In August it lost Shuron 
Optical Co. Billings breakdown 
was as follows: Magazines, 38.9%; 
business papers 27.4% ; newspapers 
13.2%; farm publications 8.3%; 
television 7.3%; outdoor 2%; ra- 
dio 1.5%, and unclassified 1.4%. 
The agency has 33 employes and 
expects 1957 volume to be up 
24.4%. 


Mumm, Mullay & Nichols, Co- 
lumbus, O., reported billings for 
fiscal 1955-56 at $2,427,615, with 
$702,535 in capitalized fees. In the 
preceding fiscal year, both total 
billings and fees were somewhat 
higher, $2,535,326 and $744,604. 
During the year the company 
worked out a merger-like ar- 
rangement with Ralph H. Jones 
Co., Cincinnati. Its billings break- 
down shows: Newspapers 30%; 
magazines-business papers-farm 
publications 47%; radio 17%; tv 
5%, and outdcor 1%. it expects 
57 to be down somewhat. 


Newmark’s Advertising Agency, 
New York, billed $1,212,000 in 
1956, of which $12,000 represented 
capitalized fees. In 1955 it billed 
$1,108,000, of which $8,000 repre- 
sented fees. It lost no accounts, 
and added Emerson Radio & Pho- 
nograph Corp. (personnel adver- 
tising) and Entico Industries Inc. 
Media breakdown: Newspapers 
71%; magazines 23%; television 
and radio 1%; business papers 3%; 
point of sale 1%; farm publica- 
tions and transit, % of 1% each. 
It has 21 employes and feels 1957 
billings will be about the same as 
1956. 


Palm & Patterson Inc., Cleve- 
land, billed $3,105,000 in 1956, of 
which $1,459,350 represents capi- 
talized fees. In 1955 the agency 
reported total billings of $2,004,020. 
During 1956 the agency added 
Austin Powder Co., Gibson-Stew- 
art Co. and Leece-Neville Co. 
Billings were distributed as fol- 
lows: Business papers 85%; maga- 
zines 11%; television 2%, and 
newspapers and radio 1% each. 
The agency has 26 employes and 
estimates a 15% rise in 1957 vol- 
ume. 


Parson, Friedmann & Central, 
Boston, billed $1,118,664 in 1956, 
of which $969,684 represented cap- 
italized fees. Comparable figures 
for 1955 were $848,692 and $757,- 
715. The agency added Mahler’s 
Inc. (March), American Industries 
(May) and E. E. Norbert Co. (Sep- 
tember). It lost Somerville Ma- 
chine & Foundry Co. (May) and 
Wilson Co. (September). Billings 
were split like this: Business pa- 
pers 40%; magazines 30%; news- 
papers, radio and tv 10% each. It 
has nine employes and predicts ’57 
billings up a healthy 40%. 


| Perry-Brown Inc., Cincinnati, 
| billed $1,774,972 in 1956, of which 
| $941,196 represented capitalized 
|fees. In 1955 comparable fig- 
ures were $1,519,858 and $809,997. 
| During 1956 it added Community 
Action Now; it lost Meier’s Wine 
| Cellars. Media breakdown: News- 
papers 10%; magazines 28%; ra- 
| dio 3%; television 5%, and busi- 
|mess papers 54%. It has 25 em- 
ployes and expects 1957 volume 
to be up 8%. 


J. R. Pershall Co., Chicago, 
billed $2,587,645 in 1956, of which 
| $1,018,677 represented capitalized 
| fees. In 1955 comparable figures 
were $1,544,291 and $405,215. 
During 1956 the agency neither 
added nor lost accounts. Billings 
were divided as follows: Newspa- 
|pers 27%; magazines 2%; radio 
|5%; television 12%; outdoor 11%; 
business papers 28%, and other 
media 15%. It has 34 employes 
and expects 1957 volume to be 
about the same as 56. 


sae (Oe 20 4 oo. ee Cm ot 2 ee. ae | ae ee ee ee ee i me ed pda SRS oo fe 8 Ee seat ee renee ee i es a CEMENT Lato). eae Dh ek de os, oe 
ke Fg Wake: ©. | te eee eater a. ieee Ae 2 oe a * a a eh peas Je ae Me ei RRS 
Le Fy Be oy * a ores were r vo faaee St ce Cee ou = hog Be a cei Sey ee ; cecal Ret i pied ee icemaker or a ie 4 eS eae ke fre, ices Faas 
PSs atom he ie A 2 SF Eco yooh ay eee “yi on = ee ee pirae ‘gee ie e > Ae UR SA aL? > enamel el Re os a, by ae dla i . ms) = ae hee, adh i ee te ae 
Ce a a ee ae a ee Fae le ee. i eee 
hy eit ~ - . a ‘ -e ; € ‘~ < 
sae a 
eas = ee 
ae i 
te ant 4 
Dev i 
‘op See ' 
pie | “4 
Ae : 
cl ee 
Tea Sear LZ be 
are Se s 
Saat es 
Say 3 
sas | a 
Pe ) 
,, 
| 
4 y | fs 
maf tis ay 
rantt = 
ae : 
a ; aa 
acne ; = 
Biko = 
Soy c 
Se es ‘ } i 
ey r 
Se Re Be ' S54 
ae | j 
sae i | pie 
i “4 
zeal, on 
rot a 
oe - 
ve Sige ia 
aR ee Se Se ig 
Bede iy F mn 
ety ep: — 
baa i a sion 
ae re 
Fh € | 
| o 
i 
| 
‘- oe : 
ee —— fs 
ah “ ; | . 
[e * fe 
‘8 a : 
Paes, a : 
pat. <> ; ; 
ie ; 
Ware, 
corr * 
Be 2 : 
Pee cul ; ; 
<< e , 
—o res ‘ 
eee " oot 
‘a, ee S 
a . 
Ls ae ‘ 
ae 
alae a 4 
ERR AO if | 5 
Eee rj : 
Pa. en b | 7 
ws i 
3 GRAND RAPIDS (a ateceeRURRERNNE a | | 
pane - | te 
“ a On re a * — | ; 
bie eee 5 
= sae as 
Bae } 
a 
oe 
as a es 
Rigen t | ; 5 
renee fe pe : 
a 
: 
a i 
Bil loka eye 7 
Pa ae : I ; 
teat aN ; 
é cai ox Fe t s 
sigh Po ROT 
peers : 
j Cie di Sys | ‘ 
eet inl 
0 a a ; 
Sele, ara 
eRe ie 
alee : 
* ek a | = 
hate ui aida 
apy oie = 
Eee a ‘ 
noes , 
RS) ean ae y 
rh <ereee 
ates | 
; : 
ra | 
Bae: | 
si ca a . 
Gra 5 cae 
oe 
ss ‘ Wi oF 
Sree ee 
eee: ; —C:sSCSCSCis ae 
es oe pert See ! 
. aA : 
Prete le " 
1 eine " ‘ : , 
Re Al 4 ® ° 
£ _ f :} 
‘ } 
r ‘ A i 
pe % i A p F J R » 
oe eons i Po ~ : | P| 
abe oF aK 
Be 
. oe -< 
Be inte eT Ape ae ; Sree eee eae 64 ees eee ee - re , a ee Sa 
ed Rae pose aes ie Pe ae rl So) na eg re Pe se et oid ees ve 1 a ea ia, SP alee a Op oe MMR ST Io ans Foie te 
‘ . . bbe ee Ae oe ee en pes ek Ack be % ‘ = we 4. ld AT a ig « Ss i ali. aig ee ee ee eee rk oe ee nS ae oe ete — pes a 
id le caine ae - Cr ee = aN Us he ee are, ; = Fhe oat a) ee SS he ana Pe dita yey Neue hug ent ie eke a ees nr Le, 2a ee he Rees 
nese Mean in ee ee eee ae . : ae Peet ir uite Fo Se en a ee ee ee oe Se in, SS ge a a meena ee ee 
BURR 2 nore Bi egi  e c Ch : fae i “i. wa z ge de pins tet cciincaieall lagi ak a ee : a . se Ba Wg ose Ses A get Ape gle ad re a er a ie) sas Swe. ale i 
mht a ee Rabi Be te erate a Meta ogee get eco pot ta or eee gees oe ies ne eS oe te ae a ot a ae em Eo) ee tae x 
a Pa a ee Bee een ae , 


It’s the same elephant... 


You remember the old story 
about the blind men each touching 
a different part of an elephant — 
and describing him differently. 

Well, whatever way you examine 
the Boston newspaper situation, 
the picture you get is the same — 


The HERALD-TRAVELER 2 


; gives you the big bulk 
‘ of the market 


Circulation leadership in the 
important ‘Money Belt.’ 
Circulation leadership in the 
faster-growing towns. 
se Circulation growth — now over 


aS ean RE 


400,000 daily. - 
Linage leadership in national —_ 
advertising. 
Linage leadership in retail ad- QS 
vertising. Rie 
Linage leadership in total ad- ne 
vertising. rae 


Advertisers — national and local 
— know that the Herald-Traveler eae 
pays off in more sales because its eee 
circulation bulks biggest where Bie: | 
the Boston spending power bulks — ; 


biggest. 


lelivers the 


She BOSTON HERALD-TRAVELER _ 


Represented nationally by GEORGE A. MeDEVITT CO., INC., New York,» Chicago + Philadelphia « Detroit + Pittsburgh 
Special Travel and Resort Representative: WAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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Wm. B. Remington Inc., Spring- | 24 employes and estimates '57 vol-, fees. Its comparable figures for 


field, Mass., billed $1,521,729 in 
1956, of which $53,626 represented 
capitalized fees. In 1955 compara- 


ume will be down 10%. 


Advertising Co., 


1955 were $955,610 and $392,491. | 
| The agency added Acra Products | 
St.|Co., Fastener Corp. and Frisch 
ble figures were $1,150,932 and) Louis, billed $1,400,000 in 1956,| Corp. while losing General Bind- | 


government became a client in Oc- 
tober. American Motors of Canada 
Ltd., Minneapolis-Honeywell and 
Nestle (Canada) were lost during 
the year. The billings break down 


$28,180. It lost C. F. Church Mfg.|compared with $1,300,000 in 1955.| ing Corp. and Pentron Corp. Bill- | as follows: Newspapers 42.2%; 


Co. and H. L. Judd division of|The agency gained three accounts | ings were invested as follows: | television 


Stanley Works during the year. 
Billings were spent like this: Mag- 
azines 61%; newspapers 2%; tele- 
vision 3%; business papers 32%, 
and farm publications 2%. It has 


WSRS 


GREATER CLEVELAND'S 
NUMBER 1 STATION 


during the year: Emerson Electric 
|Co., American Packing Co. and 
Grace Chemical Co. It lost none. 
Billings were divided this way: 
Magazines 25%; newspapers 24%; 
television 23%; business papers 
10%; farm publications 10%; ra- 
dio 6%; point of sale 1.8%; out- 
door .2%. It employs 25 persons 
in one office and forecasts a 15% 
increase in billings this year. 


Robertson, Buckley & Gotsch, 
Chicago, billed $1,126,369 in 1956 


Business papers 52%; “collateral” 
25%; magazines 15%; point of sale 
|5%; newspapers 3%. The agency 
|employs 21 persons and expecis 
|volume this year to jump 25%. 


Ronalds Advertising Agency 
Ltd., Montreal, billed $4,801,913 in 
1956, of which $167,830 represent- 
ed capitalized fees. The compar- 
able figures for 1955 were $4,070,- 
126 and $91,225. In January the 
agency added Helene Curtis In- 
dustries Ltd. and St. Regis Paper 


SRS “Radio-Active" MBS 


including $573,316 in capitalized|Co. (Canada) Ltd. The Alberta 


o e @ x 
\Pimiteou: 


%* Old Indian word for Peoria area 
meaning “Land of Plenty” 


Metropolitan Areas Consumer Total 
(outside Chicago) Pepetation Spendable income; Retail Sales 
° Ist Peoria 284,800 | $516,870,000 | $386,231,000 


270,600 


2nd Davenport—Rock 500,754,000 


316,131, 
Island—Moline on 


3rd Rockford 178,200 | 364,718,000 | 240,656,000 
4th Springfield 145,100 | 249,760,000 | 197,538,000 
Sth Decatur 111,700 | 199,223,000 | 155,541,000 


(Standard Rates and Data Estimates, 7/1/56) 


Among the nation’s 199 metropolitan areas, 
Peoria ranks - 

@74th in population 

@7\st in consumer spendable income 

@ 65th in total retail sales 


Only one newspaper saturates the area! 
Peoria Journal Star gives you- 
© 98% daily circulation ratio-to-homes coverage (metro. area) 
@ 100,000-plus circulation (to 13 counties) 
© low-premium R.O.P. full color 7 days a week, 
electric-eye controlled 


affiliated with WIVH Ward-Griffith Co., National Reps. 


19.8%; radio 12.1%; 
|magazines 9.1%; business papers 
6.4%; outdoor 4.8%; supplements 
2.4%; farm publications 1.6%; 
transit advertising 0.6% and other 
1%. The agency employs 92 per- 
| sons in four offices. It expects vol- 
/ume to be up 25% in 1957. 


Rothbardt & Haas, Chicago, 
billed $1,700,000 in 1956, an in- 
crease of some 13% over the $1,- 
500,000 reported in 1955. The 
igency added three accounts: Sen- 
iinel Radio and Sparton (both di- 
visions of Magnavox), and the 
Colson Corp. None were lost. Me- 
dia were divided this way: News- 
papers 40%; magazines 40%; oth- 
er 20%. Employes number 22 and 
the agency expects billings to go 
up about 17% in 1957. 


Royal & de Guzman, New York, 
billed $1,550,000 in 1956, of which 
$820,000 represented capitalization 
of fees. In 1955, comparable figures 
were $1,440,000 and $740,000. Dur- 
ing the year the agency, which spe- 
cializes in media promotion ac- 
sounts, added Simmons-Boardman 
Publishing Co., Business Week and 
Factory from McGraw-Hill, Field 
& Stream, Popular Gardening and 
Missiles & Rockets. It lost Faw- 
cett’s True Confessions and Me- 
chanix Illustrated, Nation’s Busi- 
ness, and Globe Lighting and all 
other product accounts, which it 
resigned in June. Media break- 
down: Business papers 65%; direct 
mail 15%; newspapers 10%; mag- 
azines and radio, 5% each. It has 
14 employes and estimates 1957 
will be up 15%. During the year, 
along with deciding to concentrate 
on media clients, it instituted new 
fees for special services, as well as 
an over-all increase in its mini- 
mum guarantee; these changes in 
billing procedure were primarily 
responsible for its increase in vol- 
ume. 


Rutledge & Lilienfeld Inc., St. 
Louis, billed $2,805,000 in 1956, of 
which $155,000 represented capi- 
talized fees. In 1955 the agency 
billed $2,475,000, of which $75,- 
000 was in capitalized fees. Two 
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accounts came into the fold dur- 
ing the year: Eagle Stamp Co. 
(February) and Catherine Clark’s 
| Brownbesry Ovens Inc. (Novem- 
ber). No accounts were lost. The 
agency split its billings as follows: 
| Television 45%; radio 21.7%: 
/mewspapers 10.9%; magazines 
4.9%; outdoor 4.7%; business pa- 
pers 3%; transit advertising 1%; 
farm publications 0.9%, supple- 
ments 0.1%; other 7.8%. The 
agency employs 40 persons in 
three offices and estimates 1957 
billings will be up 20%. 


Schram Advertising Co., Chica- 
go, billed $3,166,197 in 1956, of 
which $2,956,197 represented cap- 
italized fees. In 1955 comparable 
figures for the agency were $2,- 
076,714 and $1,903,373. During 
1956 it added Chicago Mill & Lum- 
ber Co., Cupid Candies, Joseph 
Building Supply Co., Knickerbock- 
er Case Co., Lowenbrau Beer, Ma- 
jor Photo Co., Oxford International 
Corp., Prest Wheel Co., South Side 
Bank & Trust Co., Winston Lum- 
ber Co. and Zelany Thermometer 
Co. The agency expects 1957 vol- 
ume to be up 15%. 


Simons-Michelson Co., Detroit, 
billed $3,000,000 in 1956, com- 
pared with $2,650,000 in 1955. 
During 1956, the agency reports 
it added Gold Bell Gift Stamps 
and lost no accounts. Billings 
break down as follows: Newspa- 
pers 44%; radio 18.5%; television 
21.5% and unclassified 16%. It has 
54 employes and expects 1957 vol- 
ume to remain the same as last 
year. 


Stromberger, LaVene, McKenzie, 
Los Angeles, billed $2,351,147 in 
1956, of which $218,284 represented 
capitalized fees. During 1955 com- 
parable figures for the agency 
were $1,932,759 and $213,273. Dur- 
ing 1956 the agency added General 
Electric Appliances Co., Los An- 
geles, while it lost no accounts. 
Billings were spent as follows: 
Newspapers, 43%; radio and tele- 
vision 29%; magazines 16%; out- 
door 7%; business papers 4%, and 
telephone directory 1%. It has 42 
employes and expects 1957 volume 
to be up 20%. 


Sudler & Hennessey, New York, 
billed $1,500,783 last year, which 
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Because it reports... 


pictures ...analyzes... 


and interprets the most important 


new influence in American 


living today... 


% Television has reshaped the entire pattern of America’s family life. 


And TV GUIDE brings its audience the complete TV world. 


That’s why TV GUIDE gets such thorough reading by every member 
of 5,000,000 families every week, all through the week. 


memati It brings program listings, to be sure. And bright, informative stories and 
ictures. M i i mments on the most fascinatin 
LEADING COMPANIES ADVERTISING IN TY GUIDE p es. More important, it analyzes and comments on the most fas ting 
Aluminum Co. of America facet of our lives today. Such solid editorial content has won TV GUIDE 
American Telephone & Telegraph Co. ; j 
American Tobacco Company the respect—and response—of its huge, alert audience. 
Bristol-Myers Company ; 
Chrysler Corp. 
Columbia Pictures Corp. t ’ : . . 
E. |. Du Pont De Nemours & Co., Inc. This audience has made TV GUIDE the fastest-growing of America’s “Top 10” 
Ford Motor Company ; 
General Electric Company magazines—first in newsstand sales. 


General Motors Corp. 

Hallmark Cards, Inc. 

q Kraft Foods Co. 

% Liggett & Myers Tobacco Company, Inc. 
= Metro-Goldwyn-Mayer 

Miles Laboratories, Inc. 

Miller 8rewing Company 

Paramount Pictures Corp. 

The Quaker Oats Company 
Radio Corporation of America 

R. J. Reynolds Tobacco Co. 

ih & Gemnete The weekly magazine the whole family reads every day... 
Sylvania Electric Products Inc. 
United States Steel Corp. 
Warner-Lambert Pharmaceutical Co. 


(partial list) 


This audience is yours at modest cost. 


Ce es 


TOTAL CIRCULATION NOW OVER 5,000,000—PUBLISHER’S ESTIMATE 
J 
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During 


this way: 


1956 


it added 


Newspapers 


Good Typography 


Never Takes a Holiday! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 + Chicago 1 


included $1,044,429 in capitalized | ticipates a 1957 volume 33% bet- 52%; business papers 34%; radio 
fees. In 1955, the agency billed| ter than last year. 
$1,110,518, including $757,065 in| 
fees. The agency gained Sigma- | 
gen from the Schering Corp., Don- 


3%; magazines 3%; point of sale 
2%; outdoor 1%; television 1%; 


G. F. Sweet & Co., Hartford, | transit advertising 1%; other 3%. 
' billed $1,429,331 in 1956, of which It has 17 employes and expects 
nagesic from the A. H. Robins Co. | $209,623 represented capitalized | 1957 volume to be up 10%. 
and a new product from the Up-/| fees. In 1955 comparable figures | 
john Co. It lost no major accounts | for the agency were $945,757 and | 
last year. Billings went like this: | $147,134. 
Direct mail and special services | Chandler-Evans. No account loss- | 558,518 in 1956, of which $474,162 
70%; business papers 30%. The/|es were reported. Billings were |represented capitalized fees. 
agency has 26 employes and an-| divided 


Howard Swink Advertising 
| Agency, Marion, Ohio, billed $1,- 


In 
1955 comparable figures for the 
agency were $1,658,483 and $483,- 
110. During 1956 the agency added 
Barnes Manufacturing Co., Gen- 
eral Telephone Co. of Ohio, Indiana 
Glass Co., Midwest Houses Inc., 
Sandusky Foundry & Machine Co. 
and Williams Games. It lost Bruce- 
Ellen Co., Fulfillment Corp. of 
America, Dr. Hess & Clark Inc., 
Krop-Kare Products division of 
Kilby Steel Co. and the Mercury 
Clutch division of Automatic Steel 
Products Inc. The agency divided 
its billings this way: Business pa- 
pers 51.65%; magazines 44.6%; 
farm publications 1.91%; newspa- 
pers 1.2%, and radio 0.64%. The 
agency has 40 employes and ex- 
| pects 1957 volume to be up 10%. 


‘Hold On to It! 


Every year the demand for 
ADVERTISING AGE’s annual 
agency billings issue in- 
creases. Because of its value 
as a permanent reference, 
AA suggests that each reader 
file his copy where it can’t 
be lifted. We will gladly fill 
all the requests we can for 
additional copies but even- 
tually the supply runs out. 
So...please hold on to it! 


Symonds, MacKenzie & Co., Chi- 
cago, billed $2,261,594 in 1956, of 
which $1,443,469 represented cap- 
italized fees. Comparable figures 
for the previous year were $1,804,- 
696 and $1,085,219. The agency re- 
ported no account changes. Its 
billings were divided this way: 
Business papers 91%; newspapers 
5.2%; farm publications 1.5%; 
magazines 1%; outdoor 1%, and 
point of sale 0.3%. The agency ex- 
pects a billings increase of 12% in 
1957. 


LEADERSHIP 51,309 


eS, | ae 


adverti sing 
LEADERSHIP 


Largest Cirevietion In the Pacific oe Eee 
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8,564,311 


Lin 


TOTAL DALY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 12,189 


City & RTZ Lead — 


Year: 1955 


19,874 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


296,260 Su 


Daily 


.» tae Oregonian 


nday 


Sources: ABC Publishers’ Stat 


ah: 


ts for 6 


ending March 31, 1956; Media Records total 
advertising, less AW and TW, 1955. ~* 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


PORTLAND 1, OREGON 


Advertising Age, February 25, 1957 


Arthur Towell Inc., Madison, 
Wis., billed $1,080,861 in 1956, of 
which $42,267 represented capi- 
talized fees. In 1955 comparable 
figures for the agency were $864,- 
585 and $17,393. During 1956 it 
added American Scientific Labor- 
atories and Red Dot Foods. Media 
breakdown: Newspapers 10%; 
magazines 35%; radio 8%; televi- 
sion 6%; outdoor 5%; business 
papers 20%; farm publications 
15%; other 1%. It has 16 employes 
and expects 1957 volume to be 
up 10%. 


U. 8. Advertising Corp., Chica- 
go, billed $2,300,000 in 1956, com- 
pared with $1,700,000 the previous 
year. Four accounts were added 
during the year: Chicago Pharma- 
cal Co. (June), Wilson Sporting 
Goods Co. and the poultry divi- 
sion of Wilson & Co., plus Wilson’s 
B-V (all in November). No ac- 
counts were lost or resigned. Me- 
dia were divided this way: News- 
papers 30%; magazines 30%; sup- 
plements 15%; radio 10%; televi- 
sion 10%; outdoor 5%. The agency 
employs 23 persons in two offices 
and forecasts a 15% billings in- 
crease in ’57. 


Valentine-Radford Advertising, 
Kansas City, Mo., billed $1,013,691 
in 1956, of which $336,945 repre- 
sented capitalized fees. In 1955 
comparable figures for the agency 
were $851,712 and $334,462. Dur- 
ing 1956 it added Luce Mfg. Co., 
Haver-Lockhart Laboratories, 
Hurst Foods, Sight Bros. and 
Kleweno’s Kitchen Center. In No- 
vember, it lost Salvajor. Distri- 
bution of billings was: Business 
papers 35%; newpapers 20%; tele- 
vision 15%; radio 10%; farm publi- 
cations 8% ; outdoor 5%; magazines 
2% and others 5%. It has nine em- 
ployes and four partners and ex- 
pects 1957 volume to be up 15%. 


W. S. Walker Advertising, Pitts- 
burgh, reports 1956 billings of $3,- 
083,937, of which $349,040 repre- 
sents capitalized fees. Formerly 
Walker & Downing, the agency 
was formed in November, 1955. It 
since has added seven accounts: 
American Window Glass Co.; 
Blackstone Corp.; Chaplin-Fulton 
Mfg. Co.; Keystone Abrasive 


| Wheel Co.; Aunt Hannah division 


of Ward Baking Co.; Nationa] Cof- 
fee Distributors and Trion Inc. 
Media breakdown: Business pa- 
pers 35%; magazines 30%; tele- 
vision 7%; newspapers, outdoor 
and point of sale 5% each; motion 
pictures 4%; radio and supple- 
ments 3% each; farm publications 
2%, and transit advertising 1%. 
The agency has 35 employes and 
predicts a 30% increase in 1957 
volume. 


Walsh Advertising Co. Litd., 
Toronto, billed $4,850,000 in 1956, 
compared with $4,174,000 the pre- 
vious year. New accounts includ- 
ed Lydia E. Pinkham, Peppler 
Bros., Scarfe & Co. Ltd., Canadi- 
an Tobacofina Ltd. and Smith 
Mfg. Ltd. It reports no accounts 
lost. There are 80 employes in 
three offices and a rise of 20% in 
1957 volume is forecast. 


Watts, Payne Advertising, Tulsa 
billed $1,094,319, of which $93,- 
855 represented capitalized fees. 
In 1955, comparable figures were 
$1,191,975 and $89,304. No major 
account changes were reported. 
Its billing breakdown shows: 
Business papers 25%; newspapers 
and radio, 18% each; magazines 
9%; tv 13%; outdoor 5%; farm 
publications 4%; transit 1%, and 
other 7%. It has 21 employes and 
believes ’57 will be about like ’56. 


J. J. Weiner & Associates, San 
Francisco, says it billed “between 


$1,500,000 and $2,000,000” in 1956. 
|It added IXL Foods Co. (May) 
and Blitz Weinhard Brewery (Jan. 
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NEW HOME OFFICE: 485 Lexington Avenue, New York City 
(Corporate offices remain at 50 Rockefeller Plaza) 


M°CANN-ERICKSON INCORPORATED 


Advertising 


New York, Boston, Cleveland, Atlanta, Houston, Dallas, Chicago, Detroit, Louisville, San Francisco, 
Los Angeles, Portland (Ore.), Toronto, Montreal, Vancouver, Buenos Aires, Rio de Janeiro, Sav 
Paulo, Curitiba, Porto Alegre, Montevideo, Santiago de Chile, Valparaiso, Lima, Bogoté, Cali, 
Caracas,San Juan(P.R.), Havana, MexicoCity, Monterrey, London, Paris, Brussels, Frankfurt a/M, 
Hamburg, Cologne, Diisseldor. (Service in other world markets through ciated agencies.) 
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,1, 1957). The agency employs 16 
| persons in two offices (other is in 
|Los Angeles) and expects to open 
|}an office in Portland this year. 
Forecast for 1957 billings is an in- 
| crease of 25%. 


which $487,800 represented capi- | 
talized fees. In 1955, comparable 
figures were $526,075 and $268,840. | 
It added General Electric’s rela- 
tions and utilities division, Sche- | 
nectady, in September. Media bill- | 
ings breakdown: Newspapers 13%; | 
magazines 2%; radio 7%; televi- | 
sion 30%; outdoor 3%; business | 
papers 42% and transit 3%. It has | 


AD AGENCY PLUS DIRECT MAIL 


More than Direct Mail Speciaiists—also a 
fully accredited ad agency. A combined 
service which correlates both 


“That Fellow Mott” °- 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


7 Woodward, Voss & Hevenor, Al- 
|bany, billed $1,134,419 in 1956, of 


| 20 employes and estimates °57 vol- | 
ume up 30%. 


Zimmer-McClaskey Advertising | 
Agency, Louisville, billed $2,799,- | 
1477 in 1956, of which $1,617,533 
represented capitalized fees. In 
|1955 the agency billed $2,561,397, 
jof which $1,505,883 represented | 
capitalized fees. Six accounts were | 
added during the year: Medley | 
| Distilling Co., General Electric | 
|Supply Co., Frank Fehr Brewing 
|Co., Kentucky Light Aggregates, 
Arrow Brands Inc. and Bradley & 
Gilbert. Only account lost was the 
publicity division of the state of 
Kentucky. The agency expects 1957 
volume to increase by 20%. 


El Paso leads ALL Texas military 
installations in payroll expendi- 
tures—totalling $6.4 monthly for 
Fort Bliss alone. A market where 
your advertising is effective. 


El Paso Herald-Post 
A Scripps-Howard Newspaper 


Evening 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


184 Under-$1,000,000 
Agencies Tell Billing 


Optimism Is High Among 
Small Agency Operators; 
Record Number Report 


Copyright, 1957, by Advertising 
Publications Inc. Quotation or re- 
production expressly prohibited. 

New York, Feb. 21—Last year 
184 agencies billing less than $1,- 
000,000 reported their billings to 
ADVERTISING AGE, and this group 
again reveals the optimism of the 
small-agency operator: Some 38 of 
the agencies reporting expect their 
1957 billings to be up 10-20%. 

However, a significant change 
from last year (when 100 agencies 
in this bracket filed reports) is 
that a substantial number of agen- 
cies—34—expect that 1957 will be 
just about like 1956, so far as their 


Adjacencies 
available to 


48°..1,000 


home impressions 


} Pe 


FOR THE TENTH consecutive year, WGN-TV will be televizing 
the daytime home games of the Chicago Cubs and White Sox— 


exclusively! 


This is the highest-rated sports feature in the nation’s second 


largest market! 


FOR THE FIFTH CONSECUTIVE YEAR, Hamm’s Beer 
and for the third consecutive year, Oklahoma Gasoline will share 


sponsorship of the play-by-play! 


NOW AVAILABLE: Choice 10, 20 and 60-second 
baseball adjacencies delivering from 5 million to 


38 million home impressions! * 


Also check availabilities in high-rated syndicated programs and 


feature film presentations on Channel 9! 


*Estimated impressions spot-for-spot for 1957 season based on the average 
Pulse, ARB and Nielsen ratings for these spots last season in an area with 


2,300,000 television homes! 


TOP-DRAWER Advertisers 
buy WGN-TV in Chicago! 


See your WGN-TV representative today! 


WGN-TV 


9 


The Chicago Tribune Station, Owned and Operated by WGN, Inc. 


Midwest Office 
441 N. Michigan Ave. 
Chicago 11 


Eastern Advertising Office 
220 E. 42nd Street 
New York 17 


Also represented by 
Edward Petry 
& Company, Inc. 


‘| 70%; newspapers 22%; other me- 


Advertising Age, February 25, 1957 


|individual billings are concerned. 
Last year only ten agencies 
| thought their 1956 volume would 
| be about like 1955’s. 

A group nearly as big as these 
two looks for 1957 to be 5-10% 
| better than 1956, and a group of 19 
| agencies look for a gain of 20-30% 
|in 1957. 


s A fairly substantial group of 14 
j}agencies predicts gains ranging 
|from 30 to 50% in 1957, and a 
group of almost equal size—13— 
foresees increased volume, but 
predict no percentage of gain for 
next year. 

Since billings of this magnitude 
are subject to sizable percentage 
increases, it might be expected that 
three agencies foresee increases of 
50-70%, two expect increases of 
75-100%, and five expect increases 
of more than 100%. Only one agen- 
cy in this billings bracket looks for 
a reversal: It foresees 1957 billings 
down from 1 to 10%. 

Here is the agency-by-agency 
picture, arranged alphabetically: 


Admakers, Chicago, billed $342,- 
105 in 1956, of which $248,310 rep- 
resented capitalized fees. This put 
it slightly ahead of 1955, when it 
billed $325,404, of which $239,405 
| was in capitalized fees. The agen- 
|cy neither gained nor lost any ac- 
counts in '56. Its billings were di- 
vided as follows: Business papers 


dia 8%. Admakers has five em- 
ployes in one office. It expects a 
billings increase of 5% in 1957. 


Advertising Guild, New York, 
purchased $26,830 of commission- 
| able space during 1956, and $25,640 
in 55. During 1956 it did not gain 
|or lose any accounts. Media break- 
down: Newspapers 90%, maga- 
zines 10%. It has two employes 
and expects i957 volume to be 
about the same as ’56. 


Agricultural Information Serv- 
ice, Butler, Pa., billed $49,457 in 
1956, of which $40,353 represented 
capitalized fees. In 1955, compara- 
ble figures for the agency were 
$16,791 and $16,341. During 1956, 
it added Altman’s Mills. Billings 
break down as follows: Direct mail 
80%; radio 15% and farm publica- 
tions 5%. The agency has two em- 
ployes and expects 1957 volume to 
be up 80%. 


Allston Associates, New York, 
billed $61,030 in 1956, compared 
with $56,683 in 1955. Billings were 
divided: Business papers 70%; 
magazines 10%; newspapers and 
farm publications 5% e&ch; un- 
classified 10%. The agency has 
eight employes and expects 1957 
volume to be up slightly. 


Anderson Advertising Agency, 
Decatur, IIL, billed $108,301 in 
1956, of which $75,760 was in cap- 
| italized fees. In 1955, it billed $95,- 
| 872, with $62,900 in capitalized 
| fees. The agency specializes in re- 
|tail accounts and added Lyons 
| Lumber Co., Haines & Essick, and 
| Schudel’s Inc. It has one national 
and one wholesale account, and 
lost no clients last year. It buys 
radio and tv for local retail clients, 
who contract direct for newspaper 
space; the agency buys magazine 
space for its national client. It has 
three employes, of whom one is 
parttime, and estimates 1957 bill- 
ing to be up 10% over 1956. 


Andes Advertising Agency, Lan- 
caster, Pa., billed $771,247 in 1956, 
of which $708,607 represented cap- 
italized fees. In 1955 comparable 
| figures were $630,640 and $588,280. 
|No important changes to the ac- 

count list. Media billings break- 
|down: Business papers 70%, farm 
| publications 20%, and point of sale 
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How Hot is Cold? 


That depends. If your problem is warming up even cold prospects, then 
nothing is hotter than today’s Post-Gazette. Linage in ‘56 ran more than a 
million lines ahead of a fabulous ‘55, which was our biggest year (until ‘56). 
It was the fifth all-time high in six years. Our trusty trio—Hi Acceptance, Brod 
Coverage and Lo Cost have the answers. And the reasons you should cash 
in on today’s newspaper picture in Pittsburgh! 


Sumuihiee HAS Happened in Pitatorgh! 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Og ie ES PEC ORT VE Ta eee eee Pails ie ae oo: ‘aes 2 et ee ee Sa ep ree de ese 
e el ae erm » fit el Seances cli awl: ver ge ieee oe, ae rc eee ae ma vee Seem ete LAS eles : i Nas 
ne on kia a t: 0 hbase a gel arate: . ie shal Dees me mae ae ae ane Pan ae sil le : ie Naat a eam shia % i Pant i 8s oie eae Se oe. < es 
i ee i i ee ee 
se eee. aga tae Ge paces i rene eg Rance) ERE A OS an MS ce ys > ayia iN Sec a RO ae * SOO a a ae ae i Ba ae as ee Te te eee Pec. 
= Pa ee eee eee es ee i ee ae eee ee ee 
BS oo AR a Wie ees eg a. re ok 7 ade nga Tele a el an: eee : ae ae "e oo” ae 
kaw ee ged oe te. ies area en on lett * °° ein a ‘eiasicis Sy Bs 
a ; Se 
Z ee 
Ae ts 
; oes 
ea: 
Ay eee, 
rm ; of ee 
yee aus 
=P ‘i 
= , ? bes a 5 i 
; sees eee 
¢ ee 
+ % ; : 
% . 4 
ei ‘ : Ae i 
ne ' } ll 4 
. a - “ e 
i xe, oS . ; \ a 
inf “ ee e on ie ‘ - . é 
ie d “ = | Ge 2 Me ae 
‘§ « Cae ‘2 - * 7 % ee 
é \ el : ’ aiaiey 
| . a r 4 a 
> Pa NF ’ oN ‘ ah 2 ge 
bi we ¥ P - . . ret 
‘ f (4 Laid - o 4 : , \ eee 
; br Re - Pe 
* ¢ Se) A 4) sep e 
; ~~ “x x=; Ss Ny \ i ii 
i en ee 
ia P P Ses 
i — a 7 * no ak, 
= _ FY ‘ Pee 
- ( Sa re s ¥, »\ A/ 3 es a 
? - ee ‘ Bas: BaP: 
> 3 > oe ‘ < erase : 
: y, ‘ / abe 
é oe ¢ ss Ae 
i os. : ’ ._ : . aes, 
._ . . ea, 4 Y + J aif , “ si ere 
Ky ’ rh i= i : ie < a 
| . - a e 
| BROOD gs a / : ps 
, ‘ : —a~ f 
¥ , ———}* ss 
: “ “4 pee 
, —— | ae 
: . ae ° wd s » ‘ Bas: 
5 ~~ y 2 a es 
= . ae 
a ; _ P — ie | 4 . A . ° ; : : 
: oe ‘ aS ’ a r. 
. ne D ‘ = ~> [ : pica i rf 
: a ee em < 3 y aisolh 
F ee te -. nae # pists 
; , : =; mee 
- a : ‘ SA, eee 
mes . oh t 1 ' 
: Ss) we : 
. Pies’ 
% as 
; | a 
a lt 
-— - ay a 
eae 
e Paehiig 
oes. 
oes 
| ee 
pe mS 
ee 
eS 3 
bees 
re 
ee " 
ee “y 
eee be ee ee oe a : Pia er ee wai eaa ath ae aie geese * “Ss ee eee eae Pee ee oe ‘ Nee tpi d Sane M oe ee 
: leat peak. ee ei: |. santa Goin eee see : ae 5 nae aa page Re bir ar DS ; : 2 rn ato oe pe al 5 bes 
San Mercer emice te, Sata a nem BS o> ia Rae a : 5 Pe eee LS te Scag Bey ee bet a pens: os Re SR a, eee Eee i eee, ae 
rp et ie ee) es ee ae ere ee re ph os tk ein 7 ¥ , Rig oto = 1 eee ae ie, i ha ae ; aaa eee) a TAS tein py as Ama Suey {a apenas! 
Sere aRer err ge Me eM ee  e y aS SUES Spr et ee 2 Ee an lee piges. BP ae ce, eee : eee Be is Permineel os-- dae BE eee ah So) Rete hd 1 : 
aes oes Se oe Pio eel 7 ee ee oy ace ee eee oe ome gee aa i ee co peal eevee eee ee ae ——- Spee a Lit i 
See ee aa ee ee ae ae vi ie ee Pee Pe 3 erates ae - NS CRANES Oe RTS i : - ee Sa ieee oe - ee : 


132 


10%. It has four employes and es-! 


timates 57 volume will be up 20%. 


Andover Advertising Co., Chi- 
cago, billed $360,000 in 1956, in- 
cluding $144,000 in capitalized fees. 
In 1955, the agency billed $338,- 
500, including $166,500 in fees. It 
added George Washington Savings 
Assn. last year and lost Stephan | 
Products Co. Its billings were in- | 
vested: Newspapers 90%; maga-| 
zines 6%; business papers 3%, and | 
farm publications 1%. The agency, 
which employs three persons, ex- 
pects 1957 volume to go up 12%. 


Anthracite Advertising Agency, 
Scranton, Pa., billed $118,307 in 
1956, of which $4,706 represented | 
| 


| 


What is Chicago's 


Vew Major Agency? 


See Page 69 


capitalized fees. In 1955 the agen- 
cy billed $91,037. During 1956 it 
added Sprague & Henwood and 
Trager Mfg. Co. No account losses 
were reported. Billings were di- 
vided this way: Newspapers 23%; 
television 23%; business papers 
20%; radio 18%; special services 
7%; outdoor 5%; point of sale 3%, 
and supplements 1%. 
1957 business to be up 20%. 


Arbogust Co., Chicago, billed 
$469,192 in 1956, of which $384,192 
was in capitalized fees. This was 


the agency billed $365,000. Arbo- 


lows: Magazines 80% and business 
papers 20%. The agency has one 
office and seven employes and 
predicts a 20% billings increase 


| this year. 


Armstrong Co., San Diego, billed 
$711 220 in 1956, of which $174,- 
044 represented capitalized fees. 
In 1955 comparable figures for the 
agency were $574,499 and $183,300. 
During 1956 it added Breast-O- 


Chicken Tuna Spread, Del Mar) employes and expects 1957 volume | 


Racing, KFSD TV-Radio, Ratner to be up 20%. 
Mfg. Co. and San Diego Baseball | 


Club. During the year it lost 


Associated Advertising Counsel- 


Natur-a-Lite, Servisoft of Califor- | lors, Oakland, Cal., billed $153,680 


nia, Star Beverage Co. 


(7-Up),| in 1956, of which $26,680 repre-| 


and Station XETV. Billings break-| sented capitalized fees. In 1955, 


down is as follows: 


|6%; transit advertising 6%; 
10%. It has nine employes and ex- 
| pects 1957 volume to be up 10%. 


| 


Newspapers 
26%; magazines 5%; radio 19%; tv 
It expects | 17%; outdoor 11%; business papers; agency added Utility Body Co., 
other | Rotex Punch Co., and Good Chev- 


comparable figures were $119,000 
and $21,010. During 1956, the 


rolet Co. It lost Armstrong Col- 
lege. Media breakdown is: Radio 
30%; business papers 14%; news- 


Arnold & Co., Boston, billed| Papers and television 13% each; 


|represented capitalized fees. In 


gust’s billings were divided as fol-| 1955 comparable figures for the 


! agency were $812,000 and $220,000 


be addition to $2,000 in foreign 


added Century Sportswear, H. H. 
Scott Sound Equipment and En- 
terprise Moakler Co. Billings were 
allocated as follows: Newspapers 
24%; radio 24%; magazines 12%; 
television 10%; business papers 
20%; outdoor 3%; transit advertis- 
ing 2%; point of sale 1%, and 
| unclassified 4%. The agency has 17 


billings. During 1956 the agency 


a 30% increase over 1955, when | $880,000 in 1956, of which $190,000 | magazines 6%; transit advertising 


4%, and point of sale 9%. It has 4 
employes and expects 1957 volume 
to be up 25%. 


Bachrodt, Newell, O’Kane & 
\Gano, Chicago, billed $184,410 in 
1956. The agency neither gained 
nor lost any accounts. Its billings 
were divided as follows: Business 
papers 83% ; magazines 10%; news- 
papers 5%, and radio 2%. The 
agency has five employes and ex- 
pects to do about the same amount 
of business this year. 


NO BUSHEL OVER THIS LIGHT! 


It's been shining in your eyes (or were you looking the other way the 

last time we called). And it’s not a danger signal. It’s a direction signal 
that tells you how and where to find that market of 80 Million folks who 
eat, drink and are merry in Hometown and Rural America. These healthy, 
hungry, country folk bathe regularly and use carloads of soap, brush their 
teeth regularly and love those jingles. They smoke cigarettes by the carton 
and it could be your brand. 


Everyday—seven days a week they're tuned to the 920 Keystone 
Broadcasting Radio station affiliates and they stay tuned for 
commercials (ask your sponsors). 


If you have 90 markets or 900 that can stand a KBS atomic charge, we'd be 
happy to give you all the details—costs, coverage and (for real) the best 
and most intensive PLUS MERCHANDISING SERVICE YOU'VE EVER 
FELT! (And we do mean YOU'LL FEEL IT!) 


Ke stone 


Send for our new station list 


CHICAGO 
111 W_ Washington 
Sta 2.8900 


NEW YORK tos SAN FRANCISCO 
580 Fifth Ave 3142 Wilshire Bivd 57 Post St. 
Plaza 7.1460 OUnkirk 3-2910 SUtter 1-7440 


* TAKE YOUR CHOICE. A handful of stations or the network . 
up to you, your needs 

© MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some “spot” costs. 


a minute of a ful! hour —it's 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you 
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W. H. Badke Advertising, Mil- 
waukee, billed $154,139 in 1956, of 
which $903 was in foreign billing. 
Capitalized fees totaled $28,014. In 
1955 total billings were $142,664, 
foreign billings were $682 and 
capitalized fees were $28,333. It 
neither added nor lost accounts 
during 1956. Media were distrib- 
uted this way: Business papers 
80% and farm publications 20%. 
It has one employe and expects 
1957 volume to be about the same 
as 56. 


Herbert Baker Advertising Inc., 
Chicago, estimates it billed $700,- 
000 in 1956, an increase of about 
$100,000 over the previous year. 
During the year it lost two ac- 
counts, which it preferred not to 
name, and added two others— 
A.L.D. Inc., laundry chain, and the 
Dutch Mill chain of candy stores. 
Its billings were divided as fol- 
lows: Newspapers 50%; magazines 
20%; business papers 10%, and di- 
rect mail and collateral 20%. The 
agency has six employes. 


Baus & Ross Co., Los Angeles, 
billed $750,000 in 1956, of which 
$150,000 represented capitalized 
fees. Although this is a drop from 
billings reported for 1955 of $864,- 
750, with $669,760 in capitalized 
fees, it marks a sharp reversal for 
an agency that was heavy in fees 
and light in commissionable space 
and time billings. The agency re- 
ported no change in client listings. 
Billings were split this way: 
Printed and direct mail 36%; tele- 
vision 20%; outdoor 19%; news- 
papers 14%, and radio 11%. The 
agency employs 14 persons in 
| three offices and forecasts '57 bill- 
ings up 30%. 


Fred R. Becker Advertising 
‘Agency, Louisville, billed $367,300 
jin 1956, of which $20,010 repre- 
|sented capitalized fees. In 1955 
comparable figures for the agency 
were $343,572 and $20,000. During 
1956 it added Cavalier Cravat Co. 
The agency reports it eliminated 
some small accounts that weren't 
profitable and resigned two dur- 
ing the 1956 fiscal year. Its bill- 
ings were invested this way: 
Newspapers 28%; magazines 22%; 
business papers 20%; television 
11%; outdoor 6%; farm publica- 
tions 4%; point of sale 3%; supple- 
|ments 2%; radio 2%, and transit 
advertising 2%. It has eight em- 
ployes. 


Benaul Associates Advertising, 
New York, billed $40,000 in 1956 
and received $40,000 in art fees. 
In 1955 comparable figures for the 
agency were $10,000 and $15,000. 
During 1956 the agency added 
Crown Handkerchief Co., H. A. 
Enrich & Co. and Delido Jewelry 
Co. It lost American Edelstaal Co. 
Media breakdown: Magazines 70% 
and newspapers 30%. It has four 
employes and expects 1957 volume 
to be up 10%. 


Louis Benito Advertising, Tam- 
pa, billed $653,994 in 1956, of 
which $319,922 represented capi- 
talized fees. In 1955 comparable 
figures for the agency were $426,- 
633 and $218,622. During 1956 it 
added Pasco Packing Co., Tallahas- 
see Chamber of Commerce and 
Florida Beef Council. No account 
losses were reported. The agency 
divided its billings this way: News- 
papers 16%; television 40%; out- 
| door 16%; radio 14%; business pa- 
| pers 8%; magazines 2% ; farm pub- 
lications 2%; transit advertising 
1%, and point of sale 1%. It has 
ten employes and expects 1957 vol- 
ume to be up 25%. 


Herbert S. Benjamin Associates 
Inc., Baton Rouge, La., billed 
$671,359 in 1956, of which $198,079 
represented capitalized fees. In 
1955, the comparable figures were 
$492,613 and $156,372. During 1956, 
it added Port of Greater Baton 
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THE ONE MAGAZINE EDITED ESPECIALLY 


THAN ANY OTHER 


No market offers advertisers so 
many prime prospects for such a 
wide variety of major items as the 
vast market of Young Women 
Under 20—8,500,000 strong today. 

Only SEVENTEEN dominates 
this fast-growing market. Every 
issue reaches one out of three of all 
teen-age girls in the country...three 
issues reach 75%. 

No other magazine has an edito- 
rial formula tailored to the special 
interests of Young Women Under 
20...result: 75% voluntary de- 
mand at the newsstand...and the 
balance full-rate subscriptions. 

This reader loyalty produces 
phenomenal reader response. 
41.8% of all teen-age girls in the 
U.S. have actually purchased mer- 
chandise from SEVENTEEN'’s 
pages.* Harness the power of 
SEVENTEEN to reach America’s 
Young Women Under 20 before 
fixed buying habits set in. 


FOR THE ONE MARKET THAT’S GROWING FASTER 


UNIQUE EDITORIAL FORMULA 
EDITORIAL AVG. FASHION SEVENTEEN AVG. SERVICE 
CONTENT? MAGAZINE MAGAZINE 

Apparel 54.8% 37.7% 11.5% 

Cultural 

iesiniel 12.5% 17.5% 21.7% 

Beauty, 

Health 6.4% 7.1 % 4.8% 

Fiction 4.0% 11.1% 23.9% 

Home 

Furnishings 3.9% 5.7% 9.5% 

Amusements 2.9% 6.1% 2.8% 

Food & 

Nutrition 2.4% 44% 10.6% 
tLloyd Hall, 1956 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue,N.Y.22 PLaza 9-8100 
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lost Audubon Motors Inc. and San- 
ta Maria Dairy Inc. Its billings | 


36.1%; television 25.1%; radio 
14.4%; art service fees and adver- 
tising materials 14.0%; magazines 
2.2%; outdoor 2.1%, business pa- 
pers 3.1% and transit advertising 
2.2%. The agency employs 15 per- 
sons and it expects 1957 billings 
to be 25% higher than ’56. 


Alfred Black Co., Boston, billed 
$754,000 in 1956, the same amount 
it billed in ’55. Despite this con- 
stancy in billings, it gained four 
accounts last year: Doublewear 
Overalls and Cinerama in Janu- 


See Page 69 


and business papers 2.5% each. It 
has five employes and forecasts | 
billings up 10% in ‘57. 


E. A. Bonfield Advertising, Oak- 
land, Cal., billed $199,625 in 1956, 
of which $106,672 represented cap- 
italized fees. In 1955 comparable 
figures for the agency were $96,- 
540 and $63,413. No account addi- 
tions or losses were reported by 
this agency, which started in busi- 
ness June 1, 1955. Media spending 
was as follows: Business papers | 
75%; farm publications 15%; and} 
newspapers 10%. It has two em-| 
ployes and expects 1957 volume to 
be up 10%. 


Bonsib Inc., Fort Wayne, Ind., 
billed $809,958 in 1956, of which 


$446,850 represented capitalized 


Rouge, Kleinpeter Farms Dairy,, ary; Bay State Raceway and Wil-, added six accounts: Toidey Co., 
and Commercial Securities Co. It} son Lines in May. No accounts! Kunderd Gladiolus Farms, Mid- 
were lost. Billings were divided | west Chip Corp., Oval & Koster, 
| this way: Newspapers 55%; radio and Rea Magnet Wire Co. and 
were spent like this: Newspapers | and television 20% each; outdoor | Hotel Van Orman. No account loss- | 


es were reported. Billings broke 
down as follows: Business papers 
60%; newspapers 10%; magazines | 
10% ; television 10% ; farm publica- | 
tions and radio 5% each. It has) 
14 employes and looks forward to a | 
10% increase in volume in ’57. 

Leo P. Bott Jr. Advertising, Chi- | 
cago, billed $416,448 in 1956, of | 
which $258,847 was in capitalized | 
fees and $37,742 was in mechanical | 
fees. Media expenditures were di- | 
vided approximately as follows: | 
Direct mail, 40%; business pa-| 
pers, 40%; newspapers, magazines 
and miscellaneous, 20%. The agen- 
cy has six employes. 


vided this way: 
70% and direct mail 30%. This 
one-man agency expecis billings 
this year to be about the same as 
last. 


J. Gerald Brown Advertising, 
New York, billed $404,000 in 1956, 
of which $31,000 represented capi- 
talized fees, and $11,000 was billed 
abroad. Comparable figures for 
1955 were $333,000, $17,000, and 
$3,000. There were no significant 
account changes. Its media break- 
down showed: Business papers 
30%; 
sale 17% and special 2%. It has 
ten employes and forecasts a gain 
of 15% in 1957. 


Byron H. Brown & Staff, Bev- 
erly Hills, Cal., billed $690,879 in 
1956, of which $406,150 repre- 


William Brandewiede Jr. Ad- sented capitalized fees. In 1955 
vertising Agency, St. Louis, billed comparable figures for the agen- 


$37,000 in 1956, the same amount 


cy were $720,373 and $505,810. 


| fees. In 1955 comparable figures | it billed in 1955. It neither gained | During 1956, it added Mullenbach 
were $759,355 and $438,288. It! or lost accounts. Billings were di-| division of Electric 


Machinery 


Los Angeles 5, Calif 


AHRENS PUBLISHING CO., INC. 
71 Vanderbilt Ave., New York 17, N.Y. 
201 North Wells St., Chicago 6, III. 
75 East 8th st. Atlanta 5, 
633 So Westmoreland Ave. 


Crocker Bide. Suite 1024, 
San Francisco 4, Calif 


+ Ot) eee mee me ee ee 


Whether an old timer at sales campaign plan- 
ning or a newcomer to the business, here's a 
marketing map created to make life a little 
easier. Pin it up on the wall or flatten it out on 
the desk. You'll find a wealth of usable facts 
about the restaurant, hotel market, such as: 


* Total number of hotels and restaurants in 


each state 


* The ten most important restaurant and 


hotel states 


* Total sales volume of hotels and restau- 


rants by states 


* Restaurants grossing $50,000 or more 


annually in each state 


Publishers of AHRENS PUBLISHING CO., INC. 
71 Vanderbilt Avenue, New York 17, N.Y. 
went Meneg Please send me, free of charge, your 1957 edi- 
Hotel Management tion of the map “Your Restaurant and Hotel Mar- 
Ga. Restaurant Equipment Dealer kets —their Important Channels of Distribution.” 
World-Review of Hotels and Travel POD <sciccidncacensdinttendh-coleastscnbepvenhshitesnetabtaintanttets 
Travel America NSS BN ip ERE SRA Rr ae 
Frozen Food Age RE a ee ey SR at 
Se eicieihlamiaaticteneensaiis EB Ae 
...and Industry Books ~ he 


5 ee ee et AOE | CN OE te Ce eee «OO 8 COCO 


*& Total room count 


states 


each state 


Your Restaurant and Hotel Markets — Their Important Channels of Distribution 


om Ss 


24 x 37 inches in size. 3 Colors. Contains market and distribution facts about the 
12 billion dollar restaurant and hotel market 


guide to campaign strategy 


of hotels with 50 or more 


guest rooms in each state 
*& Known restaurant equipment dealers by 


% Known institutional food wholesalers in 


% The 62 standard metropolitan areas and 


restaurant sales voluine in each area 


geographic basis 


% Separate hotel and restaurant sales on a 


*& Coverage offered by subscribers to “Restau- 


rant Management” and “Hotel Manage- 


ment’ in each state 


The Map is free. Send coupon to-day! 


Business papers 


newspapers 25%; radio 8% :| 
outdoor 12%; transit 5%; point of | 


Advertising Age, February 25, 1957 


Mfg. Co.; Weber Aircraft Corp., 
'and Douglas Roesch division of 
Hall Scott Motors. In May it lost 
the Flamingo Hotel in Las Vegas. 
Media breakdown: Business pa- 
pers 79%; newspapers 3%; maga- 
zines 2%; radio 9%; television 
3%; outdoor 2%; transit advertis- 
ing 1.5% and point of sale 0.5%. 
It has nine employes and expects 
1957 volume to be up 10%. 


Don Burgess Agency, San Fran- 
cisco, billed $144,000 in 1956, com- 
pared with $120,000 the previous j 
year. No account changes were J 
reported. Billings were divided 
\this way: Business papers 85%; 
direct mail, radio and outdoor, 
10%; magazines 5%. The agency 
employs five persons and expects 
1957 volume to be about the same 
as last year. 


R. H. Buss & Associates, Los 
Angeles, billed $567,000 in 1956, of 
which $42,000 represented capi- 
talized fees. The agency neither 
acquired nor lost accounts. Its use 
of media was divided this way: 
Magazines 75%; business papers 
15%; radio 5%, and newspapers 
|5%. The agency has seven employ- 
‘es in one office and predicts a 
| billing increase of 20% in 1957. 


| Kenneth B. Butler & Associates, 
Mendota, Ill., billed $768,430 in 
1956, of which $328,430 represent- 
ed capitalized fees. In 1955, com- 
| parable figures were $701,710 and 
| $292,410. It reports no major ac- 
|count changes during °56. Billings 
/are divided as follows: Business 
papers 55%; farm papers 10%; 
newspapers 7%; magazines 5%, 
and other media 23%. It has 12 
| employes and expects 1957 volume 
| to be up 5%. 

} 

L. W. Byrnes Co., Chicago, billed 
|about $300,000 in 1956, approxi- 
mately the same as in 1955. It ex- 
pects to do about the same in 1957. 
| It added only one account in 1.56, 
| Quality Molding, around August. 
|It lost no accounts. Its use of 
media during the year breaks 
down as follows: Newspapers 5%; 
magazines 10%; radio 10%; busi- 
ness papers 15%; farm publications 
25%; point of sale 10%, and direct 
j}mail and other 25%. It has four 
employes. 


| 
| 


Byrum Advertising Agency, 
| Denver, billed $108,360 in 1956, of 
which $23,360 represented capi- 
talized fees. In 1955 comparable 
| figures for the agency were $108,- 
|680 and $24,680. During 1956 it 
added Franklin Export Corp. No 
| account losses were reported. Its 
| billings were divided: Farm pub- 
| lications 75%; radio 15%; newspa- 
|pers 3%; magazines 2%; outdoor 
12%: direct mail 1.5%; television 
|1%, and transit advertising 0.5%. 
| The 1957 volume is expected to be 
| up 5%. 


| Cabell Eanes Inc., Richmond, 
| billed $762,000 in 1956, of which 
| $383,000 represented capitalized 
|fees. It gained Hastings Raydist 
|Inc. and Ancarrow Marine during 
|the year and lost none. Media 
| breakdown: Newspapers 8%; mag- 
_azines 19%; radio 5%; television 
9%; outdoor 3%; business papers 
|6%; farm publications 1%; transit 
| advertising 1%; point of sale 9”, 
|and other 39%. It has 17 employes 
and expects 1957 volume to be up 
55%. 


Camm, Costigan Inc., Milwau- 
kee, billed $281,760 in 1956, of 
which $40,020 represented capital- 
ized fees. In 1955 comparable fig- 
jures for the agency showed com- 
|missionable space and time billings 
totaling $236,524. No accounts 
were added or lost in 1956. Media 
spending was divided this way: 
Business papers 65%; newspapers 
12%; farm publications 7%; out- 
door 6%; radio and television 5% 
each. The agency has six employes 
and expects 1957 volume to be up 
8%. 
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Advertising Age, February 25, 1957 


Campbell- Sanford Advertising | has two offices and expects 1957 
Co., Chicago, billed $125,000 in| volume to be “up.” 
1956, the same as it did in 1955. 
It added C. A. Roberts Co. in Jan- 
uary. Its billings were divided as 
follows: Newspapers 20% and 
magazines 80%. It has three em- 
ployes and figures 1957 will be | 
about the same as 1956. 


Allan J. Copeland Advertising, 
Chicago, billed $150,000 in 1956, 
compared with $100,000 in 1955. 
During 1956, the agency added Al- 
|dens and Dresher Mfg. Co. The 
|agency spent its billings as fol- 

lows: Business papers 50%; mag- 

Solis S. Cantor Advertising | azines 20%; consultation 20%, and 
Agency, Philadelphia, billed about | newspapers 10%. It has four em- 
$500,000 in 1956, and in 1955. Last | ployes and expects 1957 volume to 
year it added Mister Softee li- | be up 100%. 
censed ice cream vendors. Billings | 
were spent this way: Newspapers, Craig & Webster Advertising 
50%; radio and television 25%;|Ageney, Lubbock, Tex., billed 
magazines 15%; direct mail 10%. It | $368,474 in 1956, of which $131,765 
employs seven persons. lrepresented capitalized fees. In 

1955 comparable figures for the 

Capital Advertising Inc., Lans- | #8°mcy were $358,913 and $147,033. 
ing, Mich., reports 1956 billings at | Media were split this way: Televi- 
$459,630, of which $416,664 was | 


sion 30%; business papers 15%;| Crescent Studio, Chicago, billed 


radio 10%; outdoor 6%; newspa- 
pers 5%; farm publications 3%; 
magazines 2%, and unclassified 
29%. It expects 1957 volume to be | 
about the same as 1956. 


pany reported its 56 billings were 
about the same as in ’55. During 
|the year it lost no accounts and 
| added Cole Hot Blast Mfg. Co. The 
agency, which is principally an art 


Berkeley, Cal., reports total bill- | Studio, placed its commissionable 
— po billings like this: Magazines 74%; 


i t 1,360, of which $53,360 | 

was tn enpltaineed Shes This is al- |@dio 17%, and business publica- 
most double the 1955 figure. One | poy 9%. It employ s eight persons 
account was added, J. N. MacMar- | pm — a -—a to 
tin Co., in November; the agency | a atanatie ain : 


lost none. Its billings were: Mis-| py I. David & Co., Chicago, billed 
cellaneous media around 50%; | $455,397 in 1956, of which $340,875 
magazines 20%; business papers | represented capitalized fees. No 
15%; farm publications 10%; news- | account losses or gains were re- 
papers 5%; supplements 1%. The| ported. Its media were divided as 
agency has one employe, expects | follows: Newspapers 29%; radio 
volume to zoom 150% this year. 


Creative Marketing Associates, 


137 


pers 8%; magazines 4%; outdoor 
2.5%, and other 31%. The agency 
has four employes. 


Dawson Advertising Agency, 
Concord, N.H., billed $629,769 in 
1956, compared with $635,000 in 
1955. Included in the 1956 total 
are $304,769 in capitalized fees 
and $125,000 in what owner George 
P. Dawson calls “non-client bill- 
ing.” The agency added Superior 


17%; television 8.5%; business pa- | 


WwORS 
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in capitalized fees. This is a slight | 
drop from 1955 billings of $484,- | 

642, of which $447,802 was capi-| 
talized. The agency added five ac- | 
counts: Eaton Stamping; Farm Bu- 

reau Services; Michigan Artificial 
Breeders; Michigan Elevator Ex- 
change, and Michigan State Uni- | 
versity Development Fund Office 
& Alumni Magazine. It lost two 
accounts: Saginaw Transfer Co. | 
and Union Telephone Co. Billings | 
were as follows: Farm publica- | 
tions 46%; business papers 26%; 
newspapers 19%; magazines 7% 

and radio 2%. The agency has six 
employes and expects a 25% rise | 
in 1957 volume. 


Milton Carlson Co., Los Angeles, 
billed $900,000 in 1956, up from 
$550,000 in 1955. It added Sleep- | 
Eze Co. and Circus Foods, both in | 
September, lost none. Its billing | 
breakdown is: Radio 50%; maga- 
zines 20%; tv 15%; newspapers 
10%; outdoor 2%, and business pa- 
pers 3%. It has 10 employes and 
forecasts a 20% gain in 1957. 


Clinton D. Carr & Co., Balti- 
more; billed $260,000 in 1956, of 
which $110,000 represented cap- 
italized fees. In 1955 comparable 
figures for the agency were $230,- 
000 and $110,000. During 1956 the 
agency added General Motorboat | 
Corp., Monumental Moving & Stor- | 
age Co. and Diamond Ginger Ale 
Inc. It lost no accounts. The agen- 
cy’s billings were divided this way: 
Business papers 30%; newspapers | 
28%; radio 20%; magazines 12%; | 
transit advertising 5%; farm pub- 
lications 3%, and television 2%. It 
has seven employes and expects 
1957 volume to be up 20%. 


Central Advertising Corp., In-) 
dianapolis, Ind., billed $286,157 in| 
1956, of which $31, 399 represented | 
capitalized fees. In 1955, compara- 
ble figures for the agency were 
$227,625 and $21,962. No accounts | 
were gained or lost in 1956. Bill-| 
ings breakdown is: Newspapers | 
43%; television 31%; business pa- 
pers 8%; transit advertising 8%; | 
radio 8%, and outdoor and maga- 
zines, 1% each. The agency expects 
1957 volume to be up 15%. 


Adrian E. Clark Jr. Inc., Syos- 
set, N.Y., billed $60,000 in 1956, of 
which $35,000 represented capital- 
ized fees. In 1955, comparable fig- 
ures for the agency were $50,000 
and $15,000. The agency neither 
gained nor lost any accounts in 
1956. Principal medium used was 
business papers. It has three em- 
ployes and expects 1957 volume 
to be up 20% 


| 


Clark & Elkus Advertising, Sac- | 
ramento, billed $740,000 in 1956, | 
of which $235,000 represented cap- , 
italized fees. In 1955 comparable | 
figures for the agency were $245, -| 
000 and $70,000. During 1956 the | 
agency gained Blue Chip Stamp | 
Co. It reports no accounts lost dur- 
ing the year. Media breakdown: 
Newspapers 30%; magazines 3%; | 
radio 11%; tv 15%; outdoor 5%; | 
transit advertising 1%; point of 
sale 76%; other 15%. The agency 


TELEVISION COMMERCIALS 


You need the 
best in 

visual selling. 
A SARRA 
representative 
can give you 
the facts. 


SPECIALISTS IN VISUAL SELLING 


NEW YORK: 200 East 56th Street 
CHICAGO: 16 East Ontario Street 


PHOTOGRAPHIC ILLUSTRATION - 


MOTION PICTURES 


TEN MILLION OR OVER... 
TEN MILLION OR UNDER... 


* SOUND SLIDE FILMS 
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Advertising Age, February 25, 1957 


Candy Co. in February and Re-,with capitalized fees running| ment Corp., Wild Heerbrugg In- 
treaders Consultant Services in| around $4,000 in both years. It strument Corp. and Lockwood, 
No. 79 of a series September; it did not lose any ac- | added Lyon Distributing Co., lost | Kessler & Bartlett Corp. it lost no 

counts. The agency has 4 employes, | none. It has two employes, with a| accounts. Its billings are divided 
The NEWS of the ROCKIES - }) plus four free lancers. Its media | professional CPA, an answering| as follows: Business papers 41%; 
use breaks down as follows: News- | service, and three free-lance art-| newspapers 25%; magazines 4%; 
| papers 40%; radio 22%; television ists next door. It expects 1957 to | supplements 1%; radio 2%; tv 
14%; point of sale 10%; outdoor | be about the same as 1956. 2%; outdoor 3%; farm publications 


3%; point of sale 3%, and direct 


Denver's Electrical Appliance Stores 
laced 73.1% of their linage in the 
ocky Mountain News in 1956. This 

is leadership in big ticket items. 


(Media Records) 


5%; magazines 5%; business pa-| 


pers 2% and farm papers 2%. It} Dobbins, Woodward & Co.,| advertising 14%. It has eight full 
expects 1957 to show a 10% gain | South Orange, N.J., billed $388,992 |time and six parttime employes 
in volume. |in 1956, of which $157,220 repre-|and expects 1957 volume to be 
|sented capitalized fees. In 1955,| Up 20%. 
Stanley B. Dial Advertising,| comparable figures for the agency 
| Chicago, billed $120,000 in 1956, of | were $325,952 and $121,031. Dur-| Earl & Benjamin Advertising 
which $40,000 represented capital- ing 1956, it added Vibro-Plus|Service, Menasha, Wis., billed 
ized fees. In 1955 the agency | Products Inc. and Contractors Ma-| $107,525 in 1956, of which $79,100 
billed $110,000, with the same | chinery Co. Inc. In January, it lost | represented capitalized fees. Com- 
|amount, $40,000, in capitalized |Gar Wood Industries Inc., Findlay | parable figures in 1955 were $93,- 
fees. No accounts were gained or | division. Media breakdown: Busi- | 921 and $70,919. During 1956 it 
lost. Billings were divided this ness papers 97% and newspapers | gained Fox River Tractor Co. and 
| way: Magazines 90% and news- | 3%. It has eight employes and ex-| Lake Church Leather Products. 
papers 10%. There are two em-_| pects 1957 volume to be up 12%. | Media breakdown: Magazines 25% 


4 iach & 


e ployes in one office and the agen- and farm publications 75%. It has 
R t N |cy expects 1957 billings to be| Duncan-Brooks, Mineola, N. Y.,|4 employes and expects 1957 vol- 
oun alin CWS “about the same or better.” | billed $558,037 in 1956, of which | ume to be up 10%. 


| $173,420 represented capitalized 

Dicklow Advertising Agency, fees. In 1955 comparable figures 
Dallas, billed “less than $100,000” were $442,468 and $127,860. Dur- 
| in 1956, about the sarne as in 1955, ing 1956 it added Potter Instru- 


A SCRIPPS-HOWARD NEWSPAPER ® DENVER Lester Earle Inc., Chicago, billed 


about $500,000 in 1956, up nearly 
75% from the $280,000 reported in 
__|1955. Four accounts were added 
| during the year: Home Builders 
| Assn. of Northern Indiana, Round 
| Tubes & Cones Co., Simonson In- 
T dustries and Hilltop Construction 


THE NEWES Pt ep ns 
RIGHTES! 


TABLE GD 
LARGE SCREEN 
PROJECTORS 
PLUS 


COMPLE } 
— E. at vice ° Edelstein-N elson Advertising 


wee | Agency, Chicago, billed “between 

gee | $250,000 and $500,000 in both 

mee | years” (1955 and 1956), all in com- 

fee |missionable space. No accounts 

were added or lost. Billings break- 

down was: Magazines 32%; busi- 

@\ness papers 32%, and collateral 

= | 36%. Billings for 1957 are expect- 

f}ed to be about the same as last 

year. Six persons are employed in 
one office. 


ANNOUNCES A NEW DIVISION ¥€ BH) Enyard & Rose Advertising 


G ROU eo Cc ONM ma uU bar | { _ AT t ON Ss 4 Agency, Los Angeles, billed $400,- 


‘DRAMATIC NEWS 
oe ll ge 
 CLOSED-CIRCUIT. 
TELEVISION 


Fred H. Ebersold Inc., Chicago, 
billed $300,000 in 1956, an increase 
of 10% over 1955 billings of $272,- 
000. During the year the agency 
added Wallpapers Inc. (August) 
and resigned Tuthill Pump (effec- 
tive Jan. 1, °57) after 29 years. 
Billings break down like this: 
Business papers and magazines 
50%; catalogs, sales manuals and 
direct mail 50%. The agency em- 
ploys six persons and expects 1957 
billings will be much higher than 
last year. 


000 in 1956, of which $200,000 rep- 
resented capitalized fees. This is 


The most qualified organization in this dynamic and flexible medium Mi about a 25% increase over 1955 
serving business and industry . . . the finest facilities, experience @ | billing. No accounts were gained 
and services from ORIGINATION, thru TRANSMISSION, to RECEPTION. im | oF lost. Division of media was like 


this: Business papers 50%; televi- 


COMPLETE CLOSED-CIRCUIT i sion 20%; newspapers 10%, and 


direct mail 20%. The agency has 


TELEVISION SERVICES | six employes in one office. 


: : George Eschbaugh Advertising, 
in EQUIPMENT + + « TelePrompTer Corporation, the only National Distributor of GPL (Pioneers and Leaders ma Wilson, Kan., billed $44,381 in 
° in Closed-Circuit projection) Large Screen Projectors, is spending over a million dollars 1956, of which $24,187 represented 
on the New GPL model PB 611A (with a picture FOUR TIMES BRIGHTER than m™ capitalized fees. Comparable fig- 
earlier models) to guarantee every client the finest Closed-Circuit facilities. m |ures for the agency in 1955 were 
: $24,103 and $15,001. Billings 
Se in SERVICE eee Local reception and impact—the Key to the final success of every local telecast... ® breakdown was as follows: Farm 
° oe —_ RCA service for engineering personnel, plus experienced WESTERN = publications about 80% ; radio 10%, 
bp = ee ae retained by Group Communications, assures the success fee | and business papers 10%. It has 
ery local telecast at reception point in the country. me three employes and expects 1957 
SA mn KNOW-HOW . aq ye gt ee le ee of Sheraton Closed-Circuit Television Executives (now ae ache hae att 
a part of TelePrompTer Corporation) with TelePrompTer ialists in netwo 
vision, show Sesienn and maging wan Fey the ty ee ae ely Ss omy . Evans-Work Advertising Agen- 
the only COMPLETE SERVICE in DEPTH and PROFESSIONAL KNOW-HOW for a \cy, Springfield, Ill., billed $525,012 
the most successful Closed-Circuit telecasting. me |in 1956, of which $348,383 repre- 
sented capitalized fees. In 1955 
More than half a Million Dollars already booked during the first five weeks of 1957. fm comparable figures for the agency 
were $504,487 and $345,084. The 
For further details concerning your next Closed-Circuit telecast call collect or write: mm | 8gency reports no gain or loss of 


accounts. Billings were divided 
GROUP CoM ah hy like this: Magazines 34%; radio 
MUNICATIONS 30%; newspapers 25%; television 
10%, and transit advertising 1%. 
It h i ] d 
DIVISION OF JELEPROMPIER CORPORATION iianesewn 


. 311 West 43rd St., New York 36,N.Y. * JUdson 2-3800 


Rex Farrall Inc., Canton, O., 
Herbert W. Hobler, Vice Pres., Sales, TelePrompler Corporation William Rosensohn, Vice Pres., Group Communications Division billed $73,082 in 1956, compared 
WEW YORK ~ LOS ANGELES ~ (CHICAGO + WASHINGTON, D.C. + DETROIT ~ MIAMI * PHILADELPHIA + TORONTO + LONDON with $69,451 in 1955. It added no 
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More advertisers are using color where it really adds impact... 
ROP Color in newspapers 


THE MILWAUKEE JourNAL published - 
2,586,814 lines of ROP Color 
1,488 ROP Color Units- 
a gain of 20% over 1955 


As stated in a recent article, “It is no longer a question of whether 
the advertiser should use color, but how to use it to make his ads 
stand out.” And more and more advertisers are learning that color 
lends the most spectacular impact in newspapers! 


The 202 newspapers measured for color linage by Media Records 


gained 20% in 1956 ROP Color, and THE MILWAUKEE JOURNAL 
again led the list with 2,586,814 lines. 


Total 1956 Advertising in The Milwaukee Journal 


58,132,817 LINES 


Second largest volume in America 


First among all evening and Sunday newspapers 


A gain of 3,675,826 lines over 1955 and three times the volume 
of the other Milwaukee newspaper 


The “Midwest's Boomtown of 1956,” according to economists of the 
Seventh Federal Reserve Bank, Milwaukee offers even greater sales 
opportunities in 1957. 


THE MILWAUKEE JOURNAL 


Read in 9 oct of 10 homes in the Metropolitan Area 
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new accounts during ‘56. Billings 
were distributed as follows: Busi- 
ness papers 90%; newspapers and 
radio, 5% each. The agency ex- 
pects "57 volume to be about the 
same as in '56. 


Robert G. Fields & Co., Nash- 
ville, billed $407,199 in 1956, of 
which $600 represented capitalized 
fees. In 1955 comparable figures 
were $395,992. Media were dis- 
tributed this way: Magazines 60%; 
newspapers 10%; radio 10%; tv 
10%; outdoor 5%, and business pa- 
pers 5%. It has four employes and 
expects 1957 volume to be about 
the same as '56. 


Harold E. Flint & Associates Ad- 
vertising Agency, Fargo, N. D., 
billed $517,640 in 1956, of which 
$184,584 represented capitalized 
fees. In 1955 comparable figures 
for the agency were $330,399 and 
$102,403. It reported no gain or 
loss of accounts during 1956. Its 
billings were divided as follows: 
Newspapers 51.10%; television 


19.16%; point of sale 9.18%; farm | 


publications 9.15%; radio 8.47%; 
business papers 2.74%, and transit 
advertising 0.20%. The agency has 
six employes and expects 1957 vol- 
ume to remain the same as 1956. 


Food Research Advertising, Chi- 


cago, billed $188,400 in 1956, of | 


which $133,400 represented capi- 
talized fees, In 1955 the agency 
billed $166,726, of which $106,726 
represented capitalized fees. Dur- 
ing the year the agency added 
Chicago Almond Products Co. 
(January), Vitreous Wall Surfaces 
Co. (November) and Industries 
Research Foundation (March). No 
accounts were lost. The year’s 
billings were disbursed as follows: 
Business papers 30%; newspapers 
15%; magazines 5%, and other me- 
dia (including direct mail) 50%. 
The agency employs two people 
and expects a gain in 1957. 


Ray Freedman & Associates, 
Chicago, billed $150,000 in 1956, a 


10% increase over the $135,000 re- | 


ported for 1955. During the year 
the agency gained the Resco Air 
Conditioning & Heating Co. ac- 
count. Billings for the year were 
disbursed as follows: Radio 25%; 
television 25%; business papers 
20%; newspapers 15%, and direct 
mail 15%. 
three people and expects 1957 
billings to be 25% higher than last 
year. 


Ad Fried Advertising Agency,! which $22,678 represented capital- 
| Oakland, billed $250,000 in 1956,| ized fees. Last year, it billed $97,- 
of which $46,000 represented cap-/ 450 without any fee capitalization. 
italized fees. Comparable figures| It added Pan American Window 
for 1955 were $160,000 and $35,000. | Corp., Lithgow Funeral Homes 
| Four accounts were added: Lode- and Miracle Lure Inc. It lost none. 
| Lok Products (cargo holders) in| Media breakdown was as follows: 
| August, Sani-Mount Mfg. Co.| Magazines 40%; newspapers 10%; 
(poultry equipment), Hoffman tv 9%; business papers 25%; radio 
Hair Pieces and Roto-Rooter Sew- | 3%; farm publications 7%; point of 
er Service for Northern California,| sale 5% and outdoor 1%. It has 
}all in November. No accounts | five people engaged in the opera- 
were lost. In December the agency | tion in two offices and foresees a 
moved into new quarters and con-| gain of 18% in ’57 volume. 
| solidated its two offices into one. 
Media breakdown: Television 35%; 
business papers 20%; newspapers 
12%; magazines 10%; radio 6%; 


|farm publications and transit, 3% 


Gibbons Advertising Agency, 
Tulsa, billed $624,000 in 1956, of 
which $24,000 represented capi- 
talized fees. In 1955 comparable 


jeach; point of sale 4%; outdoor 
|2%, and other 5%. Six persons are 
jemployed; 1957 forecast is no 
| change from last year. 


figures were $562,000 and $12,000. 
It added Mitchell Mfg. Co. in Jan- 
uary, lost none. Media billings 
breakdown: Business papers 23%; 
newspapers 5%; radio 2%; televi- 
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which $36,697 represented capital- | 
|ized fees. In 1955 comparable fig- 
|}ures for the agency were $262,158 
|and $17,128. During 1956 it added 
| Julius Kayser & Co. Ltd. and lost 


Gables, Fla., billed $395,000 in 
1956, of which $120,000 represent- 
ed capitalized fees. In 1955, com- 
parable figures were $305,000 and 
$95,000. It added the Dade County- 


Davis Automatic Controls Ltd.|Greater Miami Industrial and 
Billings are split this way: Radio | Tourist advertising. Media break- 
| 43.33%; newspapers 28.51%; tele-|down: Newspapers 15%; maga- 


vision 8.74%; magazines 6.07%; 
| transit advertising 5.1%; business 
papers 3.62%; telephone directory 
2.35%, and outdoor 2.28%. It has! 
11 employes and expects 1957 bill- 
ings to be up 40%. 


zines 17%; radio 24%; tv 5%; out- 

|door 10%; point of sale 5%, and 
production 35%. It has nine em- 
ployes and looks for a 10% in- 
crease in volume in 1957. 


Gousha Advertising Inc., Min- 
| neapolis, billed $250,000 in 1956, an 
tions, Long Island City, whose increase of about 5% over 1955 
principal business is supplying ed- | billings. The agency added Gener- 
| itorial copy for technical manuals, | 4! School Equipment Co., Grant 
billed $5,020 in 1956 compared with | Battery Co. and Carr-Cullen Co. 
$4,000 the previous year. During |!t resigned over 50% of its pre- 
1956 it added American Hydro- vious clients, “too numerous to 
therm Corp. Billings breakdown: |™ention,” which were all small 
|Newspapers 85% and magazines | 2d unprofitable, it said. Its bill- 


Goodman Technical Publica- 


The agency employs | 


J. Jay Fuller & Staff, Buffalo, 
reports that it handles both adver- 
tising and public relations ac- 


volume will be up 10%. 
counts, largely on aé fee and 


devotes his time to the agency end 
| of the business. 


sion 10%, and outdoor 10%. It has | 15%. It expects 1957 volume to be | ings were divided this way: Busi- 
nine employes and estimates ’57| up 20%. One of its eight employes | 2€SS papers 80% ; newspapers 10%, 


}and magazines 10%. Gousha em- 
| ploys six persons in one office and 


|retainer basis, with 1956 volume Gislason-Reynolds Ltd., Toron-| |}expects 1957 billings to be up 

equivalent to about $400,000 in| to, billed $386,143 in 1956, of Gottschaldt & Associates, Coral about 25% over 1956. 

billings. It is a member of the 

field network of Ruder & Finn,| | F sys TO Rae 

New York, public relations. : asTine pacthit : CITY AND STATE 
1s BROAD eka eT re 


Gabriel Advertising Agency, 
Cleveland, which went into busi- 
ness April 1, 1956, billed $143,473 
during the first nine months of 
its operation. Of this volume, $44,- 
856 represented capitalized fees. 
The agency has three employes. 


FOR {pref 


Sam J. Gallay Advertising, New 
York, billed $539,823 in 1956, of 
which $8,871 represented capital- 
ized fees. In 1955 comparable fig- 
ures were $272,833 and $20,424. 
No change in the account list for 
this agency, whose billing is 100% 
in business papers. It has eight 
employes and estimates '57 billing 
to be up 10%. 


Galvin-Farris Advertising, 
Kansas City, billed $500,000 in 
1956, of which $115,000 represent- 
ed capitalized fees. In 1955 com- 
parable figures for the agency 
were $345,000 and $70,000. Billings 
were divided this way: Newspa- 
|pers 15%; radio 15%; television 
'10%; outdoor 15%; business papers 
30%; farm publications 10%, and 
other 5%. It has two offices and 
ten employes and expects 1957 vol- 
ume to be up 10%. 


| Charles A. Geiger Associates, 
| Miami, billed $142,748 in 1956, of 


one simplified service operation 


photoengravings for letterpress, positives for gravure 


Couns, 
Mier 


& Hurtcuines, inc. 


333 WEST LAKE STREET AT WACKER DRIVE + CHICAGO 6, ILLINOIS 
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Grimm & Craigle, Chicago, | 
billed $883,000, of which $73,000 
was in capitalized fees. This was 
nearly 30% more than in 1955, 
when the agency billed $697,000. 
During the year it lost no ac-| 
counts, added Clearing Machine | 
Corp., a division of U. S. Indus- | 
tries, and other U. S. Industries | 
business. Primarily an industrial 
and hard goods agency, Grimm & 
Craigle placed two-thirds of its 56 
billings in space media, chiefly in- 
dustrial and business papers. The | 


agency has 18 employes in one of- | 


papers 15%, and other 10%. It 
employs 12 to 15 people (some 
parttime) in one office and the 
‘agency expects 1957 billings “to 
go up.” 


John T. Hall & Co., Philadel- 
phia, billed $349,420 in 1956, of 
which $176,420 represented capi- 


were reported. It added J. W. Rex 
Co. at the beginning of the year. 


It lost no accounts. Media distrib- 


ution is as follows: Business pa- 
pers 70%; newspapers 10%; maga- 


|\Semi-Centennial Celebration 
(Oklahoma Week) in September, 
and Central Dairy Products Co. in 
June. It lost none. Billings break- 
down by media: Newspapers 15%; 
magazines 5%; radio 10%; tele- 
vision 20%; outdoor 8%; business 
papers 10%; farm publications 2% ; 
'transit 5%; point of sale 3%, and 


' talization of fees. No 1955 billings| other 22%. It has six employes 


and estimates 57 billing will be 
jup 50%. 


| 


| John L. Halpin Advertising, 


|Schenectady, billed $71,000 


fice and expects to be billing | zines 4%; radio and tv, 5% each; | 1956, of which $1,000 represented 
“well over $1,000,000” by the end | outdoor 2%; farm publications 3%, | capitalized fees. In 1955 compara- 


of this year. 


|and transit advertising 1%. It has| ble figures for the agency were 


| five employes and forecasts a gain | $52,900 and $900. During 1956 it 


Art Gruber Associates Adver- | 
tising, Minneapolis, billed $400,000 | 
in 1956, an increase of about 14% 
over the $350,000 reported for | 
1955. During the year two ac- 
counts were added: Midway Chev- | 
rolet and Twin Trailers (C.&F. | 
Machine Co.). No accounts were 
lost. Billings were as follows: Ra- 
dio and television 50%; magazines | 
and business papers 25%; news- | 


of 20% in 1957 volume. 


Hall & Thompson, Oklahoma 
City, billed $219,473 in 1956, of 
which $83,517 represented capital- 
ized fees. The agency was formed 
Aug. 1, 1955. It added the First 
National Bank & Trust Co. of 
Oklahoma City in January, the 
Oklahoma Publishing Co. (circu- 
lation) in August, Oklahoma 


|added Fulton County Publicity 
|/Bureau and Schenectady Savings 


in | 


which $18,246 represented capi- 
talized fees. In 1955 the compara- 
ble figures were $261,257 and 
$28,897. It added Twin City Testing 
& Engineering Laboratories. Media 
breakdowr: Newspapers 21%; 
magazines 19%; radio 6%; televi- 
sion 27%; outdoor 5%; business 
papers 2%; farm _ publications 
12%; transit advertising 2%, and 
other 6%. It has seven employes 
and forecasts 1957 billing will be 
about the same as 1956. 


Harris & Montague, Salt Lake 
City, billed $716,280 in 1956, of 
which $64,660 represented capital- 
ized fees. In 1955 comparable fig- 


|ures were $727,750 and $77,880. It 


| & Loan Assn. Billings break down | 


| this way: Newspapers 65%; maga- 
zines 9%; radio 7%; television 8%; 
|outdoor 4%, and business papers 


neither added nor lost accounts 
during the: year. Media billings 
breakdown: Newspapers 28%; 


| magazines 2%; radio 24%; televi- 


6%. It has four employes and ex- | 


pects 1957 volume to be up 35%. 


Harper Co. Advertising Agency, 


St. Paul, billed $208,644 in 1956, of | 


sion 27%; outdoor 12%; business 
papers 1%; transit advertising 
1%; point of sale 4%, and other 
1%. It has ten employes and fore- 
casts a gain of 10% in 1957 vol- 
ume. 
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A.C. Nielsen Company 
Reports... WLW Radio 
consistently with one 
of the ten largest * 
audiences among the 
more tnan 2870 Radio 
stations in America. 
And WLW Radio gives 
you the nation’s fifth 
largest unduplicated 
radio audience. 
So before you buy 
radio time, check 
with your WLW Radio 
representative. You'll 
be glad you did! 
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| Sheldon M. Heiman, Chicago, 
| billed $266,750 in 1956, of which 
$166,750 represented capitalized 
fees. In 1955 comparable figures 
were $104,000 and $80,000. It add- 
ed Glostex Products and Peter Ep- 
| steen Pontiac, lost none, Billings 
breakdown: Newspapers 25%; 
magazines 15%; radio 20%, and tv 
40%. It has six employes and esti- 
mates 1957 will show a 70% vol- 
ume increase. 


A. Hemsing Advertising, De- 
troit, in 1956 billed $71,487, of 
which $3,331 was in foreign bill- 
ings. Capitalized fees totaled $21,- 
744. In 1955, billings were $75,393, 
of which $2,987 represented for- 
eign billings. Capitalized fees were 
$24,518. The agency reports 100% 
of its billings ‘is in. business pa- 
pers. It expects °57 billings to be 
up about 8%. 


‘Hepworth Advertising, Dallas, 
billed $239,000 in 1956, of which 
$60,000 represented capitalized 
fees. In 1955, comparable figures 
for the agency were $236,000 and 
$60,000. During 1956 it added Vis- 
col Co., Book Cover Manufacturers 
of America and Higginbotham 
Baily Co. In March it lost the 
KVEN-TV account. Media are di- 
vided this way: Newspapers 25%; 
magazines 40%; radio 3%; televi- 
sion 15%; outdoor 5%; business 
papers 5%, and direct mail 7%. It 
expects 1957 volume to be up 10%. 


John B. Hickox Inc., Cleveland, 
billed $475,000 in 1956, of which 
$25,000 represented capitalized 
fees. Four accounts were gained 
during the year: Standard Tool 
Co., Lewis Machine Co., Vision- 
eering Inc. and Men’s Apparel 
Club of Ohio. No accounts were 
lost. The agency has one office 
and employs seven persons, Prior 
to 1956.it was a part of Belden & 
Hickox. 


Ralph W. Hobbs Associates, 
Minneapolis, billed $428,000 in 
1956, of which $8,000 represented 
capitalized fees. Comparable fig- 
ures for 1955 were $380,000 and 
$8,000. Two accounts were added: 
Tabor Bushnell Co. (steel bridg- 
ings) and regional advertising for 
Rambler automobile dealers. No 
accounts were lost. Division of 
billings was as follows: Farm pub- 
lications 40%; television 40%, and 
newspapers plus_ miscellaneous 
20%. The agency employs six per- 
sons and estimates 57 billings will 
be up 11%. 


J. W. Hoffhaus Advertising 
Agency, Hartselle, Ala., billed 
$13,269 in 1956, of which $1,097 
represented capitalized fees. In 
1955 comparable figures for the 
agency were $13,228 and $654. 
During 1956 it lost no accounts 
and added Nifty-Thrifty Sales Co. 
All of its billing is in farm publi- 


cations. It has one emp : and 

expects 1957 volume.toabe about 

the same as °56. : 
Hoffman- Inc., New 


York, billed. $768,963 in 1956, of 
which $200,001: represented capi- 
talized fees. In 1955 comparable 
figures for the agency were $562;- 
'611 and $66,700. During 1956 the 
lagency added New .York Ship- 
| building Corp., Cortley Curtains, 
|Romanoff Caviar, Astranaut Inc. 
and Heidelberg Eastern Inc. In 
December it lost Leed’s Travel- 
| wear Inc. Media spending was as 
| follows: Newspapers 45%; maga- 
zines 15%; business papers 25%; 
supplements and farm publica- 
tions 5% each, and radio and tel- 
evision 242% each. The agency has 
| 26 employes and expects 1957 vol- 
ume to be up 100%. 


Hogan, Rose & Co., Knoxville, 
billed $117,720 in 1956, of which 
$17,335 represented capitalized 
| fees. In 1955 comparable figures 
| were $115,665 and $19,865. During 
| 1956 it added Continental Homes, 
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Modern Upholstered Chair Co. and expects 1957 volume to be up 50%. 
Powermatic Machine Co. In Janu- 

ary it lost Mrs. Kinser’s Foods,| E. T. Holmgren Inc., St. Paul, 
while in March it dropped Moore-| billed $885,346 in 1956, of which 
Handley Hardware Co. Media | $566,369 was in capitalized fees. 
breakdown: Business papers 29%; |The comparable 1955 figures were 
television 15.5%; radio 8.75%; | $820,405 and $660,790. The agency 
newspapers 4.75%; outdoor 3.75%;| gained Minnesota Farm Bureau 
transit advertising 1%; collateral| Service Co. and Wenger Music 
and direct mail 32.5%; production | Equipment Co. Its billings went 
4.75%. It has four employes and'as_ follows: Newspapers 25%; 


—The ONE Magazine that 
SELLS the entire multi-million 
artist market for YOU! 


FIRST IN PAID CIRCULATION 

FIRST IN READERSHIP 

FIRST IN ADVERTISING LINEAGE 

Your best and most profitable way of reach- 


ing this rich, responsive, and growing field 
of fine and commercial artists, art directors, 431° », 


irecto F The World's 
art teachers and students, craftsmen, libraries,  ¢ * Mest 
art departments of countless business firms, D > ws nent 
and the fabulously increasing market of “¢——{° : 

Wan Art Magazine 


“week-end artists” everywhere is through 


AMERICAN ARTIST 


The most influential publication in its field . . . readership of over 
200,000 and paid circulation of over 43,000 offers you the perfect 
medium for selling art materials, art schools, art books, travel, en- 
graving, roller printing, lithography, and photo supplies, to 
name a few. 

Now available, the sales-opening market breakdown, Portrait 
of the American Artist Market. Other independent, impartial re- 
search analyses: The Artist as a Travel Prospect and The Amateur 
Artist. Any or all, yours free for the asking. Send for sample copy, 
ABC statement, rates, and surveys. 


Cy Ellison, Advertising Director 


AMERICAN ARTIST 


24 West 40th St., New York 18, N. Y. + CHickering 4-2878 


| magazines 10%; radio 2%; televi- 
|sion 26%; business papers 35%, 


and point of sale 2%. Holmgren 
employs ten persons in one office 
and expects °57 volume to gain 
10% over the '56 figure. 


Hood, Light & Geise, Harris- 
burg, Pa., billed $231,478 in 1956, 
of which $180,510 represented | 
capitalized fees. In 1955, compara- | 
ble figures for the agency were) 
$187,022 and $139,287. Breakdown | 
of media was: Newspapers 6%; | 
magazines 4%; radio 2%; outdoor 
2%; business papers 8%; farm) 
publications 2%, and 76% in public | 
relations retainer fees. It has five | 
employes and expects 1957 vol-| 
ume to be up 10%. 


Lloyd 8S. Howard Associates Inc., 
New York, billed $634,709 in 1956, 
of which $132,733 represented cap- 
italized fees. The comparable fig- 
ures for 1955 are $591,681 and 
$124,681. The agency added Ches- 
ter Packaging Products Corp. in 
June and 230 Fifth Ave. Lamp & 
Shade Assn. in October; no ac- 
counts were lost. Its media billing 
breaks down as follows: Newspa- 
pers 47%; business papers 32%; 
magazines 10%; television 4%; ra- 
dio 4% and point of sale 3%. It has 
eight employes and predicts a 20% 
increase in volume for 1957. 


Hudson 
Fargo, N.D., billed $20,000 in 1956 
compared with $17,000 in 1955. 
The agency spent its billings this 
way: Farm _ publications 35%; 
newspapers 30%; business papers 
20%; outdoor 10%; television 2% 
and radio 5%. It has two employes 
and expects 1957 volume to be up. 


Frank C. Jacobi Advertising, 
Chicago, billed $356,413 in 1956, of 
| which $189,655 represented capi- 
| talized fees. In 1955 comparable 
figures were $261,269 and $139,018. 


It added specia) promotions for 
Carson Pirie Scott & Co. in Feb- 
ruary and Sodan Manufacturers | 
Cooperative (crab grass chemical) 
in March. It lost none. Media bill-| 
ings breakdown: Newspapers 
30%; magazines 46%; business | 
papers 21%, and point of sale 3%. | 
It has seven employes and feels | 
1957 volume will be down 7%. 


Lester L. Jacobs Inc., Chicago, | 
billed $520,000 in 1956, of which | 
$90,000 represented capitalized 
fees. The comparable figures for | 
1955 were $420,000 and $90,000. | 
The agency regained Sta-Nu Corp. 
during the year. Its accounts are | 
60% consumer and 40% industri- 
al. It has seven employes and 
“high hopes for °57.” 


Alvin H. Jacobson Advertising 


Advertising Age, February 25, 1957 


and point of sale 3%. It has 16 em- 
ployes and expects 1957 volume 
to be up 5%. 


Don Jenner Advertising, Los 
Angeles, billed $110,000 in 1956, of 
which $70,000 represented capital- 
ized fees. In 1955 comparable fig- 
ures were $121,543 and $84,513. 
Two regional accounts were add- 
ed: Carlsberg beer (Danish im- 
port) and Preferred Risk Mutual 
Insurance Co. Billings were divid- 
ed this way: Direct mail 60%; 
business papers 30%, and newspa- 
pers 10%. The agency employs 
three persons and anticipates a 
billings increase of 20% in ’57. 


Jerrol & Associates, St. Louis, 
billed $305,000 in 1956, of which 
$35,000 represented capitalized 
fees. Comparable figures for 1955 


Advertising Agency, 


Agency, Norfolk, Va., billed $229,-| were $276,000 and $26,000. Three 
892 in 1956 compared with $173,-| accounts moved into the house 
531 in 1955. It shows no capitalized | during the year: Interstate Supply 
fees for either year. It added Bin-|Co. (RCA distributor) in June, 
go Cleaners, Security Storage &|!Mendenhall Ford Co. in March 
Van Co. and Barr Bros., jewelers.|and United Motor Exchange in 
It lost none. Billings break down); December. It lost one account, 
this way: Newspapers 75%; tv| Vorhof Duenke Realty Co., in 
19%; radio 4%, and transit adver- | June. Division of billings was like 
tising 2%. It has three employes | this: Radio 36%; television 26%; 
and looks for a 10% gain in vol-|newspapers 20%; outdoor 5%; 
ume. | transit advertising 4%; magazines 
3%; farm publications 2%; busi- 
Ray C. Jenkins Advertising, ness papers 1%, and point of sale 
Minneapolis, billed $955,714 in|1%. There are five employes in 
1956, of which $303,086 represent- one office. The agency looks for a 
ed capitalized fees. In 1955, com- | 15% increase in billings this year. 
parable figures for the agency | 
were $909,987 and $303,559. Dur-, Gerald H. Keller, New York, 
ing 1956, it added Business Furni-| billed $80,000 in 1956, including 
ture Co., Inland Marine, Schell | $40,000 in capitalized fees. In 1955, 
Brewing Co. and A. J. Spanjers| the agency billed $60,000 including 
Co. In December, it lost Murray’s | $45,000 in fees. The agency gained 
Restaurant and in September it Scot Ties Ltd. in 1956. It spent 
lost Unipress Co. Media were di-| billings like this: Newspapers 
vided as follows: Newspapers 21%;| 40%; magazines 35%; point of sale 
magazines 4%; supplements 1%;|10%; business papers 10% and 
radio 11%; tv 25%; outdoor 12%;|radio 5%. The agency employs 
business papers 20%; farm publi-| six persons and expects 1957 bill- 
cations 2%; transit advertising 1% | ings to be 20% better than those of 


The “Hot’’ Books in Latin America 


PAGE GAINS and LOSSES + Weeklies and Bi-Weeklies Serving Latin America 
1956 compared with 1955* 


1956. 


Duke Kerstein Advertising 
Agency, Albuquerque, reports 1956 


billings of $191,868, of which 
| $36,920 was capitalized fees. The 
agency added three accounts: 


Mankin Homes Inc., Driver Miller 
Corp. and the New Mexico State 
Republican Committee. It reports 
no accounts lost. Billings were di- 
vided this way: Newspapers 40%; 
television 30%; radio 25%; maga- 
zines 3%, and outdoor and other 
media 2%. The agency has four 
|employes and expects a 20% drop 
in 1957 volume. 


Kilroy Advertising Inc., St. 
Louis, billed $250,000 in 1956 and 
$260,000 in 1955. No accounts 
gained or lost. The agency em- 
ploys four persons. 


Visao (Portuguese) 


Vision (Mexican edition)t 


Fetan (international 
Vision Spanish edition) 


Time (Latin American) 


Life en Espafiol 


For the facts behind this exciting growth picture — editorial 
impact, circulation gains, and advertiser acceptance — write 


VISION Incorporated, 60 West 55th Street, New York 19 


Publishers of five leading Latin American media 


*Bosed on Advertising Age report 1/21/57 + First issue November 1955 


eligi. 


Additional Pages 


W. S. Kirkland Advertising, 
Chicago, billed $330,000 in 1956, 
of which $10,000 represented cap- 
italized fees. In 1955 the agency 
billed $250,000, all in commission- 
able space and time. During 1956 
it added Old Ben Coal Corp. and 
dropped about five small, unprof- 
itable accounts. Division of bill- 
ings was like this: Business pa- 
pers 90%; radio and television 
6.5%, and other 3.5%. It has sev- 
en employes and expects to bill 
$500,000 in 1957. 


Albert A. Kohler Co., Old 
Greenwich, Conn., billed $133,281 
in 1956, of which $32,962 repre- 
sented capitalized fees, and $220 
was billed abroad. In 1955 billing 
| was $192,666, and $47,816 was in 
| capitalized fees. It added J. Has- 
|day & Sons, Younger Mfg. Co. 
and D. C. Fonda Gage Co. It lost 
|/none. Billings breakdown: News- 
/papers 28.3%; magazines 4.2%; 
|radio 36.7%; business papers 
| 29.8%, and transit 1%. It has four 
| es and estimates °57 vol- 
ume to be up 20%. 


Lake Advertising, Attleboro, 
Mass., billed $45,000 in 1956. Divi- 
sion of media used: Direct mail 
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Here in the Ruhr of America 
... the Fabulous Ohio Valley 


OUR OWN 


LOCALLY-EDITED 


IN 1956 FOR EXAMPLE 


Sunday Newspaper Supplement Advertisers Showed a Marked Pref- 
erence for The Locally Edited Type of Sunday Gravure Supplement. LOUISVILLE 


iS A VIGOROUS, 


RETAIL GENERAL TOTAL 
First 10 in the U.S.A. Including Automotive and Financial First 10 in the U.S.A. EVER-GROWING, 
a First 10 in the U.S.A. 
3 BILLION DOLLAR MARKET. 
~ 1. COURIER-JOURNAL 960,192 1. New York Times 1,881,486 1. New York Times . 2,196,682 WE WILL BE PLEASED 
2. Los Angeles Times 937,828 2. New York Daily News 1,044,241 2. Los Angeles Times .. 1,816,766 
3. Indianapolis Star 747,994 3. Chicage Tribune .-—=—970,886 3. COURIER-JOURNAL _ 1,733,608 TO HAVE YOU USE 
4. St. Louis Post Dispatch .. 747,351 4. Los Angeles Times 878,938 4. Atlanta Journal-Constitution 1,353,040 . THE ONLY SUNDAY 
5. Detroit News 720,136 5. Philadelphia Inquirer 823,915 5. Chicago Tribune 1,340,773 
6. Cincinnati Enquirer 706,026 6. Atlanta Journal-Constitution 791,730 6. Philadelphia inquirer 1,319,924 SUPPLEMENT KEY Pe 
7. Columbus Dispatch - 695,661 7. COURIER-JOURNAL _—‘773,416 7. Columbus Dispatch 1,259,068 THAT/UNLOCKS IT FOR ‘ ‘ 
8. Cleveland Plain Dealer 639,250 8. Toledo Blade : 635,750 8. Toledo Blade 1,228,602 
9. Akron Beacon-Journal 608,021 9. Columbus Dispatch 563,407 9. New York News ....... 1,182,061 YOUR PRODUCTS 
10. Toledo Blade 592,852 10. Buffalo Courier-Express 561,921 10. Indianapolis Star 1,169,773 


OR YOUR SERVICES. 


Lineage Figures prepared for INTERNATIONAL PAPER SALES COMPANY, Inc., by MEDIA RECORDS, Inc. 


Lele LOuisvitte for bl iti. worth! 
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95%; business papers 3%; news- 
papers 2%. It has four employes 
and expects 1957 volume to re- 
main the same as 1956. 


|rable figures for the agency were | 
$194,829 and $136,778. During 1956 
it added Mt. Eden Mums (Chrys- 
|anthemum growers pool). No ac- 
| count losses were reported. Media | 
Bradley Lane Advertising Agen- | breakdown was as follows: Busi- | 
cy, Denver, billed $311,663 in 1956,|ness papers 77%; outdoor 15%, 
of which $9,505 represented capi-| and radio 8%. It has three em- | 
talized fees. In 1955 comparable | ployes and expects 1957 volume to| 
figures were $241,942 and $7,304. be up 45%. 
It added F&L Food Products’ Gold- | Mee ' 
en Flake potato chips, May Co.’s| The Lansda 0., s Angeles, | 
radio and tv advertising, and Sears,| reports 1956 billings of $510,000, | 
Roebuck & Co.’s radio and tv ad-|of which $290,000 was in capi- | 
vertising in the Denver area. It lost| talized fees. Media breakdown: | 
ea Seuter Co; tel tel mageeen 9%; lovin. 261 
November. Media breakdown was: | business papers 2% and “others” 
Magazines 52.5%; newspapers|7%. The agency has 11 employes 
16.6%; supplements 2.2%; radio|and expects a 20% increase in 
6.9%; tv 18.9%; outdoor 0.5% and 1957 volume. 
business papers 2.4%. It has seven | 
employes and looks for a 334% | 
gain in 1957. | 


Leber & Katz, New York, billed | 
$930,000 in 1956, including $80,000 | 
in capitalized fees. These figures 

Raymond I. Lang Advertising, compare with $660,000 and $60,000 | 
San Francisco, billed $197,372 in| in 1955. The agency gained Hones- | 
1956, of which $134,580 represent- dale Mfg. Co., Miron Mills and | 
ed capitalized fees. In 1955 compa- ' Maximilian Furs last year and lost 


Agency, Athens, Greece, with a 


no major account. Its billings were | ber) and Marco Wine Co. (No-| 
|invested as 


follows: Magazines | vember). Only 5% of the agen- 
60%; business papers 15%; point) cy’s total revenue comes from the 
of sale 15%, and 10% in news- U. S. In this country, the billings 
papers. Leber & Katz employed 14) break down as follows: Radio 80% 


persons last year and anticipates a' and newspapers 20%. In Europe 


gain of 50% in billings for 1957. | and elsewhere abroad, the agen- 


iia “ane - |ey’s billings are divided equally 


Cro-| pet transit advertisi d 
ton-on-Hudson, N.Y., billed $484,-| cn me gr anaes 
631 in 1956, of which $165,349 


outdoor. The agency employs 20 

. we persons and figures that business 
represented capitalization of fees. 
n 1955, comparable figures were | 


this year will be about the same 
$337,721 and $99,249. It addea|** '™ 196: 

Gawler-Knoop Co. and Collins 

Electrical Mfg. Corp. It lost none. 
Its advertising is 100% in business 
papers. It has five employes and 
predicts a 20% gain in volume in 

57. 


Lookout Advertising, Chatta- 
nooga, billed $258,786 in 1956, of 
which $52,192 represented capi- 
talized fees. In 1955 comparable 
figures for the agency were $159,- 
874 and $23,011. During 1956 it 
addéd Caribbean Gardens, Amos & 
Andy Buick Co. and M&J Super 
Markets. Media were divided this 
way: Outdoor 57%; newspapers 
9%; radio 3%; tv 19% and out- 
door 10%. It has 11 employes and 
expects 1957 volume to be up 15%. 


D. K. Leventis Advertising 


branch office in Chicago, billed 
$200,000 in 1956, of which $20,000 
was capitalized fees. Comparable 
figures for 1955 were $150,000 and 
$15,000 respectively. During 1956 
the agency acquired two new ac- 


counts, Berlin Beer Co. (Decem- Lynn-Western Inc., Los Angeles, 


billed $320,000 in 1956, of which 
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TOTAL DISPLAY 


$214,000 represented capitalized 
fees. In 1955 the agency billed 
about $265,000. It neither gained 
nor lost any accounts. Billings were 
divided as follows: Business papers 
80%; newspapers 10%, and maga- 
|zines 10%. Four people are em- 
| ployed in one office. 


er al Macdonald Advertising Agency, 
i m™ | Des Moines, Ia., billed $36,000 in 
1956, of which $1,000 was in capi- 
talized fees. In 1955, comparable 
figures for the agency were $34,- 
|000 and $1,000. During 1956, it 
added Corn Belt Aluminum Mfg. 
Co., Schaal Furnace Mfg. Co. and 
E-Z Handle Mfg. Co. It reported 
no account losses. Its billings in- 
vestment was: Business papers 
30%; farm _ publications 30%; 
newspapers 10%; magazines 10%; 
radio 10%; point of sale 5%, and 
transit advertising 5%. The 1957 
volume is expected to be about the 
same as that for 1956. 


_—— 


MacLaughlin Advertising Agen- 


Advertising Age, February 25, 1957 


Mahool Advertising, Baltimore, 
| billed $370,227 in 1956, of which 
| $188,227 represented capitalized 
fees. In 1955 comparable figures 
for the agency were $317,958 and 
$156,958. During 1956 it added 
Armigers Jewelry Store, Cumber- 
land Fair Assn., West Baltimore 
Bldg. Associates and Statton Fur- 
|niture Co. It lost Cooper Alloy 
Corp., Vanton Pump & Equipment 
Co. and Circo Equipment Co. It 
spent its billings: Business papers 
54%; newspapers 20%; magazines 
8%; radio 8%; tv 3%; outdoor 6% 
and other 1%. It has six employes 
and expects 1957 volume to be 
about the same as ’56. 


Manchester & Kreer (formerly 
Manchester-Williams-Kreer), Chi- 
cago, billed $750,000 in 1956. 
The agency went into business in 
August, 1955, as Kreer Advertis- 
ing. During the year it added First 
Federal Savings & Loan Assn., 
Gate City Savings & Loan Assn. 
and Hallicrafters Co. It lost R. M. 
Hollingshead Corp. The agency’s 
billings break down as follows: 
Television 40%; newspapers 25%; 
radio 15%; magazines 10%, and 
business papers 10%. There are 
seven employes and the agency 
expects to double its billings this 
year. 


Ben Mar Agency Inc., New 
York, billed $482,000 in 1956, com- 
pared with $420,000 in 1955. The 
agency employs six people. 


Willis 8S. Martin Co. Fort 
Wayne, billed $749,866 in 1956, 
of which $235,771 represented 
capitalized fees. In 1955 compara- 
ble figures were $612,548 and 
$105,869. It neither added nor lost 
accounts during the year. Billings 
were divided: Business papers 
66%; radio 10%; television 18.9% 
and farm publications 5.1%. It 
has 18 employes and foresees a 
10% gain in 1957. 


McCaffrey Advertising Agency, 
Minneapolis, billed $253,400 in 
1956, of which $133,400 represent- 
|} ed capitalized fees. It added Har- 
old Inc. and Food Sales Inc. It lost 
no accounts. Billings were distrib- 
uted as follows: Newspapers 50%; 
tv 12%; magazines, 
farm publications and outdoor, 5% 
each; transit 2% and business pa- 
It has two employes and 
forecasts a gain of 25% in 1957. 


| W. A. McCracken Ltd., Toronto, 
billed $850,000 in 1956, up from 


MORNING EVENING COMBINED YEAR EVENING oaks thea ceased cnet 
10,474,663 9,716,985 20,191,648 1950 12,810,626 | talized tees.’ Comparable figures | 
12,575,565 10,043,526 22,619,091 1951 14,289,462 Sr cutie’ lee med Gesounies te 1008 | taka oa: 
14,255,462 11,425,792 25,681,254 1952 14,203,475 and lost Niagara County Farm 
15,542,423 12,393,183 27,935,606 1953 ee toe ee ee 
16,731,836 13,564,766 30,296,602 1954 13,087,410 66%; newspapers 7%; magazines 
19,800,424 15,037,123 34,837,547 1955 13,524,233 ee fare. 
20,053,818 15,502,406 35,556,224 1956 12,420,684 | to be up about 2%. 
Gain 1956 vs. 1950 | 
9,579,155 5,785,421 15,394,576 309,942 | 
91.3% 59.5% 16.4% Loss 3.0% | | 
Eagle Share of field Eagle Lead | 
14.1% 23,135,740 lines 
QD CeseETAIL DISPLAY es 
MORNING EVENING COMBINED YEAR : EVENING ‘* Until we work tor you, 
4,693,472 3,612,132 8,305,604 1950 7,618,677 = EWE 
5,727,765 3,097,250 8,825,015 1951 $125,255 
on i i ye And then 
7,146,969 4.243.774 11.990.743 1954 1,924 764 youl Vind 
9.312.878 4,497,633 13,810,511 1955 8,086,339 Well een break par. 
9,362,684 4,786,457 14,149.141 1956 7,008,560 een sagibiniatnide 
Gain 1956 vs. 1950 | On every Job we dof” 
4,669,219 1,174,325 5,843,537 610,117 (COLOR AND BLACK-AND-WHITE) 
99.5% 32.5% 10.4% Loss 8.0% A“ —~ - 
Eagle Share of field Eagle Lead 
66.9% 7,140,581 lines 
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What makes a newspaper great? 


As Russian tanks rumbled through 
the streets of battered Budapest and 
Russian threats thundered across the 
Middle East, the thoughts of three 
Minneapolis Star and Tribune news- 
paper men drifted back to the sunny 
days of last summer when the face of 
Russia and its people wore a bland 
smile of friendship. 

Columnist George Grim of the 
Minneapolis Tribune thinks of a hot 
Sunday in Kharkov where he pic- 
nicked on the beach with the chairman 
of the city council and snapped photos 
(see above) of beefy Russian bathing 
beauties. 

For Cedric Adams, Minneapolis 
Star columnist, there is a memory of 
friendly Moscow University students 
and their fascination with his Ameri- 
can-made typewriter, shoes, necktie 
and cigarette lighter. (The same stu- 
dents later spat a slavic “‘phooey”’ at 
the parked limousines of government 
officials. ) 

George Peterson, Star and Tribune 
associate editorial editor, recalls a 
rather-too-genial Nicolai Bulganin and 
his unctuous thanks to Pete for a light 
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~ 
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at the American embassy’s Fourth of 
July party in Moscow. 


In Upper Midwest cities and towns, 


too, readers of the Minneapolis Star 
and Tribune remember the revealing 
human-interest stories sent home from 
Russia by Messrs. Adams, Grim and 
Peterson, and can now ponder the 
paradox of a country where cruelty 
and courtesy, cynical brutality and 
naive charm are so bafflingly inter- 
mixed. 

Fresh, first-hand reports on people, 
places and conditions in crucial areas 
of the world provide invaluable back- 
ground for the kind of enlightened 
judgments Americans must make in 


ADAMS GRIM 
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times like these. For this reason the 
Minneapolis Star and Tribune kee 
seasoned correspondent, Robert B. 
Hewett abroad, and regularly send 
informed home-office reporters, col- 
umnists and editorialists on overseas 
assignments. The varied skills and 
interests of these newspapermen help 
bring other nations into three-dimen- 
sional focus for readers—make the 
news “come alive’’ as it happens. 
Such thoroughgoing reporting con- 
tinues to earn for the Minneapolis 
Star and Tribune the confidence and 
respect of the largest audience of news- 
paper readers in the great 223-county 
area called America’s Upper Midwest. 


Copr., 1957, The Minneapolis Star and Tribune Co, 


Minneapolis 
Star znd Tribune 
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$600,000 in 1955. It added the fol- | 


lowing accounts: Motorola, Amer- 
ican Marietta, American Hard- 
ware, and Reardon Co. Ltd. It 
lost none. Billings breakdown: 
Newspapers 40%; magazines 8%; 
radio 10%; television 25%; out- 
door 3%; business papers 12% 
and transit advertising 2%. It has 
12 employes in two offices and 
forecasts a gain of 40% in 1957. 


R. J. McFarlin & Co., Cleveland, 
billed $60,000 in 1956. In 1955 the 
agency billed $130,000. During 
1956 it gained no accounts and re- 
signed one in April. Billings 
breakdown: Business papers 95%, 
direct mail and catalogs 5%. It has 
three employes and expects 1957 
volume to be up 35%. 


Charles Meissner & Associates 
Inc., Milwaukee, billed $435,158 in 
1956, of which $77,067 represented 
capitalized fees and $162,141 me- 
chanical billings. In 1955 compa- 


What is Chicago's 
New Major Agency? 


See Page 69 


rable figures for the agency were 
$309,745, $57,783 and $104,079. No 
accounts were added or lost in 
1956. Its billing breakdown is as 
follows: Business papers 40%; 
magazines 15%; newspapers 10%; 
farm publications 3%; transit ad- 
vertising and outdoor 1% each, 
and unclassified 30%. The agency 
has six employes and expects 1957 
volume to be up 10%. 


Modesto Advertising Agency 
(John A. Rollins Advertising), 
Modesto, Cal., billed $100,000 in 
1956, of which 60% was advertis- 
ing and 40% public relations, 
John A. Rollins, agency president 
reports. Figures for 1955 are not 
available, but the agency reports 
its volume in 1956 was about 12% 
greater than in 1955, and that 
1957 prospects are excellent. 


Moore & Co., Stamford, Conn., 
billed $885,299 in 1956, of which 
$393,000 was in capitalized fees. 
In 1955 the agency billed $545,269 
of which $335,000 was capitalized. 
The agency added Wm. Melish 
Harris in June, dropped Magni- 
Flood Inc. in April, Indiana Lime- 
stone Institute in August. Media 
division was as follows: Business 
papers 54%; radio 34%; maga- 


zines 10%; newspapers and tele- 


vision 1% each. The agency has 
17 employes and expects a 25% 
increase this year. 


Mullen & Associates, Minneapo- 
lis, reports 1956 billing of $500,000. 
It has 12 employes and is increas- 
ing its staff in anticipation of a 
bigger 1957. 


Mullican Co., Louisville, billed 
$817,083 in 1956, of which $128,572 
represented capitalized fees. In 
1955 comparable figures for the 
agency were $870,514 and $172,331. 
During 1956 it added Boland Ma- 
loney Lumber Co., Creco Ad- 
vertising Associates (Gateway 
Stores), Royal Crown Bottling Co. 
and the household refrigeration 
department of General Electric 
Co. It lost no accounts during the 
year. The agency divides its bil- 
lings this way: Newspapers 26%; 
radio 14%; tv 10%; outdoor 5%; 
business papers 5%; other 37%, 
and less than 1% in magazines, 
farm publications and transit ad- 
vertising. It has 12 employes and 
expects 1957 volume to be about 
the same as '56. 


Natall & Maloney Ltd., Calgary, 
Alta., billed $488,579 in 1956, of 
which $22,228 represented capi- 
talized fees. In the preceding year, 
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comparable figures were $344,470 
and $15,614. It added Montreal 
Trust, Alberta Brewers Agents 
and “a number of smaller ac- 
counts,” while losing none. Media 
breakdown is like this: Radio 43%; 
newspapers 38%; outdoor 8%; 
business papers and point of sale, 
4% each; magazines, television and 
farm publications, 1% each. It es- 
timates 1957 will be about the 
same as 1956. 


Neale Advertising Associates, 
Los Angeles, billed $664,172 in 
1956, compared with $609,566 in 
1955. Neither figures include cap- 
italized fees, and are actual bill- 
ings. It added Alexander Con- 
struction Co. and lost no accounts. 
Its billing breakdown is: Maga- 
zines 40%; newspapers 20%; farm 
publications and business papers, 
15% each; radio 5%; outdoor 2%; 
and point of sale 3%. It has 11 em- 
ployes, and looks for a 15% gain 
in volume in 1957. 


Neds & Wardlow Advertising, 
Columbia Mo., billed $179,332 in 
1956, of which $29,778 represented 
capitalized fees. In 1955 compara- 
ble figures were $103,790 and $10,- 
517. During 1956 the agency added 
Nowell Wetterau (IGA distribu- 
tor), Dairy Goat Journal and Mis- 
souri Seed Improvement Assn. It 
lost no accounts. Media break- 
down: Newspapers 10%; maga- 
zines, business papers and farm 
publications 18%; radio and tv 
36%; outdoor 4%; production 29%, 
and service fees 3%. It has five 
employes and expects 1957 vol- 
ume to be about the same as ’56. 


Newman, Lynde & Associates, 
Jacksonville, Fla., billed $878,228 
in 1956, including $118,626 in cap- 
italized fees. The comparable fig- 
ures in 1955 were $688,158 and 
$163,628. Last year, Newman, 
Lynde added Blue Cross-Blue 
Shield of Alabama and lost Peter- 
son Bros. Its billings were invested 
as follows: Newspapers 58%; farm 
publications 11%; business papers 
9%; television 6%; magazines 5%; 
radio 3%; outdoor 2%, and other 
media 6%. The agency, which em- 
ploys 16 persons, anticipates a 
10% gain in billings by June 30, 
"57. 


Obermeyer Advertising, Orlan- 
do, Fla., billed $250,906 in 1956, of 
which $145,406 represented capi- 
talized fees. During the year it 
added Glenn L. Martin Co., Ra- 
diation Inc. and Tupperware 
Home Parties. Billings break- 
down: Newspapers 50%; maga- 
zines 25%; radio 5%; tv 15% and 
other 5%. It has five employes; 
expects 1957 volume to be up 50%. 


O’Leary & Associates, Rockford, 
Ill., reports billings of $91,000 in 
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1956. It did not add or lose an ac- 
count during the year. Its largest 
account bills $10,000. The agency 
has three employes and expects a 
10% increase in volume in 1957. 


Otte & Abbs Advertising, De- 
troit, billed $568,960 in 1956, of 
which $25,705 was in capitalized 
fees. In 1955, comparable figures 
for the agency were $483,570 and 
$30,135. During 1956, it added 
Ray Vegetable Oil Products and 
Plumbing & Heating Industry of 
Detroit. No account losses were re- 
ported. Its media investment was: 
Newspapers 35%; outdoor 25%; 
television 15%; magazines 10%; 
radio 10% and transit advertising 
5%. It has five employes and ex- 
pects 1957 volume to be up 10 to 
15%. 


Charles Palm & Co., Bloomfield, 
Conn., billed $415,970 in 1956, of 
which $124,791 represented capi- 
talized fees. No comparable fig- 
ures are available for 1955. Dur- 
ing 1956 the agency added Silver 
City Glass Co. Billings were dis- 
tributed this way: Business pa- 
pers 86%; newspapers 7%; maga- 
zines 6% and farm papers 1%. 
It has six employes and expects 
1957 billing to be up 10%. 


Park Advertising Inc., Minnea- 
polis, billed $139,239 in 1956, of 
which $59,023 represented capi- 
talized fees. During 1956 it added - 
Edco Products Inc., Boos Dental 
Laboratories, Sten-C-Labl Inc., 
and Lee Products Co. Media 
breakdown was as follows: News- 
papers and magazines 26%; tele- 
vision 8.3%; radio 5.7%, and art 
work and service fees 60%. It has 
eight employes and expects 1957 
volume to be up 25%. 


Harry Paul & Associates, Bos- 
ton, billed $321,409 in 1956, of 
which $148,979 represented capi- 
talized fees. Comparable figures 
for 1955 were $286,904 and $131,- 
232. The agency added Radio- 
Television Training Assn. and 
National Home Study School in 
October. Media breakdown: News- 
papers 47%; radio 16%; maga- 
zines 14%; business papers 8%; 
television 7%; outdoor 6%, and 
transit 2%. It employs 12 persons 
and forecasts a 12% increase in 
1957 billings. 


Maurice Paulsen Advertising, 
Sioux Falls, S. D., billed $181,748 
in 1956, of which $20,130 repre- 
sented capitalized fees. In 1955 
comparable figures were $125,418 
| and $12,912. It added Morgen Mfg. 
Co. in August and Sexauer Co. in 
October. It lost Speedy Mfg. Co. 
in October. Media billings break- 
down: Newspapers 45%; mag- 
azines 3%; radio 8%; television 
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25%; outdoor 1%; business papers , : 
10%, and farm publications 8%. It inaw, Mich., 


Price, Tanner & Willox, Sag- 
billed $668,711 in 


has three employes and forecasts a | 1956, of which $667 represented 
capitalized fees. In 1955 compara- 
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| ble figures were $660,366 and 
$4,752. Its account list changed 
| only slightly, with Habitant Shops 
j}and Habitant Fence lost during 
|the year. Its billing is 100% in 
business papers. It has 14 em- 
ployes and forecasts a °57 about 
like ’56. 


Ramsey, Brown & Co., Los An- 
| geles, billed $435,800 in 1956, of 
| which $234,800 represented capi- 


} | talized fees. In 1955 the compa- 


| rable amounts were $424,500 and 
$256,800. No account changes were 
reported by the agency. Billings 
breakdown: Business papers 90% 
and farm publications 10%. The 
|agency employs six persons and 
predicts a 5% rise in billings this 
year. 


Read Bros. Advertising, Chicago, 
reports commissionable billings for 


|$275,000 the previous year. It 
added the Camp Co. in November, 
1955. Billings were distributed as 
follows: Newspapers 80%; mag- 
jazines 10%; business papers 5%, 
jand farm publications 2%. The 
|agency has six employes and ex- 
| pects 1957 volume to be up 10%. 


| Record Advertising Agency, 
| Fairbury, Ill., billed $383,930 in 
| 1956, of which $133,400 represented 
capitalized fees. In 1955, the agen- 
cy billed $212,480, all of which 
-ame from commissionable media. 
'No account losses or additions 
|were reported last year. The 
agency divides its billings this 
way: Farm publications 15%; ra- 
dio 15%; point of sale 5%; news- 
papers 2%; television .05%, and 
others 12.05%. It has six employes 
and expects 1957 volume to be 
up 20%. 


Response Advertising, Chicago, 
billed $63,670 in 1956, of which 
$6,670 represented capitalized fees. 
In 1955 the agency billed $5,000. 
| Three accounts were added dur- 
jing the year: Archer Bearing Co. 
| (July), Crib Diaper Service and 
| Linens of the Week (both Novem- 
ber). Billings were spent this way: 
Radio 49%; newspapers 36%; tel- 
evision 8%; direct mail 4%; and 
magazines, business papers and 
farm publications, 1% each. The 
|agency employs four persons and 
|looks for a 75% billings increase 
}in 1957. 


| Marshall Robertson Advertising | 
Agency, Denver, billed $818,872 in| 


1956 at $350,000, compared with | 


1956, of which $198,573 repre- 
sented capitalized fees. In 1955 
comparable figures for the agency 


| were $732,028 and $202,601. Dur- 
|ing 1956 it added four major ac- 
counts: Graybar Electric Co., Pet- | 


alife Co., University Hills Bank 
and Wyoming Blue Cross. Billings 
were divided this way: Newspa- 
pers 26%; magazines 2%; sup- 
plements 1%; radio 20%; tv 38%; 
outdoor 5%; business papers, farra 
publications and transit advertising 
1% each, and other media 5%. It 
has 14 employes and expects 1957 
volume to be up 10%. 


Wm. G. Rolley Advertising, At- 
lantic City, billed $476,178 in 


1956, of which $64,178 represented | 


capitalized fees. In 1955 compara- 


ble figures for the agency were | 
$325,250 and $50,250. During 1956 | 


the agency reports that it lost no 
accounts and added General Ar- 
tists Corp. Billings were divided 
as follows: Newspapers 30%; 
magazines 4%; supplements 1%; 
radio 12%; television 5%; out- 
door 25%; business papers 11%; 
transit advertising 8%, and point 
of sale 4%. It has six employes 
and expects 1957 volume to be 
about the same as ’56. 


Root Advertising Agency, Chi- 
cago, billed $60,133 in 1956, of 
which $15,879 represented capital- 
ized fees. In 1955, comparable fig- 
ures for the agency were $72,957 
and $20,039. During 1956, it added 
Eugenie Bauerle School of Hair 
Fashions and lost the National 
Beauty Service and American Stu- 
dio of Hair Fashions. Its media 
break down like this: Business pa- 
pers 92%; magazines 5%, an 
newspapers 3%. The agency has 
one employe. The 1957 volume is 
expected to be about the same as 
that for 1956. 


Rumsey & Associates, Albion, 
Mich., billed $293,168 in 1956, of 
which $8,062 represented capital- 
ized fees. In 1955 comparable fig- 
ures for the agency were $163,664 
and $7,363. No media breakdown 
or account changes are given in 
its report. It expects 1957 volume 
to be about the same as in 1956. 


M. L. Samson Co., Chicago, 
billed $342,719 in 1956, of which 
$315,692 represented capitalized 
fees. In 1955, comparable figures 
for the agency were $335,120 and 
$313,120. During 1956 it added 
Tonk Mfg. Co. and lost Hardwood 
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, Plywood Institute. Its billings 
were invested: Direct mail 80%; 
magazines 10%; business papers 
5%, and point of sale 5%. It has six 
employes and expects 1957 volume 
| to be up 20%. 

E. W. Sann & Associates, Min- 
|neapolis, billed $250,000 in 1956, 
| UP about 10% from 1955. The 
|} agency “lost one small account” 
j}and acquired none. During the 
| year E. W. Sann retired and C. W. 
| Stevenson became owner of the 
|} agency. Its billings were divided 
|\like this: Business papers 70%, 
|Magazines 15% and _ television 
15%. The agency has two em- 
ployes in one office and looks for 
|a 25% increase in billings in 1957. 


Schnell & Associates, Chicago, 
billed $325,000 in 1956, of which 
$150,000 was capitalized fees. 
Comparable figures for 1955 were 
$300,000 and $150,000. The agency 
|neither gained nor lost any ac- 
|counts last year, but clients in- 
|creased their advertising budget. 
Its billings break down like this: 
About 55% of the total revenue 
comes from commissions on print 
media. Of this amount, the break- 
down is business papers 95% and 
farm publications 5%. The re- 
maining 45% of revenue comes 
from fees for direct mail and cat- 
| alogs. The agency employs five 
persons and predicts that 1957 
billings will be higher than last 
| year. 


Mark Schreiber Advertising, 
| Denver, billed $650,000 in 1956, of 
which $75,000 represented capital- 
| ized fees. In 1955, comparable fig- 
ures for the agency were $525,000 
and $125,000. Billings were as fol- 
lows: Radio 42%; newspapers 
22%; television 20%; outdoor 3%; 
transit advertising 3%; farm pa- 
pers 2%; business papers and point 
of sale 0.5% each, and other me- 
dia 7%. It has 10 employes and ex- 
pects 1957 volume to be up 30%. 


| 


J. B. Sebrell Advertising Agen- 
cy, Los Angeles, billed $500,000 in 
1956, of which $250,000 represent- 
|ed capitalized fees. The previous 
year comparable figures were 

$525,000 and $125,000. No account 

| changes were reported. Media 
| were divided this way: Business 
|papers 50%; direct mail 40%; 
| newspapers 5%, and farm publi- 
| cations 5%. Sebrell employs 36 
persons and forecasts ‘57 volume 
“about the same” as ’56. 


James C. Seix Co., New York, 
billed $665,000 in 1956. No ac- 
count changes reported. Media 
breakdown: Business papers 50%; 
|newspapers 20%; magazines 20%, 
and point of sale 10%. It has 15 
employes and forecasts a ’57 
about like ’56. 


Morrison Greene Seymour Inc., 
Milwaukee, billed $750,000 in 
1956, of which $100,000 repre- 
sented capitalized fees. In 1955 the 
‘comparable figures were $680,000 
and $80,000. The billings break 
down as follows: Business papers 
30%; magazines 20%; outdoor 
10%; farm publications 10%; point 
of sale 10%; newspapers 5%; sup- 
plements 5%; radio 5%, and tele- 
vision 5%. The agency has 12 
employes and predicts a 5% in- 
crease in business in 1957. 


Simmons Advertising Agency, 
Grand Forks, N.D., billed $68,000 
in 1956, of which $10,000 repre- 
sented capitalized fees. The com- 
| parable figures for 1955 are $49,- 
|700 and $7,700. The agency added 
| Bridgeman Creameries in April. 
Media breakdown is: Newspapers 
45%; television 25%; farm papers 
20% ; radio 8%, and magazines 2%. 
The agency employs three persons 
and expects 1957 volume to be 
about the same as 1956. 


Allen C. Smith Advertising, 
Kansas City, Mo., billed $547,878 
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in 1956, compared with $520,006 | 
in 1955. Of the 1956 volume $124,- | 
249 represented advertising in 
Canada. In 1955 Canadian billing 
was $118,307. The agency’s bill- 
ing is “almost entirely” in news- 
papers. It has three employes and 
expects 1957 volume to be about 
the same as 1956. 


Spaulding Advertising Service, 
Chicago, billed $30,000 in 1956, 
about the same volume as in 1955. 
Billings for the year were dis- 
bursed as follows: Business pa- 
pers 90% and newspapers 10%. 
The agency, a one-man opera- 
tion, expects a 5% volume gain 
in 1957. 


Stepien-Carr Advertising Inc., 
Cleveland, billed $675,000 in 1956, 
of which $500,000 represented 
capitalized fees. The agency nei- 
ther gained nor lost any accounts. 
Its billings were divided as fol- 
lows: Newspapers 58% and mag- 
azines 42%. The agency has five 
employes in one office and pre- 
dicts an increase in billings this 
year. 


Stern, Walters & Jaster Inc., 
Chicago, completed its second 
year in business with billings of 
$618,537, of which $287,241 was 
in capitalized fees. In 1955 the 
agency had billings of $405,596, 
of which $202,851 was capitalized. 
The agency lost one account, Novo 
Card Publishers Inc., while adding 
three new ones: Dr. Clayton’s Dog 
& Cat Remedies, Super Laundry 
Machinery Co. and Superior Mo- 
bile Home Corp. Media were di- 
vided this way: Newspapers 16%; 
magazines 6%; radio and tv 12%; 
direct mail, outdoor and point of 
sale 48.5%. The agency has a staff 
of ten and forecasts a 35% bill- 
ing increase in 1957. 


Fred D. Stevens Advertising, 
Utica, N.Y., billed $133,400 in 1956, 
all of it representing capitalized 
fees. In 1955, the agency billed 
$120,060. The agency has one em- 
ploye—owner Fred D. Stevens— 
and does 95% of its business in di- 
rect mail, the remaining 5% in 
point of sale. Mr. Stevens expects 
his volume to decline 5% in 1957. 


Sturges & Associates, San Car- 
los, Cal., billed $251,369 in 1956, 
of which $149,728 represented 
capitalized fees. In 1955 compara- 
ble figures were $185,956 and 
$111,803. It added Sunset Fishing 
Lines, and King Publications 
(Western Construction and West- 
ern Industry). It lost none. Bill- 
ings were divided: Business pa- 
pers 45%; newspapers 15%; maga- 
zines 25%; radio 5%; television 
3%; outdoor 5%, and point of sale 
1%. It has 12 employes and fore- 
casts a gain of 20% in 1957. 


George E. 8S. Thompson Adver- 
tising Consultant, Oakland, billed 
$81,700 in 1956, of which $66,700 
represented capitalized fees. Com- 
parable figures for 1955 were $37,- 
357 and $24,357. In June Control- 
A-Dor was added. No accounts 
were lost. Billings breakdown: 
Business papers 90%; newspapers 
5%; magazines 5%. It has two 
employes and forecasts 57 billings 
will be about the same. 


Coleman Todd & Associates, 
Mansfield, O., billed $858,747 in 
1956, of which $104,442 represent- | 
ed capitalization of fees. In 1955 
comparable figures were $797,670 | 
and $130,880. It added three ac-| 
counts: North Electric Co.; Pitts- 
burgh Crushed Steel and subsidi- 
aries, and Lonergan Manufactur- 
ing division. It lost Hausted Mfg. 
Co. and Midwest Houses. Media 
breakdown: Business papers 85%; 
newspapers 10%; magazines 3%, | 
and farm publications 2%. It has 
16 employes and figures °57 will 
be about like °56. 


Town Advertising Associates, | 


Hackensack, N.J., billed $538,517) capitalized fees. Comparable fig- 
in 1956, of which $65,866 repre-| ures for 1990 were »2v9,644 and 
sented capitalized fees. In 1955, | $97,466. It added Smoker Lumber 
comparable figures were $528,560 | Co.'s mobile home division and 
and $72,722. No significant ac- Sprague Devices. It lost none. Me- 
count changes were reported, nor| dia were distributed as follows: 
does the agency report a media/| Business papers 55%; newspapers 
breakdown. It has 17 employes|1%; magazines 2%; farm publi- 
and estimates that 1957 will be/ cations 2%, and other 40%. It has 
about the same as 1956. seven employes and looks for a 
gain of 10% in 1957 volume. 

Tri-State Advertising Co., War- : 
saw, Ind., billed $240,443 in 1956, W. L. Vomack Inc., Brooklyn, 
of which $100,270 represented | N.Y., billed $401,668 in 1956, of 
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which $366,668 represented capi-| Muriel Wageman Advertising, 
talized fees. In 1955, comparable Chicago, billed $415,000 in 1956. 
figures for the agency were $369,- In 1955 the agency billed $406,000. 
850 and $299,850. During 1956, it Billings were spent this way: Ra- 
added Skylark Originals, Walter 

AND ILLUSTRATIONS @ 
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Field Co. and Life Study Fellow- 
ship. No account losses were re- 

There's nothing like the monthly Clipper fer 
fest layout in emergencies. BIG NAME firms 


ported. Billings breakdown as fol- 
lows: Direct mail catalogs 93%;! 

that you know depend on the Clipper for Clip- 
Art. Free ple. No obligation. Address... 


magazines 4%; newspapers 1%; | 
MULTI-AD SERVICES, INC. 


radio %% and point of sale %%.) 
Box 806M Peoria. Illinois 


It has four employes and expects 
1957 volume will be up about 15%. | 


ie 


©Woman’'s Day, Inc. 


( Advertisement ) 
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dio 80% and tv 20%. No accounts 
were added or lost during the 
year. The agency employs two 
people and uses services of sev- 
eral parttime persons. A slight 
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WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 


in_all prone: pel advertising centers 


billings increase is expected in 
1957. 


Wark Associates, White River 
Junction, Vt., billed $74,884 in 
1956, compared with $28,024 in 
1955, with no capitalized fees 
shown in either figure. It added 
Basin Harbor Club, Bromley Ski 
Area and Vermont Plastics. It lost 
none. Its billing divided as fol- 
lows: Newspapers 60%; magazines 
25%; radio 5%; business papers 
8%; farm publications 1%, and 
other 1%. It has three employes 
and estimates ‘57 billings will be 
up 50%. 


Paul C. Warren Advertising, 
Cleveland, billed $439,013 in 1956, 
of which $109,013 represented 
capitalized fees. The computation 
is based on only the last nine 
months of the year. For the fiscal 
year 1955, covering the twelve 
months from April, 1955, through 
March, 1956, figures were $573,- 
106 and $163,106. The agency add- 
ed the May Co. department store 
|}in November. Its media billing 


breaks down as follows: Televi- 
sion 50%; radio 22%; newspapers, 
12%; outdoor 8%; transit advertis- 
ing 5%, and magazines 3%. The 
agency employs seven people 
and expects 1957 volume to be 
about the same as 1956. 


Weintraub & Associates Inc., 
St. Louis, billed $605,000 in 1956, 
of which $190,000 represented 
capitalized fees. Figures for 1955 
were $415,000 and $65,000. Two 
accounts were added during the 
year: Site Oil Co. and Don Adams 
Inc. (Muntz TV), both in June. 
No accounts were lost. Billings 
were split as follows: Radio 50%; 
television 25%; newspapers 20%; 
outdoor 4%, and magazines 1%. 
The agency employs ten persons 
in one office. Billings forecast is 
for a 25% rise this year. 


Wendt Advertising Agency, 
Great Falls, Mont., billed $344,460 
in 1956, of which $84,685 repre- 
sented fee capitalization. Compa- 
rable figures for the agency in 
1955 were $323,080 and $74,823. It 


channel 12 
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added Graham & Ross at year end, 
lost none. It has six employes and 
anticipates a 15% gain in ’57. 
| 

Lee Wenger & Associates, San 
Francisco, billed $244,958 in 1956, 
of which $167,793 represented 
capitalized fees. It added Automo- 
tive Engineering Co. in Septem- 
ber, California Motorists Insur- 
ance in December, and Wyandotte 
Olive Sales Co. in November. Bill- 
ings breakdown: Newspapers 
60%; magazines 8%; radio 25%; 
television 5%, and outdoor 2%. 
It has six employes and forecasts 
a 20% gain in volume for 1957. 


Weston Associates, Manchester, 
N. H., billed $184,000 in 1956, of 
which $63,000 represented capi- 
talized fees. No comparable fig- 
ures are available for 1955. Dur- 
ing 1956 the agency added Great 
American Plastics, Manchester 
National Savings Bank, and MKM 
Knitting Mills. Billings were di- 
vided as follows: Newspapers 
about 25%; magazines 10%; radio 
20%; tv 5%; outdoor 4%; business 
papers 30%, and point of sale 
6%. It has seven employes and 
expects a larger volume of busi- 
ness in 1957. 


Whitehead & Sprague, St. 
Louis, billed $175,000 in 1956, 
compared with $160,000 in 1955. 
No accounts were added or lost. 
Billings were allocated as follows: 
Business papers 90%, newspapers 
5% and direct mail 5%. The agen- 
cy employs four persons in one 
office. 


Thomas C. Wilson Advertising, 
Reno, billed $634,649 in 1956, of 
which $319,040 represented capi- 
talized fees. In 1955 comparable 
figures for the agency were $662,- 
016 and $313,759. During 1956 it 
added Sierra Pacific Power Co., 
Town House Motor Lodge, and 
Nevada Department of Economic 
Development. It lost Bonanza Air 
Lines. Within the year, the agency 
gained, and subsequently lost, 
Crescent Creamery Co. Billings 
were spent as follows: Newspapers 
68%; magazines 3%; radio and tv 
17%; outdoor 7%; business papers 
2%; other 1%, and farm publi- 
cations and transit advertising, less 
than 1%. It has 12 employes and 
expects 1957 volume to be up 20%. 


William Winter Advertising, 
Portland, Ore., billed $271,075 in 
1956, of which $159,243 rep- 
resented capitalized fees. In 1955 
the agency billed $54,137 in com- 
missionable space and time. Of 
the 1956 volume, $6,500 represents 
Canadian billing. The agency has 
five employes. 


Len Woolf Co., Los Angeles, re- 
ports 1956 commissionable bill- 
ings of $239,133, compared with 
$150,050 in 1955. It lost Filon 
Plastics Corp. at year’s end. Di- 
vision of media was: Newspapers 
40%; business papers and supple- 
ments 20%; magazines 15%, and 
point of sale 5%. The agency has 
eight employes and forecasts a 
25% rise in 1957. 


George Wilfred Wright Agency, 
Elizabeth, N. J., billed $10,000 in 
1956. It neither lost nor added ac- 
counts. Its media breakdown is: 
Magazines 50%; transit advertis- 
ing 40%, and newspapers 10%. Mr. 
Wright notes his agency is a 
“small personal service one, with 
a few accounts,” and estimates 
1957 will be about like 1956. 


Wyckoff & Associates, San 
Francisco, billed $498,983 in 1956, 
of which $399,983 represented 
capitalized fees. In 1955 compara- 
ble figures were $343,918 and 
$239,839. Three accounts were 
added during the year: Salinas 
Valley Savings-Loan Assn. (Sep- 
tember), Redwood Thrift & Fi- 
nance Co. (May) and Simpson 
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Bible College-Western Baptist 
Bible College (January). Eureka 
Federal Savings & Loan was lost 
in April. Media breakdown: News- 
papers 4%; magazines 7%; radio 
9%; television 6%; outdoor 2%; 
business papers 5%; farm publi- 
cations 3%; transit 1%; point of 
sale 1%; other 62%. The agency 
employs seven persons and pre- 
dicts a 30% rise in °57 billings. 


Wyman Advertising, San Fran- 
cisco, billed $466,711 in 1956, of 
which $405,232 represented capi- 
talized fees. The comparable fig- 
ures for 1955 were $356,738 and 
$294,053. In January the agency 
added Can’t Bust Em (work 
clothes); in November, Financial 
Indemnity Co.; and in December, 
Bonnie Dog Food Co. (Sassy cat 
food). In January, 1957, Columbia 
Geneva division of U.S. Steel 
Corp. became a client, with the 
agency handling collateral adver- 
tising on one product. One client, 
California Development Organiza- 
tion, went out of business during 
the year. The agency placed its 
billings as follows: Newspapers 
34%; magazines 23%; business 
papers 19%; radio 15%; television 
7%, and farm publications 2%. 
It has nine employes and expects 
its volume to increase 30% in 
1957. 


The Yount Co., Erie, Pa., billed 
$626,652 in 1956, of which $200,000 
was in capitalized fees. In 1955, 
the agency billed $576,873, includ- 
ing $160,000 in fees. Last year, 
Yount added no major accounts 
and lost none. It spent billings like 
this: Television 30%; radio 25%; 
newspapers 20% ; outdoor 20%, and 
business papers 55%. Yount had 
two partners and three employes 
last year and expects 1957 billings 
to be about the same as ’56. 


John Marshall Ziv Co., Chicago, 
billed $370,440 in 1956, of which 
$213,440 represented capitalized 
fees. In 1955, comparable figures 
were $341,754 and $173,453. Dur- 
ing 1956 the agency added DuKane 
Corp. and G. J. Liebich division of 
National Chemical & Manufactur- 
ing Co. Billings were divided as 
follows: Magazines 70%; newspa- 
pers 10%; business papers 10%; 
classified telephone directories 
5%; radio and television, 2% each 
and point of sale 1%. It has 5 em- 
ployes and expects its 1957 volume 
to be up about 22%. 
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2nd Largest Market in the Northwest 


Hundreds of millions of dollars spent and 
proposed—TACONITE 
Towns—SEAWAY—New Payrolls 


To reach and sell this vital market your 
best buy is WOSM.TV 


Top TV at the Top of the Nation 


WDSM-TV 


NBC — CHANNEL 6 
A 3 BILLION DOLLAR MARKET 


Duluth & Superior 


Alfihated with Duluth Herald and News Tribune 
> «Perens. Gairrin. Woopwarp. «; 
Ecchumve Natwonel Representatives 
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Bi h s 7 full and complete settlement. The|the company had turned down the | year. However, total liabilities rose 
10W, Cc el e er ec 0 Ings case is now on appeal before the suggestion, it began using the|to $1,119,000, compared with the 
Illinois appellate court. theme in its advertising during | 1955 total of $815,000. There were 


In New York, the state supreme 1950. none considered to be of any real 


Highlighted Turbulent Agency Year court on April 11 dismissed a $1,-| In dismissing the suit, Judge Irv-| size, each individual failure being 


500,000 suit previously filed by ing Levey said he placed “very 


rite Brayton W. Castle against the little, if any, credence” in the pres- 
“New York, Feb. 20—The adver-|for commissions on the American | American Tobacco Co. The plain-| entation claim because the plaintiff 
tising agency operations picture for Airlines account. But the 1956 rul- | tiff, a former sales manager for the | could not prove it. 
1956 was highlighted by the dra-| ing upheld the validity of a termi- |Chicago Elevated Advertising Co., 
matic disappearance from the/nation agreement signed 10 years|contended that he had suggested|* Advertising agency bankruptcies 
scene of two organizations, each|earlier and maintained also that| the phrase “Be Happy-Go-Lucky” | during 1956 totaled 31, according to 
of which figured with some degree | payments of $6,075 made by the|to the cigaret manufacturer in| Dun & Bradstreet, exactly the same 


f fl : 5 
pay a in the news of|agency to Mr. Willis represented 1933, and also claimed that while|number recorded the previous See Page 69 


On June 30 The Biow Co., built 

‘ by Milton Biow from a one-man 

: operation in 1918 to an agency that} - 

kee billed some $50,000,000 in 1953, 

$a closed its doors. Its 1955 billing 

total of $45,000,000 had ranked it in 

19th position among the nation’s 

: agencies, but losses of accounts to- 

' talling some $25,000,000 in billings 

late in 1955 and early the following 

year, started the spectacular nose- 

dive that ended in the mid-year 

folding. 

The exodus was started by Pepsi- 

Cola, which took its $6,500,000 

business to Kenyon & Eckhardt in 

December, 1955. In rapid succes- 

sion Whitehall Pharmacal, Ameri- 

can Home Products and Philip 

Morris decided to place their busi- 

ness elsewhere, while a maneuver 

aimed at landing Schlitz caused the 

agency to resign the Ruppert Beer 

account, although the Milwaukee 

brewer finally was not accepted by 

. Mr. Biow because “the contract 

: specified a man who was to work 
on the account.” 


® Scheideler & Beck was the other 
newsworthy agency to cease op- 
eration during 1956. The organiza- 
tion began as Scheideler, Beck & 
Werner in 1951, and its principals 
were drawn from the Duane Jones 
Co. It began making the big head- 
lines when, a year later, Duane 
Jones instituted a $4,500,000 law- 
suit, claiming conspiracy to destroy 
his own agency and naming the 
new agency among the defendants. 
t In October, 1952, the New York 
i County supreme court jury handed | 
down a verdict in favor of Mr.| 
oe Jones, which was subsequently | 


supported on appeal to the appel- oe 
late division of the same court and, | 
on Jan. 7, 1954, by the court of ap- Z 
peals at Albany. te 
This highest New York state} en 
ie court cleared SB&W of any in-| ee 


volvement, but leveled the $300,000 | 


damages originally awarded in the} 
first trial against eight individuals, | 
including Messrs. Scheideler, Beck 
and Werner, all of whom had been 
at one time affiliated with the 
Jones agency. 


s The new agency had billed $5,- 
800,000 in 1952, went to $6,300,000 
two years later and was down to 
$5,247,000 in 1955. But early last 
; year, its big account, Manhattan 
s Soap Co., transferred all of its 
stock to Purex Corp. of South Gate, 
Cal. This proved the end of the line 
for SB&W, for Purex soon moved 
the $3,000,000 Sweetheart account 
to Weiss & Geller, Chicago (now 
Edward H. Weiss & Co.). 

The trend toward merger in the 
agency field went somewhat into 
reverse last year. ADVERTISING AGE 
reported a year ago there were 
more than 50 mergers and consoli- 
dations in 1955, whereas only 38 : 
such transactions were recorded rea aaenen 
during 1956. As in the previous 12- 9 
month period, there were well over rm 
100 reports of formations, liquida- 
tions, closing, name changes and 
reorganizations during 1956. 


we’ve 
just made 
a new woman 
out of 


ea major lawsuits ee the If you haven’t seen WOMAN’S Day since the operation, you’re —_ new dishes she never dared before (and she’s still managing to : 
On Jone te Ghicegs judge re.| i” for @ pleasant surprise. get out of the kitchen earlier). She’s doing fabulous things with 
versed an earlier recommendation The book has a whole new visual format. New covers. New the house. She’s got the neighbors wondering how in the world 


of a master of chancery which layout techniques. New type. New everything. And the im- she can entertain so i . 
would have awarded more than graciously on her husband's salary. And 


t provement in eye-appeal is enormous. she’s never managed the kids so effortless} 
1,000,000 to P. P. (Pete) Willis. . ; P , y- 
$ ” vo Most important of all is the new woman you'll find in WOMAN’S But see for yourself. Get the new WomaN’s Day 


a Wis cult eguiast Mutant & Day. She’s living it up on every page. She’s going in for exciting —the February issue—now at your A&P. 
Ryan claimed that such an amount Woman's Day 
was due him under a 1938 contract 
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well under $100,000, 

A new trend in the agency field 
observed last year concerned the 
establishment of public relations 
subsidiaries by some of the lead- 


ing organizations in the business.) 


Notable were McCann-Erickson’s 
Communications Counselors, 


ROCKY MOUNT 


Business Is Better Than Ever... in. 
NORTH CAROLINA 
Per Cont Retail Sales 
a i ly Food Sal 
One of eo  &. largest cities in the State. 


Sell in this rich market through advertising 
in one medium offering complete coverage. 


FREE! New Grocery Route List 


available te manufacturers and distributors 


THE TELEGRAM 
Evening and Sunday 
Nationally Kepresented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in ol principal advertising centers 


launching of General Public Rela- 
tions by Benton & Bowles and the 
establishment of Compton Service 
Associates by Compton Advertis- 
ing. 

On the international front, agen- 
cies expanded in many directions 
during 1956. Kenyon & Eckhardt 
organized a new international di- 
vision and opened an office in 
Mexico City. McCann-Erickson 
opened its fourth German office 
in Dusseldorf. 


lished its own offices in the Philip- 
pines and Japan. Young & Rubicam 


bought out a Puerto Rican agency, 


stine & Osborn opened its first of- 
| fice outside of the United States— 
|in Toronto. 

On Feb. 1 of this year, Gotham- 


an agency in New York, Continen- 
tal Advertising & Marketing Agen- 
cies. 

A detailed tabulation of month- 
by-month agency news during 1956 


may be found in an additional | 
| story in the adjoining columns. 


| “Wall Street Journal’ Boosts 3 


The Wall Street Journal, New 
York, has appointed Robert Bot- 
torff, executive editor. Warren H. 


Phillips, formerly managing edi- | 
| tor of the Journal’s Midwest edi- 
®# J. Walter Thompson Co. estab-| tion, was named to succeed Mr. 


Bottorff as managing editor in 
New York. John A. McWethy has 
been promoted from _ assistant 


Zerbe-Penn. Batten, Barton, Dur-| managing editor to managing edi- 


tor of the Midwest edition. 
Pearson Rejoins OAI 


Joseph W. Pearson, formerly a 


| Will Burgess & Co. and Waterston 


|Viladimir Advertising opened an! partner in Todd & Pearson, New 
office in Puerto Rico—its first out-| York, outdoor advertising sales 
post outside the continental United | representative, has rejoined Out- 
States. And in a reverse twist, 11| door Advertising Inc. as an ac- 
European advertising agencies or-| count executive in the Detroit of- 
ganized themselves into a combine} fice. He was with OAI from 1952 
last month and moved to establish | to 1956. 
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Agency Openings, Closings, Mergers 
and Other Reorganizations During 1956 


January | 


| 


} 

Off to a flying start went the! 
year’s mergers as the shift of a 
$1,000,000 account, Tastee Freez) 
Corp. from Maurice B. Silverman, 
was followed by absorption of the 
old agency, by the new, Russel M. 
Seeds Co., Chicago. . . In New York, 


& Fried joined to form Waterston 
& Frisch ... Marvin Sherres closed 
his own New York agency to bring 
his 15 accounts into Norman D. 
Waters & Associates . Hall- 
Mitchell Advertising Agency was 
formed in Costa Mesa, Cal., by 
merger of Paul J. Mitchell Adver- 
tising Service and Donald Haven 
Hall Advertising Agency .. 
agencies going into business during 
the month included Paul B. 
Thompson Inc., San Francisco. . 
Durkin & Rader, Chicago .. . Vic 
Maitland & Associates, a father 
and son operation in Pittsburgh. 
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Baltimore's old “mud stadium” built in 1921, 


wos called a “white elephant’, 


seldom used. 


it was so 


Baltimore's new doubledeck stadium 
is today the home of the American 


To Sell the N mi leon, Use The Paper 
More Than Half The New Baltimore Reads! 


*ve been thinking of Ballti- 


If you 
more as 


“Old Line Town” now’s the time to 


change. 


Changed. Baltimore is definitely a “big 
league”? market. 


A new =§ stadium, 


just an_ ultra-conservative 
Because Baltimore Has 


News-Post! 


new industrial 


plants, new shopping centers, new res- 
indential areas, new people, new buy- 
ing habits! And most important to you 


«+ hew 


more than half of Baltimore’s families 
read the News-Post, ABC figures con- 
firm this fact. 


REPRESENTED NATIONALLY BY HEARST ADVERTISING 


reading habits. Today . 


SERVICE INC.— OFFICES IN 


Yes . .. Baltimore Has Changed. So 
when you’re planning your advertising 
in this market during 1957, (if you 
are not already using the News-Post) 
may we suggest you change . . . to the 


a 


First in the Heart of Maryland 


15 PRINCIPAL CITIES 


February 


A quiet month, with no mergers 
announced .. . Four new agencies 
opened shop: Shrout Agency, Chi- 
cago... Mitchell, Murray & Horn, 
San Francisco . . . Stalker-Gross- 
man, Youngstown ... and a new 
advertising division of the Tulsa 
public relations organization, Ben- 
ton Ferguson & Associates. 


March 


David J. Mahoney sold his or- 
ganization to MacManus, John & 
Adams, to assume the presidency 
of Good Humor Corp. . . Also in 
New York, Chester Gore Advertis- 
ing, in business over a period of 
only nine months, and Harry Ser- 
wer Inc., which opened operations 


‘| in 1920, merged to form Gore-Ser- 


wer ... Richard K. Manoff Inc., 
headed by a former vp of Kenyon 
& Eckhardt, New York, started 
business with what was called a 
“near $2,000,000 account,” Welch 
Grape Juice Co., which had been 
with K&E... In Buffalo, Ad Busch 
Inc. opened shop... Burton, 
Brophy & Rytting went into busi- 
ness in Salt Lake City .. . Green- 
ville, S.C., witnessed the birth of 
Ted Outlaw Advertising Agency 

. E. David Beatie Advertising 
was set up in Fresno by a former 
general manager and sales man- 
ager of KVVG ... In San Francis- 
co, Charles K. Walden, who had 
been an account executive with 
Honig-Cooper Co., established 
Western Productions-Charles K. 
Walden. 


April 


Following the dramatic loss of 
some $25,000,000 in billings in a 
six-week period when it was 
known as Biow-Beirn-Toigo, The 
Biow Co., New York, was reported 
as planning to close its doors per- 
manently as of June 30. Milton 
Biow, agency head who only 60 
days earlier had allocated $1,000,- 
000 to be used to strengthen the 
operation, announced that he was 
giving three months’ notice of 
closing “to give the company’s cli- 
ents and its personnel all possible 
time in which to make other 
plans.” At 63, Mr. Biow had seen 
his agency climb from a one-man 
organization to a peak annual bill- 
ing of $50,000,000 .. . Also in New 
York, DuFine-Kaufman, after 
eight years, was taken over solely 
by Irving H. DuFine, with ex-part- 
ner Herbert Kaufman having sold 
his interests . . Duggan-Phelps 
Advertising, Chicago, closed up 
shop ... In the same city, Ladd, 
Southward & Bentley was formed 
through merger of Ladd, South- 
ward, Gordon & Donald with 
Bentley & Co. . . Jordan Co., Los 
Angeles, merged into Hixson & 
Jorgensen . . . Compton Advertis- 
ing, New York, acquired the busi- 
ness of another Los Angeles agency, 
W. H. Hunt & Associates .. . Bar- 
ber & Kerr was formed in Jenkin- 
town, Pa. . . Charles Stone and 
Rudy Simons, both former account 
executives of Simons-Michelson, 
opened Stone & Simons Advertis- 
ing, Detroit . . In Manchester, 
N.H., Kevin R. Cash hung out the 
shingle of Cash Agency . . . Robert 
Lee Miller Advertising was opened 
in Houston by a former agency 
owner and weekly newspaper pub- 
lisher in Lima, Peru. 


May 


Canada broke into the merger 
picture with the formation of Me- 
Connell, Eastman, London, Ont., by 
McConnell, Eastman & Co. and 
Stewart-Bowman-Macpherson . 
George W. Stout Inc., New Castle, 
Ind., reported its approaching mer- 


ger with Applegate Advertising 
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Agency, Muncie . . . Liabilities of 
$18,886 and no assets were listed 
by David Advertising Co., New 
York, in its bankruptcy petition . . . 
In Santa Monica, Stafford Agency 
bought out Kett Advertising Agen- 
cy ... Elm City Advertising Agency 
was formed in New Haven by A. A. 
Forrestt, a former advertising and 
sales promotion manager of the 
electrical division of Olin-Mathie- 
son Chemical Corp. . . Olsen & 
Gustavson Advertising opened its 


. . . Peterson & Kempner, a 30- 
year-old New York agency with 20 
accounts billing some $1,000,000, 
announced its closing as of Sept. 1, 
coincident with the retirement of 
president Henry Kempner .. . Lee- 
ford Advertising Agency, New 
York, dissolved .. . New agencies 
included Lord & Plackard Adver- 
tising, Dallas ... Time & Copy, 
Memphis .. . Peter Hurst Adver- 
tising, San Francisco . . . Hopkins, 
Patwell & Associates, Chicago. 


87,569 combined Total Circulation! 

86,827 combined Kansas Circulation! 

42,606 combined City Zone Circulation! 

74,497 combined Retail Trading Zone Circulation! 


muscles that can do a real 
job for you in Kansas! 


The Topeka Newspapers pack a hard, sales-sure wallop 


in Topeka and Topeka’s 21-county drive-in market. And 
what a fertile sales-territory this is . .. with new highs set 
in 1956! Buying power reached a staggering $664,400,000 
... retail sales rose to $520,154,000! Remember—you can 
count on the Topeka Newspapers for effective, rewarding 
coverage of this market. 


doors in Fort Lauderdale, Fla. . 
Joe Connor Advertising bowed in 
Oakland, Cal... Counsellors Group August 

started life in Doylestown, Pa... , 

Nicholas Andrews, who had oper- hagpaawads — af last through 
ated a Chicago art studio, formed the summer, with various mergers 


Andrews Advertising Agency in 
that city . . . In the same commu- 
nity, Robert E. Kilbride Co. was 
launched by the former director of 


and affiliations in the news... 
Calkins & Holden, New York, ac- 
quiring the Boeing account, an- 
nounced an association with Fred- 


SELL TOPEKA AND YOU’VE SOLD KANSAS 


publications and advertising for|¢Tick E. Baker & Associates, 
American Finance Conference. Seattle, for the purpose of servic- 
ing the new business . . . Standart, 
June O’Hern & Lane Advertising Agen- 
cy came into being in Kansas City, 


TOPEKA DAILY CAPITAL - TOPEKA STATE JOURNAL 


(Represented Nationally by Capper Publications Offices) 
New York - Cleveland - Chicago - Detroit - Topeka - San Francisco - Los Angeles 


One of the largest advertising 
agencies operating in upstate New 
York was formed when Woodward, 
Voss & Hevenor resulted from a 
merger of Hevenor Advertising 
Agency with Woodward & Voss... 
Kaplan Agency, New York, became 
a division of Lewin, Williams & 
Saylor, with Alvin Kaplan, head 
of the former for 12 years, named 
president of the division and a di- 
rector and senior vp of the latter 
. . . Sanger-Funnell, New York, 
acquired Walter Taegen Associates, 
an industrial and trade advertising 
service ... Wilson, Markey & Eng- 
land, San Francisco, dissolved .. . 
Lou Kashins Advertising, New 
York, affiliated with Reed Adver- 
tising, same city .. . In Chicago, 
Collins & Hart and R. M. Loeff 
Advertising merged .. . McCarty 
Co., Los Angeles, opened its sev- 
enth office through a merger with 
Goebel Co., Phoenix ... A flock 
of new agencies came into being: 
Martin K. Speckter & Associates 
was formed in New York by a for- | 
mer vp of Bozell & Jacobs .. .| 
Revill J. Fox resigned a partner- 
ship in Rippey, Henderson, Kostka 
& Co., Denver, to open his own 
shop, taking with him the account 
of Adolph Coors Co., beer and 
malted milk ... Charles F. Hutch- 
inson started an agency under his 
own name in Boston after having 
been exec vp and general manager 
of Chambers & Wiswell. . . Tower 
Associates was formed in Youngs- 
town, O., by William Farragher 
and Jack Pressly . . . Thomas H. 
Collard, art director of BBDO, San 
Francisco, resigned to join Arthur 
Stacey, former vp of Walker En- 
graving Corp., to set up Creative 
Advertising & Production in the 
Golden Gate city .. . Edward H. 
Culver left Meissner & Culver to 
form Culver Advertising, Boston 
... In Buffalo, Taplin Advertising 
Associates opened its doors . 
Nelson-Willis, Minneapolis, an- 
nounced it would split July 1, with 
president Lloyd W. Nelson return- 
ing to Lloyd William Nelson Ad- 
vertising and exec vp Herbert A. 
Willis forming Herbert Willis & 
Associates. 


July 


Summer doldrums set in and no 
mergers were reported this month 


SALISBURY 


NORTH CAROLINA 


Let us 


PROVE IT 


Your test advertising will prove its effec- 
tiveness in the O MARKET in North 
Carolina served by ONE NEWSPAPER. 


Generous Merchandising Service 
WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 
in all principal advertising centers 


Flip your TV or radio dial to almost any station, and you'll 
meet America’s newest filter cigarette— Hit Parade. Keynote of 
this saturation “spot” campaign is a bouncy jingle which sings 
out the theme, “... tobacco so fine, so rich, so rare, your taste 
can’t tell the filter’s there.” Newspaper advertising also helps 
spread the good word about new Hit Parade cigarettes—made 
by The American Tobacco Company. Have you tried ‘em yet? 


LOOK . 
Ax Eagle Verithin made this 
whole mere—and hepte 

© arp potet Try that with any 
then 4 


An Eagle Verithin made all 

these numbers and kept @ 

sharp point! Try that with any 

other red pencil! 
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- ms 93 94 9S An Eagle Verithin made all 
this line (there's 34 ft. of it) 
and kept a sharp point! Try 
that with any other red 
pencil! 
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Serene 
ee ks | | 
Scribbles, doodles, and assorted “hen scratchings” make a lot 
of sense in this new two-color campaign for Eagle Verithin 
red pencils. As one ad says, “Look! An Eagle Verithin made 
all this line (there’s 34 ft. of it) and kept a sharp point. Try this 
with any other red pencil!” Punch line follows scribbles, “This 
is the point: Eagle Verithin is the one red pencil that really 
stays sharp.” Quarter-pagers run in The Saturday Evening Post. 


The most famous label a woolen can wear is Forstmann. And 
this— surveys say—is the label that more retailers choose to 
display on women’s suits and coats than any other. But to help 
Forstmann sell even more yards of fabric, manufacturers must 
sell more Forstmann-labeled coats and suits. What’s doing it? 
A new campaign in fashion magazines for this new client, selling 
finished garments directly, selling Forstmann fabrics indirectly. 


— ~ a es 


A brilliant European poster technique goes Yankee in this 
colorful campaign for Niagara Mohawk Power Corporation. 
Created to show businessmen the visual and industrial attrac- 
tiveness of Upstate New York, each ad features a different 
section of this booming area served by Niagara Mohawk. Series 
runs in leading business and financial publications. Ads ask 
for reader response ...and get it. Prepared by BBDO Buffalo. 


BATTEN, BARTON, DURSTINE & OSBORN, INC., ADVERTISING 


NEW YORK - ATLANTA + BOSTON + BUFFALO + CHICAGO « CLEVELAND - DALLAS + DETROIT + HOLLYWOOD - Los ANCELES «. MINNEAPOLIS 


* PITTSBURGH + SAN FRANCISCO - SEATTLE + TORONTO 
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following merger of Standart & 
O’Hern and Richard A. Lane & Co. 

. Collins, Clayton & Richardson 
Advertising, Modesto, Cal., result- 
ed from a joining of Clayton & 
Richardson Advertising and Amer- 
ican Advertising Associates . . 
Atlanta welcomed Bearden- 
Thompson-Frankel & Eastman, 


TORONTO, CANADA 


Capita! Ci ot Ontario—Canada's Richest 

Province— ing One- ss of C 2 

Total Population and 42% of Reta 
—Blenketed by the 


TORONTO DAILY STAR 
—400,000 circulation (largest in 
Canada) 
—80% coverage of Toronto 


—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Mationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 


in all principal advertising centers 


Scott, born of two previous agen- 
cies ... Charles A. White Jr. & Co., 
Philadelphia, closed its doors.. 
Joseph Pedott Advertising Agency, 
Chicago, did likewise . . . As Amer- 
ican Tobacco Co. named Lawrence 


.|C. Gumbinner Advertising, New 


York, to handle its account, suc- 
ceeding M. H. Hackett Co., the 
latter agency announced its dis- 
solution . . . But, lots of new names 
came into the agency field, too, 
including W M S Advertising, 
Hartford .. . Cox & Grace, Detroit 
. King, Vehon & Wolf, Phoenix 
. Black & Co., Arcadia, Cal. 
Jan Gay, San Francisco .. . Flare 
Advertising Agency, in the same 
city . . . Ross Roy Ince. resigned 
eight accounts and closed its 8-year 
old Chicago office for “lack of 
business,” but its Detroit head- 
quarters was not affected. 


September 


Ralph H. Jones Co., Cincinnati, 
purchased controlling interest in 
Mumm, Mullay & Nichols, Co- 


. »|haupt, Milsom, Toronto . 


lumbus ... K. E. Shepard Inc., 
29-year-old Chicago agency, an- 


-|mounced a forthcoming consolida- 


tion with St. Georges & Keyes, 
New York, making it the third U.S. 
office of the New York agency... 
Also in Chicago, Richard I. Hirsch 
& Co. merged with H. M. Gross 
Co. . . Two Cleveland agencies 
became one with the merger of 
Gerst, Sylvester & Walsh and Ohio 
Advertising Agency, the combined 
operation functioning under the 
former name ... Many new agen- 
cies came into being, such as Breit- 
. Ben 
Potts & Associates, Hollywood . 
Holland & McKenzie, Boston . 
Advertising & Commercials, Chi- 
cago ... Nell Lee Litvak Advertis- 
ing, New York . . . Standart As- 
sociates, Detroit .. . Chernow 
Advertising Agency, New York. 


October 


Scheideler & Beck (originally 
Scheideler, Beck & Werner), New 


York agency whose principals fig- | Huntington . . 


Advertising Age, February 25, 1957 


ured in the famous Duane Jones! Agency, Cincinnati, to which was 


account conspiracy case that was 
finally decided against them in 
1954, folded. The four-year-old 
agency, starting life with a $300,- 
000 damages bill haunting its ex- 
ecutives, was unable to weather 
the loss of the $3,000,000 Sweet- 
heart account ... Frank J. Miller 
Advertising, Los Angeles, an- 
nounced it was becoming “inac- 
tive,” owing $188,399.45 and prom- 
ising to make monthly pro rata 
payments to its creditors . . . Beat- 
ty & Oliver, New York, revealed 
plans to close its doors Nov. 1.. 


.|Waterston & Frisch, New York, 
. .| dissolved, with Bertram W. Frisch, 


president, planning to open his own 
agency and Harry C. Waterson 
joining Norman D. Waters & As- 
sociates as vp and account exec . 
Conklin Mann Co., also New York, 
merged with Cunningham & Walsh 

. Other agencies growing from 
mergers included Guenther, 
Brown, Berne, Calkin & Withen- 
bury, Cincinnati . . . Grogan-Wiles, 
. Richard F. Peck 


than yoy 


* Mtagether bigger and differenter”> 


ight think! 


SALT LAKE 


Salt Lake City -gateway 


to a $2 billion market... 


Almost everything destined for use in che Intermountain West goes through 

Salt Lake City where bulk shipments are broken up and distributed throughout a 

four-state market. Making daily trips to che far corners of this 1/3 million person market 

to provide advertising support for the products distributed in this area are two great metro- 
politan newspapers: The Sale Lake Tribune and the Deseret News and Telegram. These two 
powerful salesmen reach virtually every home in Salt Lake City, 7 out of 10 homes in practi- 
. and 5 out of 10 homes throughout the entire four-state area 
with its 143 million persons. Put the combined power of these two papers to work for you. 


cally all of the State of Utah . 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


* Designated as one big Market by the Department of Commerce 
and the National Retail Drygoods Association. 


Think bigger about Salt Lake . . . It'll grow on you. 
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Salt Lake City is just 
the beginning of the 
Intermountain Market. 


Not 
just 
Salt Lake 


Not 
just 
Utah 


But... 


the entire 

4-state market 
with 1% mil- 
lion persons* 


DESERET NEWS ano 
Salt Lake Telegram (eveninc) 


1M MEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


merged S. Fabian & Associates . . . 
Watts, Payne-Advertising, Tulsa, 
joined by Ben Jumper & Associ- 
ates ...A high for the year was 
established this month for the for- 
mation of new agencies such as 
Bram & Associates, Chicago... 
Advertising Inc., Charlotte, N.C... 
Kenyon M. Lee, Miami .. . Jay 
Kaplan Advertising and Nathan 
Fein Inc., both New York (dissolu- 


tion of an earlier merger) .. . Ed- 
ward J. Scheaffer, Miami i 
Clifford Coch, New York . . . Ball 
.| Associates, Philadelphia .. . King 


& Rheaume, West Hartford, Conn. 

. . Diehl Advertising Co., New 
York ...Clay, MacCory & Sor- 
gatz, Miami . . . Burdick, Becker 
& Fitzsimmons, specializing in the 


..|ethical pharmaceutical field, New 


York. 
November 


In Chicago, Clarence H. Russell 
& Associates consolidated with 
Critchfield & Co. . . Louise New- 
man Advertising Agency, Oakland, 
Cal., merged with Ad Fried & As- 
sociates, same city ... J. P. Shelley 
& Associates shut its Los Angeles 
doors, with Mr. Shelley joining 
McCann-Erickson, Los Angeles . 
In the same community, Hill & 
Christopher Advertising Agency 
dissolved, with each principal 
forming his own new agency... 
In Philadelphia, John and William 
Maxwell, principals in Hutchins 
Advertising Co., confirmed reports 
that they would leave the agency 
the end of the year to form Max- 
well Associates, coincident with 
Hutchins’ scheduled loss of Phil- 
co’s consumer business ... New 
agencies this month were Monitor 
Advertising Agency, New York ... 
R. D. Lodders & Associates, Den- 
ver... Hoffman-Fried Advertising 
Agency, also Denver .. . Advance 
Advertising, Pasco, Wash... Henry 
S. Goodsett Advertising, Philadel- 
phia .. . Hansen-Choate Advertis- 
ing, San Mateo, Cal. 


December 


Ruthrauff & Ryan, New York, 
and Geare-Marston, Philadelphia, 
merged, with the Quaker City 
agency assuming the title of a 
division of R&R .. . Total billings 
of $32,000,000 resulted from the 
consolidation of Donahue & Coe, 
New York, and Arthur Grossman 
Advertising, Chicago, the move 
bringing about a change in the 
name of the midwest organization 
to Donahue & Coe Inc. (of Illinois) 
... The first agency in the United 
States to specialize in international 
advertising, J. Roland Kay, Chica- 
go, announced it was winding up 
its affairs and would be out of 
business prior to the end of 1957; 
costs of specialized services and 
facilities needed for handling for- 
eign market situations was cited 
as the cause .. . In Santa Clara, 
Cal., West United Advertising was 
formed from a consolidation of 
Waldron Advertising Co. with 
United Advertising, Denver . . 
Three agencies consolidated to 
form a new national operation: 
Cunningham & Walsh, Chicago; 
Brisacher, Wheeler & Staff, San 
Francisco; and Mayers Co., Los 
Angeles, and announced a new 
concept of operation by a national 
management committee. The com- 
bined operation meant a combined 
staff of about 500 people and total 
billings of some $50,000,000 ... 
William A. Hatch Inc. was opened 
in Baltimore by a former exec vp 
of Emery Advertising Corp. .. Sven 
Thornblad resigned as pr director 
of Hicks & Greist, New York, to 
open Sven Thornblad Sales Engi- 
neering Co. . . and suddenly it was 
New Year’s Eve. 


Vandivert to ‘Coronet ‘ 
Rod Vandivert, formerly with 


McCall's, has joined the New York 
sales staff of Coronet. 
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bas Offers Pickle Fork 


De Maen eee asa) | |" J. Heinz Co., Pittsburgh, is| 


serving fork as a premium to go 

== |with three varieties of its pickles. | 
= * | The fork will be offered, through | 
September, for 35¢ and the label 


st @ | for either Heinz cucumber pickles, 

; M2 «= sweet cucumber disks or kosher 
Procter & : ittetem, | Gills. Point of sale displays will be 
Gamble New Chioninot” used to publicize the offer. 


Bleaches out stains, wipes out germ8 | Canadian Group Elects Rudd 
Retire Other leading cleanser can! = Cc. J. Rudd, oe ama Aa sa of 


7 ' \offering a_ silver-plated pickle |§ 


| |CHUB, Nanaimo, has been elected 
= Xv president of the British Columbia 
, . ° at é Assn. of Radio & Television Broad- 


casters. 
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THIS IS ‘BILL’ ST. SURE—(Another W-G Salesman) 


William I. ‘Bill’ St. Sure is manager of our San Francisco office. ‘Bill’ has been with us 
since 1947 after spending two years with an advertising agency doing account work 
and space buying. Prior to that, ‘Bill’ spent several years with small town oe 
newspapers. His extensive experience explains the excellent job ‘Bill’ is doing. “Bil 
St. Sure, or any of our salesmen, will be delighted to work hard on any advertising 
problem you may have. Newspaper advertising gets immediate action! Advertise in 
newspaprs! 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building - ..Plaza 5-7028 ms -ssees. NEW YORE 
.. BO  ereaggerrerrr rrr. Superior 7-2485.... ees .... CHICAGO 
General Motors Buillding.... ... Trinity 3-6365 . dae ..... DETROIT 
Pee Liberty 2-5669 op 0s 0$00s encesseges BOSTON 
Fulton National Bank Building ‘ ... Jackson 3-8545 ... pedsuseenache ATLANTA 
318 Addison Building..... phwebncec deed . oe» Pramklim 65-8020... ....-.000eseens CHARLOTTE 
Russ Buliding , SmaRsh bond ¥00+8 .. Yukon 2-6028....... pecceeced SAN FRANCISCO 
Philadelphia National Bank Building..........Locust 7-4279.... 2... ...seceeees PHILADELPHIA 
U.S. National Bank Building................... Capital G-BEGB. ..cccccccccccccscccens TLAND 
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amet gets sks an tbs ate, leaner than any ordinary Cleanse 


DEAR COMET—Procter & Gamble says | 
Comet is “getting more fan mail| 
than a movie star!” The assertion 
is made in its introductory cam- 
paign starting in March in Better 
Homes & Gardens, Good House- 
keeping and McCall’s (AA, Feb. 
4). Compton Advertising, New 
York, is the agency. 


Calgon Uses Radio, 
Spot TV, Magazines 


in Ist-Half Drive | 


Cuicaco, Feb. 20—Calgon Cavs | 
ad plans for the first half of 1957 
call for a heavy magazine sched- 
ule, two NBC radio shows and spot 
tv in 36 cities. 

The Pittsburgh company’s mar- | 
keting programs for its household | 
products were outlined here by 
J. C. Weithaus, vp, in a report to 
Calgon brokers and zone sales | 
managers attending the annual | 
convention of the National Food 
Brokers Assn. 

Featured products will be Calgon 
water conditioner, Calgonite elec- | 
tric dishwashing detergent, Thanx | 
multi-purpose household cleaner 
and scented Calgon Bouquet for 
the bath. 

The radio campaign includes 26 
participations on the “Bill Good- 
win Show” and 26 on “Bandstand,” 
starting today. 


® In April, May and June, tie-in 
ads with washer manufacturers 
and fabric makers will run in) 
American Home, Better Homes & | 
Gardens, Ladies’ Home Journal, | 
McCall’s and Sunset Magazine. In| 
addition there will be copy for 
Calgonite detergent aimed at own- 
ers of dishwashers; this will run) 
in American Home, House Beauti- | 
ful, House & Garden and Sunset. | 

The Norge dispenser wheel that | 
adds Calgon to condition rinse 
water will be pushed in spot tv, | 
newspapers, direct mail and in 
page ads in Life, Ladies’ Home | 
Journal, McCall’s and The Satur- | 
day Evening Post. 

Ketchum, MacLeod & Grove is | 
the agency. - 


DAYTONA BEACH 


FLORIDA 


Population: New Metropolitan 
RE a HE 98, 
Florida’s Year "Round Resort 


DAYTONA BEACH NEWS-JOURNAL 


. Daytona Beach is an unusual 
test market; its thousands of 
visitors come from all over the 
U.S., Canada, Cuba and South 
America. Its Summer seasons 
now rival its Winters in tourist 


| wage +f : 

er $137,720,000 effective buy- 
ing income. 

Retail Sales, 1955, Metropolitan 
area, $116,200,000. 

A quality market index of 123. 
1955 totai advertising 17,169,628 


— 


ve * § 


lines. AD TYPOGRAPHERS ¢ LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO., 215 W. SUPERIOR ST., CHICAGO 10 


Represented by 

, Publishers’ Representatives 
lorida, in Florida | 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal odvertising centers 


Clarence B 


did you know ? 


There are seven floors of engraving and offset technicians at Superior. . . all for you! Step right up and see, 
open the door and take a look, man what a terrific layout! 178 eager, able 
Covered By | craftsmen who know how to please. They've been at it for over 30 years 
using the latest equipment and techniques always. You just can’t miss at Superior 
“¥ quality and price satisfaction is guaranteed! 


...call SUperior 7-7070 


DAY & von —_ 


ne ae Cire pee . ae I a sole pee Bega Se oka, ons. or gen i ase: I ates cabled I ia aS alegre te cana re eee oy Sey ee! oe aoe eo ae is Sere eC a pen Oe ge ae rere 
en “a sag ~ 6 ae ek os eg tae ees et eas Se a ms eo ee ae ares ee > oo a eee i 7 oe eau “te Sa i Dt + etl er elas Hae 
eer é : ‘ * 
5 es ° 4 
: es 
cy 
ee s 
ne 
oe 
iat, 
i - j ie Wee 
£ se . Mie: ; ie 
, ane . E _— sit 
~ mom tt me a ahah: 
, i ‘. ae 
os ) = Ase 
| 3 , ee ; . 
oy . ~ per t 
: “3 4 , 
a 2 ‘ om , ey 
: : 1 
S a { a 
tre ’ 4 es a- | 
ee eee ee eS ee is 
: E oe 
ae: 
; pp 
ie J 
us: 
’ oy 
: wag: a 
hy he 
, t ‘ 
= | 
os Pe | 
| 
. . 
7° A ml 
se: 
44. ox 
z | 7 “A a” r : 
' ze an 
} +4 4 = ee 
4 p Pas “ 3 ee) 
\y { . A 4 
‘ if , “ “ es 
oJ ; " / q : 
in a > ee 
is : 43 al 
F _ ak . 
~ son tae . 
. hel ' ba] R > pe: 
- J} 7 4} au! 
vi | - . aa by 
; . , Pa 
i | MH a » 3 ot 
s , y se 
i ’ - +4 or 
|] . 1 2 a3 Pp 
‘ - 4 i hac? 
nie any 
r 7s i a 
; . icf 
i ‘ j 
* _ é . 
Ul 4 | 
| fa 
' sh 
so ‘ 
' 
| " : 
4 bs 3h 
7 ; ee 
" } Pe as ee FS ee EE Le 
% { ag . 
| a Ps 
ig “ | ese 
| on 
= 
| 
} 
| 
‘ <0 
| \- 
ee se ee ai i 2 ans eg r gee ne on E iia iil ei 
eee enone ag i - = ugiier © Cra penn s tenis. . , 7 ie gl rs = phe Sg ne as ee eh ie “ # = eg 
er ee ante ae ee: a re eee eee oS ee. eer. eo ae. oe Pan. ear 
i = ae : ce Pe P< Sia E o eco ee ah ae 2° 9 eee <* a i oes Pbal! rod ae r 
fae eg ao ee ag eh site: gaat nage sai | 8 pela) po) oa eae 2 i aie eee ee oe ae NR Re ey: 
may oan Soper rea e aie meres : aR oa! ipa Sent Pokey ek he ef oe : Meee Ne Ds es | a oie, nes ee: iy a) 9 i Re ‘igs ee sm Sige. * Oct 6 ic eee Ge mieers 
Bed tee aa ee Ps ge er Se ee Sag Sa avi ee, ee ee ee ee RI ar ee hee est 3a ee Ree tia ld Sy) Cod a Bit fee eee ae Sr eed. eae Pek. SS a aries ote eee a 2 
ee ae Ge A ee 
be - ee ir - See OS Be a : we. : ae Ppa i : : 


158 


‘Chicago Tribune’ Names Two 

The Chicago Tribune has ap- 
pointed M. T. Tierney and L. F. 
Martin to its New York advertising 
office. With the Tribune more than 
20 years, Mr. Martin formerly was 
in the Tribune’s Chicago general 
advertising display division. Mr. 
Tierney also formerly was in the 
Chicago office. 


WPTV Appoints Blair 

WPTV, West Palm Beach, Fla., 
formerly listed by Venard, Rintoul 
& McConnell, has appointed Blair 


Television Associates, New York, 
as its representative. The station 
previously went under the call let- 
ters, WJNO-TV, and is owned by 
John H. Phipps Broadcasting Sta- 
tions. 


Bates Boosts Two in Media 
Charles E. Midgley Jr., assistant 
vp at Ted Bates & Co., New York, 
has been named manager of the 
agency’s media department, a new 
post. Albert J. Petcavage, who 
joined Bates in 1952, has been 
|/named a media supervisor. 


Daley Joins Publishers’ Rep 

G. Fred Daley has joined Mc- 
Askill & Herman, Miami Beach 
publishers’ representative, as a vp, 
and the company’s name has been 
changed to McAskill, Herman & 
Daley. Mr. Daley formerly was in 
the New York office of O’Mara & 
Ormsbee. 


Newspaper Boosts Osborn 

Loren G. Osborn has been named 
retail advertising manager of the 
Sun, Westerly, R.I. He joined the 
newspaper in 1947. 
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Quaker Tests New 
Blueberry Pancakes 
in St. Louis Market 


Cuicaco, Feb. 19—Quaker Oats 
Co. is using St. Louis as the initial 
marketing area for two additions 
to its frozen line—Aunt Jemima 
frozen blueberry pancakes and 
Aunt Jemima frozen buckwheat 
pancakes. 

Radio spots and b&w ads in the 
St. Louis Globe-Democrat and St. 
Louis Post-Dispatch are plugging 
the two new products with two 
older ones, Aunt Jemima frozen 
pancakes (plain) and Aunt Jemi- 
ma frozen waffles. The latter two 
items were initially marketed in 
November, 1955, and are now sold 
in St. Louis, Chicago and in Day- 
ton and Canton, O. 

The pre-baked products, pack- 
aged six to a package, are pre- 
pared by heating in a toaster. The 
six-pancake package costs about 
25¢ retail, while the six-waffle 
package sells for about 21¢. 

J. Walter Thompson Co., Chi- 
cago, is handling the account. e 


Ogilvy, Benson Names Three 
Martin Baker, formerly with 
Batten, Barton, Durstine & Osborn, 
and Joseph Freedman, formerly at 
Grey Advertising Agency, have 
joined Ogilvy, Benson & Mather, 
New York, as account executives. 
Frank Gianattasio, who joined the 
agency in 1952 as an assistant time 


buyer, has been named a time 
buyer. 
Hartogensis Moves Office 


Hartogensis Advertising Co., St. 
Louis, has moved to larger quarters 
at 10406 Manchester Rd., St. Louis. 


|| editors, 
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\New Book Weighs 
| Art Product of 


Cuicaco, Feb. 19—Admen who 
respond to Riesman, Mill, Lazars- 
feld and other analyzers of Ameri- 
can culture and social behavior 
should find plenty to interest them 
in “Mass Culture,” an anthology 
to be issued by the Free Press, 
Glencoe, Ill., on April 2 (560 
pages; $6.50). 

“Mass Culture” is a reader in 
the popular arts displayed by the 


|| American mass media, and most of 
| the contributors to it are admitted- 


ly people with axes to grind. The 
Bernard Rosenberg and 
David M. White, have gone for 
much of their material to the 
scholarly journals and “little mag- 


‘| azines,” in which a merry war has 


been raging over whether intellec- 
tuals should reject modern mass 
culture outright, or should give it 
their “critical support.” 

No final answer is given, though 
plenty are urged, and, by volume 
at least, the nays would appear to 
have it. Meanwhile, the reader 
gets a critical tour through all the 
media, lingering especially long in 
Hollywood, Tin Pan Alley and the 
tv network end of Madison Ave. 
Curiously, advertising itself gets 
comparatively short shrift, though 
it lurks powerfully in the back- 
ground as “prime minister in the 
kingdom of mass culture.” e 


91% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 


Gives you in The 
Haverhill ABC 
City Zone 


No combination of outside papers 
will give adequate coverage 
Retail Sales—$51,926,000 a new high. 
Sales—$17,885,000 a new high. 
World Shoe making center. 
Western Electric Co., Mfg. center. 
The trading zone — of 
110,488 is covered by the 
HAVERHILL GAZETTE 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Word-Griffith Co maintains offices 


G. McLoughlin 
Adv. Mer. 


1. 
2. 
3. 
4. 


in. all principol advertising centers 


—— 


Sawyer - Ferguson - Walker Company, National Representatives 
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PRAISEWORTHY—T'he use of a Japan- 

ese model in this Donmoor ad for 

boys’ shirts has brought plaudits 

from 300 to 400 readers across the 

country. Zlowe Co., New York, is 
the agency. 


Use of Oriental 
Model in Ad Brings 


Plaudits to Donmoor 


New York, Feb. 20—The use of 
an oriental model in a boys’ shirt 
ad has brought cheers from all 
over the country. 

A winsome Japanese lad in a 
Donmoor knitwear ad in the New 
York Times Magazine and The 
New Yorker in December so ap- 
pealed to readers that 300 to 400 
have written to praise the ad— 
with not one dissenting voice 
so far. 

Educators, authors, clergymen 
and the general public have writ- 
ten Donmoor in glowing terms to 
proclaim the ad “a contribution to 
democracy” and to maintain that 
such advertising “will do more for 
the encouragement of racial toler- 
ance than a dozen sermons.” 

One reader wrote, “In this land 
of many different national origins, 
it is good to see you presenting this 
fact in this way,” while one exu- 
berant man called the ad the 
greatest thing since the U.N. Sev- 
eral school teachers have reported 
they are posting the ad on their 
bulletin boards. 


® Donmoor’s agency, the Zlowe 
Co., says it probably will use rep- 
resentatives of other racial minor- 
ities in future ads, but “only if 
we find natural ways to use the 
idea. We do not want to commer- 
cialize it,” the agency told Apver- 
TISING AGE. 

No reference to the boy’s Japan- 
ese origin was made in the ad. 
Copy followed the same general 
tenor of other ads in the campaign. 
The headline reads, “Grandparents 
are the nicest people,” and the 


In CANADA 


39% of the 
English-speaking Families 
read 


The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 


The Waord-Griffith Co. maintains offices 


"copy starts: 


“Every day is like 
Christmas when grandma and 
grandpa visit—and doesn’t junior 
love it ... They pamper him no 
end, see pure genius in his ac- 
complishments, indulge him in the 
most delightful ways. And they’re 
likely as not to bring along another 
addition to his wardrobe of Don- 
moor cotton knits.” + 


Fairchild Book Discusses 
Children’s Wear Business 


The effective merchandising of 
children’s ready to wear is an- 


alyzed in a new book, “How to| 
Build an Infants’, Children’s &| 
Sub-Teens’ Business,” published | 
by Fairchild Publications, New 
York. The book is a revised edition 


of an earlier work by R. Duffy 


Lewis, vp and general merchandise | tions. The statement urges man- 
manager, Alexander’s Department | ufacturers to review their mar- 
Stores, New York, and Dorothy| keting policies “to assure their 
Stove, executive director, Infants’,| compliance with the letter and 
Children’s & Teens’ Wear Buyers| spirit of the Robinson-Patman 
Assn. | Act, particularly in the areas of 
The book explains how infants’| quantity discounts, promotional 
and children’s garments are made,| payments and brokerage pay- 
what garment features are impor-| ments.” The statement also ex- 
tant to customers and how to pro- | plains the act as it pertains to 
mote effectively on a limited bud- these three practices. 
get. Price is $6 per copy. 


Gilman Co. Reorganizes 


| Gilman Co., Chicago point of sale 
with Robinson-Patman display manufacturer, has reor- 


Grocery Manufacturers of |ganized under the name, Amour 


GMA Urges Compliance 


America has mailed out a “State- Gilman Inc. Frederic D. Amour is 
ment of Suggestions for Comply- president, and Howard J. Gilman | 
ing with the Robinson-Patman jis secretary-treasurer. Mr. Amour 
Act” to member-companies and formerly was a partner in Berger- 


to national distributor associa-' Amour, Chicago. ; 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Vi Key 
City Reached Th 
THE LYNCHBURG NEWS & ADVANCE 
(. Effective buying income 
$73,373,000. 
lity of oe — 110. 
i ion 53,880. 
ity zone popu t , f.] 


Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG 

GET OUR MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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PAGES OF ADVERTISING IN MAJOR SUNDAY MAGAZINES 


AMERICAN WEEKLY 


800 tT 


(1947-1956) 


In 1956 Parade ad revenue 


habit in more than 7 million homes 


1000 


THIS WEEK 900 


AMERICAN WEEKLY © 


500 


400 


300 


increased 17% — top per cent gain 
among major consumer magazines 


200 


1956 


ee erat ee en ne elon rn Cee Be oS ee Bi ge ne he iia i hire oe Phd 08 hy Se alten «5 Sialal 
eis mere & 8) on Sere rene nae SO RTC c= ial eat! ali a MRE sre Ie Seat ee a 
ee oes eee ans 5 eee ted eter eye TR es Be, Drees Suk pes Lia Bi clea hea ia cg Sh en — * lee Reem it el hee ee | 
eS i Oe ee ae ESS nN REE men lot ern 
ae 
eC 159 ee 
— 
| EE ———————— cia 
eed 
e rae 
a: 
« bm 
4 ine _ 
| | ” 
, 4 pe | ee & 
% » | . a 
, 4 
* ; \ Pe, 
x ¥ a ad eee a ena ae =? 
; 2% . : 
a 4 — = Aa 
: eg . sesso - = 
| aa is cow | : <P. 
, eel CE eee ee ee ee ee ee ae 
or , ss 5 
2 
Grandparents are the nwest people nee 
wer me OP RRTRAE when Cremdem end Cromdpe vier sod dem? ise 
dure be ee ee 8 ee oe eee my es 
' mtige bie in the mount GUNGRRTG mays. Aad tbes've What @ aut w teing ahng es 
‘ mete ee Re emirate of ume cote quite Pecos aed orem a 
i porcnte ithe share the kighnd rogned tus Moamemuts Chances nav that Gennlion ‘ 
i at) Wei dete Gikb be 
| ‘ 
Po 6. rae 
‘ ghee 
i . ah beaed 
ae ; " 
i 
; 
t 
bi | ee: Neg 
i po he: 
a _ ar 
. i> gts 2 
| | 4 * a 
ee ' a ae 
Ny nat 
— ee oe 800 ie 
an = ee 
— ie ve 
f iat 
— te = eee 
— THIS WEEK om. a 
: aa 
; ; 
| oe 
3 | wa 
a iu 500 —- Zz 
i wee 
3 | Se 
ita 
Ae ay 
: j ' 
: ; a 
oo 300 |-— —- = a 
fi ah 
3 ae 
; ee 4s 
. , Po : 
+ é i > 
, 200 |= _ | 
t : 
f t ae 
| —_—_—ccU[::. en nme in 
| a ot a 4 
; i - AS -“ 
\ Are ee y/ : 
— ‘ j 
} j wy 5 
. s —* ( * a 
=> “(t . — 
" - —— “2 
: >) Fae : 
} os =, ae >< y. 
r —_N ze Zt 
<> Pines 
—— Beth 2 r Srna 
es < z 6 
a ere : 
~ ~~ al , we a 
i 
i ac i ii a Se a bs ee oe Se ree ae : +c i: 
et ee airs fe, a ae ’ ) Sega Ati fed suc — oe pea geal te a a ig oe y ene ee SN Se ; a : ’ oy 
net ee ae ee Pg eS hes ae ok —— Me! ae ee ea Re Oe ie ee . a : 
ie woe ios St eee be DS: : SBN CS a Sot: BF oo ae Re RF Oy Sige peers hcg ilye Farr, Ch ©, (tees alana mee ee ee 
a eee ie > RII PE re enced ee rR MAN ag 8 ta 


160 


KYW-TV Names Nashick A.M. | 


E. Robert Nashick has been 
named advertising and promotion | 
manager of KYW-TV, Cleveland. | 
He joins the Westinghouse station | 
from WCKR and WCKT, Miami, | 
where he has been ad and promo- | 
tion manager since last April. Mr. 
Nashick also has held similar posts | 
with WGBS-TV, Miami, and} 
WXEL, Cleveland. | 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$65,740,000 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Y&R’s Larmon Deplores Billings 
as Measure of Agency Quality 


In answer to ADVERTISING AGE’s annual request for bill- 
ings figures, Sigurd S. Larmon, president of Young & 
Rubicam, wrote to John Crichton, AA’s executive editor, 
insisting that billings are not an adequate measure of 
agency quality, and that too much emphasis tends to be 
placed on bigness in agencies, Included in his letter was a 
thoughtful list of 15 questions which Mr. Larmon consid- 
ers pertinent in measuring relative qualities of competing 
agencies. 

Although Mr. Larmon’s letter was not intended for pub- 
lication, and ADVERTISING AGE does not wholly agree with 
it, the point of view expressed is so interesting that we 
asked and received permission to publish the letter in full: 


For a number of years now the} disclosed Young & Rubicam billing 
annual request has come to us/other than to our own folks or to 
from ADVERTISING AcE to release | clients. There has been one reason 
our billing figures and their break-|for this—our belief that bare fig- 
down by media. ures are not the true measure of 

To date we have never officially |an agency’s progress or lack of it. 


What should 


- pOYOoU — 
NEED HELP IN 


we spend on co-op in Chicago, Dallas, Syracuse 


. +. and other markets? 


What part of our national advertising budget should be spent 
in, say, Omaha . . . based on potential? 


What is our sales potential in towns like Youngstown, Akron, 


Philadelphia 


++. On @ new product? 


Are we concentrating on the markets where we can most 
easily sell more of our product at the lowest cost per unit? 


If you are like other profit-minded executives, you want 
these questions answered before approving sales and 
advertising budgets. 


Practical answers heretofore available only to the larger 


and 


most successful advertisers are now available to 


smaller advertisers through special statistical-planning 
procedures developed by this company. 


If you wish to remain competitive at the advertising level, 
a letter or phone call will bring a presentation of this 
agency's program for supplying the answers to questions 
governing successful selling. There is no obligation. 


KENCLIFFE, BRESLICH & 


co. 


221 North LaSalle Street + Chicago 1, Illinois 


DE arborn 2-4243 


The insert facing pg.134 w 
copy of this issue of Ad Age: chances are the insert will-appear in another BOLD daylight 
fluorescent color. 5 differe 
Age run to increase brand recognition. Might be a “Bright Idea” for your company. 


as prepared for our client Lawter Chemicals, Inc. Pick up another 


nt BOLD colors were used and shuffled throughout the entire Ad 


| While your questionnaire asks for 
|other data, the headlines and the 
quotes which will have extensive 


| circulation in the press will have to 
'do with the size of billing. 


® Billing growth is only one of 
many yardsticks of an agency’s ef- 
fectiveness. And even this yard- 
stick is a flexible one, depending 
on whether the figures submitted 
are based on their actual annual 
volume. 

To include as billing amounts 
projected from fees could distort 
totals. There is a temptation to 
make the billing as large as pos- 
sible rather than as accurate as 
possible. 

Inasmuch as we announced our 
approximate billing total to our 
stockholders in December and this 
figure was later quoted in your 
publication, I see no reason for not 
making these figures official. 


s However, because I believe that 
undue emphasis is given to size, we 


future of quoting year-end billing 
totals. 

To repeat, the amount of billing 
is not an adequate yardstick with 
which to measure the quality of an 
advertising agency. 

The figures which have already 


| | been published by you are approx- 


| imately correct—$200,000,000 bill- 
}ing in 1956 as against $182,000,000 
in 1955. All fees are included as 
| net figures. 


s While this has been a year of 
substantial growth, it is our belief 
that an agency can be just as good 
in years when growth is small as 
| in the years when there are excep- 
tionally large increases. In only 
two years out of 33—1933 and 1946 
—has this agency’s billing dipped 
slightly below the preceding years. 

But it is our judgment that in 
those two years the agency was 
fully as effective as in the 31 years 
of increased billings. 

This is a personal service busi- 
ness where an agency must assay 
its ability to absorb substantial in- 
| creases. There have been three pe- 


shall not make a practice in the) 
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riods in this agency’s existence 
where no new accounts were ac- 
cepted for periods of from four to 
six months. 


® During 1956 a major agency was 
reported to have voluntarily relin- 
quished an account billing $12,000,- 
000. It may well be that this agen- 
cy by concentrating on its other 
clients delivered a better service to 
them. 

An agency, like a medical clinic, 
must depend upon the team work 
of a group of specialists. These 
cannot be assembled or trained in 
a hurry. 

In measuring relative qualities 
of competing agencies, there are 
certain questions over and above 
the current billing record which 
would seem to be pertinent: 


e 1—Is the agency getting sub- 
stantially increased billing from 
old accounts (a very reliable 
measure as to how effective its ad- 
vertising really is)? 


e 2—Is the agency getting new 
product assignments from present 
accounts or are these new products 
going to other agencies? 


e 3—Is the agency swallowing 
more business in any one period 
than it can comfortably digest? 


e 4—lIs the agency open to accept 
new business in many categories 
or has it grown to the point where 
only a few clients are still open to 
it for solicitation? 


e 5—What is the average number 
of years that the agency holds its 
accounts? 


e 6—Will the agency take new 
business by supplying office space 
and a few essential services for 
“vest pocket” accounts? 


e 7—Will the agency toss out 
small accounts simply to take on 
larger ones? 


e 8—Does the agency take into 
consideration the character of the 
prospective client and his product, 
or is it merely concerned with the 
added dollars of billing? 


e 9—Does the agency go out and 
hire personnel from the outside to 
handle new accounts or does it 
have people on the inside prepared 
to take them over? 


e 10—Has the agency’s advertis- 


man makes the buy in liquor. 


| ‘K'RUE men make the BIG 

| buying decisions 

While the little woman dreams about the canapes the TRUE 
Never overlook the buying power of the men who read 


| TRUE (now 2,500,000 of ‘em... and still growing). Selling 
to men? Then TRUE goes to the top of your list. 


America's largest selling man's magazine TRUE 
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ing over the years been of high 
caliber, medium caliber or low 
caliber? 


e 11—lIs the agency one which has 
a large turnover of personnel or do 
its people stay with it over the 
years? 


e 12—Do the accounts the agency 
takes have growth possibilities and 
give evidence of this as time 
passes? 


e 13—Does the agency take only 
accounts that pay full commission? 


e 14—Is the agency a well-run 
business, making a decent profit, 
with the stability and character 
that both employes and clients 
have a right to expect? 


e 15—Does the agency share its 
profits with its employes and does 
it make provision for their future 
security? 


s Many other questions can be 
asked of course which will help| 
further to gauge the abilities of an | 
advertising agency. But these are | 
enough to indicate why Young &| 
Rubicam is reluctant to let billing | 
totals and billing growth predom- 
inate in determining an agency’s! 


position or its effectiveness in do- 
ing the job it is paid to do—to 
prepare better advertising to sell 
more goods. 

Sicurp S. LARMON. 


Glidden Sells Durkee (Ga.) 
to J. H. Filbert Inc. 

Glidden Co., Cleveland, has sold 
another portion of its Durkee Fa- 
mous Foods division to J. H. Fil- 
bert Inc., Baltimore. This sale in- 
cludes the Durkee table margarine 
and salad products business at 
Macon, Ga. Filbert, packer of Mrs. 
Filbert’s margarine and mayon- 
naise, has acquired use of the Dur- 
kee brand names for table mar- 
garine, mayonnaise and salad items 
in the Southeast, as well as the 
buildings and facilities of the 
Georgia plants. 

Earlier (AA, Jan. 28), Glidden 
sold the Chicago and Norwalk, O., 
table margarine and salad prod- 
ucts operations to Miami Marga- 
rine Co., Cincinnati. Glidden re- 
tains its Durkee’s margarine and 
salad products operations on the 
West Coast, Durkee spices, ex- 
tracts, food colors and sauces and 
its bulk products which are sold 
to food processors, hotels and in- 


Top 20 Agencies Are Major Employers 
(International Includes Canada) 


Total Int'l 
Em- Em- 
ployes ployes 
1, J. Walter Thomp- 
GR oo sccens 4,550 2,250 
2. McCann-Erickson 3,632 1,300 
3. Young & 
Rubicam ...... 2,441 480 
4. Batten, Barton 
Durstine & 
Osborn ........ 2,220 
5. N. W. Ayer 
BO Fede sve 1,100* 
6. Benton & Bowles 1,075 
7. Kenyon & 
Eckhardt ...... 903 71 
8. Foote, Cone 
& Belding .... 1,100 


9. Leo Burnett Co. 710 


stitutions—about 75% of Durkee’s 
business. Meldrum & Fewsmith, 
Cleveland, is the Glidden agency 
and handles Glidden’s remaining 
Durkee products. 


RCA Names Charles Ochs, 
Michael Dowley to Exec Posts 


pointed Charles R. Ochs advertis- 
ing and sales promotion adminis- 
trator of its components division, 
Harrison, N. J. Mr. Ochs formerly 


& Northrup. 


was with Tele-Dynamics and Leed 


The company also has named 
Michael F. Dowley Jr. director of 
Radio Corp. of America has ap-| export operations for its RCA in- 
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| ternational division in New York. 
Mr. Dowley, who joined RCA last 


year as director of consumer prod- 
ucts marketing, will be responsible 
10. Grant Advertising 1,400 775 for overseas procurement, adver- 
11. Ted Bates &Co.. 621 tising and sales promotion, plan- 
12. Campbell-Ewald ning and market research, export 
- a 5s eens 672 sales and product activities. 
. wer- 
1. Fae ak yell 600 Sterling Increases Bayer Push 
tising 634 Sterling Drug, New York, has 
5. D’Arey Adver- |added 30 to 40 medium-size mar- 
. Ar ateaala 483 | kets to. its spot radio nent sagas 
|one-minute announcements for 
= me og = | Bayer aspirin. The addition will 
: div last about 19 weeks. Dancer-Fitz- 
18. — Wasey & = a gerald-Sample is the agency. 
19.Cunningham & Spruce Falls Boosts Price 
Walsh ........ 500 Spruce Falls Power & Paper Co. 
20. Ruthrauff & Ryan 500 has raised the price on newsprint 
*Estimate $4 a ton, effective March 1. It is 


the 12th major newsprint mill to 
increase its price since Jan. 1. 


What is Chicago's 


New Major Agency? 
See we 69 
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RANK 


How advertisers of 


N (’ . BEER, WINE AND LIQUOR 
I 0. 


rank national magazines 


(Jan.-Dec., 1956) 


MAGAZINE 


REVENUE 


ADVERTISING 


$12,111,168 


2. 


3,779,044 


3. 


LIFE 
Look 
Time 


3,265,274 


} 4. 


New Yorker 


2,518,270 


5. 


Newsweek 


1,720,431 


’ (Jan.-Dec., 1956) 
1. LIFE $137,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,778 
AM, 4. Look 34,350,878 


Ranking of national magazines 
in total advertising revenue 


5. Better Homes & Gardens 30,071,028 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N. Y. 
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Gallagher Blasts McGraw-Hill 
for ‘Dominance Without Leadership’ 


Magazine Critic Blames 
Publisher for Divided 
Audits, Associations 


New York, Feb. 19—To hear 
Bernard Gallagher tell it, the busi- 
ness paper industry is in dreary 
shape, and the reasons for it are 
two: Diversity of associations and 
audits, and the dominance of Mc- 
Graw-Hill Publishing Co. 

Mr. Gallagher, who made a sim- 
ilar point and plea a year ago in a 
speech urging that controlled and 
paid business papers get together, 
yesterday returned to the stand be- 
fore the Eastern tf Club (an or- 
ganization of business paper space 
salesmen principally affiliated with 
controlled circulation publications) 
to assert: 


e 1. Business papers are on a 


plateau, with advertising page vol- 
ume static since 1953. 


e 2. While advertising dollar vol- 
ume has increased, it has not kept 
pace with publishing costs, and 
business papers get less of the total 
advertising volume available. 


e 3. Leading business paper ad- 
vertisers are trimming business pa- 
per budgets—10 of 14 leaders cut 
expenditures between 1954 and 
1955, and a “check indicates” they 
cut further in 1956. 


e 4. Business papers are taking a 
shellacking from consumer maga- 
zines—particularly the executive 
group (Business Week, Fortune, 
Time, U. S. News & World Report, 
Newsweek) which has chalked up 
an average 17.9% increase in 1956 
over 1955. 


Mr. Gallagher thinks there are 


inherent problems in business pa- 
per publishing: (1) the 15% agen- 
cy commission is too low on busi- 
ness paper space to compensate the 
agency for the time and money it 
must spend on business paper ad- 
vertising; (2) the small circulation 
of business papers; (3) in many 
fields “there are just too many 
magazines”; (4) men who buy 
space—advertising managers and 
space buyers in agencies—often 
don’t have the time, background 
and patience necessary to do the 
job, and their economic status is 
relatively low. 

Further, Mr. Gallagher believes, 
the field has created problems: 
Two auditing services, two-thirds 
of the magazines without an audit, 
two editorial and salesmen’s 
groups. What's needed, he said, is a 
single audit “that asks the same 
questions, interprets the answers 
the same way and puts them on a 
uniform statement.” 


@ Advertisers and agencies have 
grown hoarse begging for the sin- 
gle audit, he reported, and quoted 


£ 


DISTINCTION 


Martha Crane was selected for this high honor by the Woman's 
Advertising Club of Chicago, from nominations submitted by more than 
100 clubs and organizations of business, artistic and professional 
women. This award is in recognition of her outstanding contributions 
in service and inspiration to her profession and her community 

during her 28 years as a radio personality on WLS. 


Martha Crane is the midwest’s best-known and most popular 

women’s radio commentator. Her daily chats with the world’s 

most interesting personalities, 8,500 to date, have made listening to 
WLS a must with midwest homemakers. 2,250,000 letters from them 
during Martha’s years with WLS attest to their interest and response to 
“The Martha Crane Show” and their believability in WLS 
personalities and programs. 


690 KILOCYCLES 


pee bee 


+ 50000 WATTS + REPRESENTED BY JOHN 


CHICAGO 7 


BLAIR & CO. 


National Industrial Advertisers 
Assn., Ed Gerbic and Paul West, of 
the Assn. of National Advertisers. 

This situation, Mr. Gallagher ar- 
gued, is the fault of McGraw-Hill. 
He charged McGraw-Hill with 
lack of leadership, with dominance 
of Associated Business Publica- 
tions, with opposition to the single 
audit. 

He reviewed the sending of tele- 
grams by Donald C. McGraw to 
advertiser and agency members of 
Audit Bureau of Circulations last 
April, urging opposition to a pro- 
posal to audit unpaid circulation. 

Mr. Gallagher asserted McGraw- 
Hill maintains dominance in part 
through its advertising in business 
magazines. 

He asserted that McGraw-Hill 
dominates ABP through 27 maga- 
zine members. He called attention 
to the fact that ABP’s membership 
has stayed at 64 publishers since 
1954. 


® “McGraw-Hill is the pile-driv- 
ing force behind the trumped-up 
paid vs. free controversy ... wants 
ABP to dedicate itself exclusively 
to this cause. And ABP obliges. So 
warped is ABP on this point that 
its actions do serious damage to the 
business magazine industry.” 

He went on to charge that the 
“confusion” over circulation acted 
to McGraw-Hill’s benefit, because 
in most cases, he said, their publi- 
cations were the leading ones in 
the field. He went on to charge that 
McGraw-Hill magazines some- 
times show renewal percentages 
below the ABC business paper av- 
erage (69%), singling out Fleet 
Owner (39%); Construction Meth- 
ods & Equipment (45%); Food 
| Engineering (46%); Power (52%); 
|and Electrical Merchandising 
| (52%). 
| He also charged that McGraw- 
| Hill sold more group subscriptions 
than the average for ABC business 
papers: 12.5% vs. 9%. 


» | Since the advertising trade press 


|is dominated by McGraw-Hill, it 
| will take artful persuasion to im- 
prove the situation, he said, but 
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“the fight will be maintained, of 
course, in the Gallagher Report and 
I invite any of you to submit ma- 
terial you might think will be use- 
Oe sis” 


8 In the end, said Mr. Gallagher, 
business paper publishers should 
“force McGraw-Hill into active 
leadership. They should press for 
a single audit...a single business 
magazine association for more dy- 
namic industry-wide programs and 
better selling and promotional tools 
.-.a unified group for both editors 
and salesmen...” 

The industry “needs to get rid 
of weak sisters who drag down the 
industry’s reputation... [It] must 
go out for a bigger slice of the ad- 
vertising pie. Unity, direction, co- 
operation through responsible in- 
dustry leadership will accomplish 
this.” 

Mr. Gallagher is a broker of 
publishing properties and publish- 
er of a newsletter, “The Gallagher 
Report.” 


Kimberly-Clark to Acquire 
Schweitzer, Paper Maker 

Kimberly-Clark Corp., Nee- 
nah, Wis., has agreed to acquire 
all the capital stock of Peter J. 
Schweitzer Inc., New York, paper 
manufacturer, in exchange for 
735,000 shares of Kimberly-Clark 
common stock. Based on the cur- 
rent price of K-C common on the 
New York Stock Exchange, this 
would represent a purchase price 
of about $30,800,000. 

The Schweitzer company is an 
outgrowth of a business estab- 
lished in France and brought to 
the U. S. in 1910. Schweitzer 
| would be operated as a wholly- 
owned subsidiary with no change 
in management, personnel or pol- 
icies. 


National Supply Boosts Palmer 

Kenneth L. Palmer has been 
promoted to assistant advertising 
manager of National Supply Co., 
Pittsburgh. He will handle all di- 
rect mail and product literature. 


For 


Offices in: 
Chicago 
Dayton 
Hollywood 
St. Paul 


| 
| 


over 46 years 

we have 

solved 

every conceivable problem 
in film production 

for our customers... 

in producing 

MOTION PICTURES 
SLIDE FILMS 
ADVERTISING SHORTS 


TV COMMERCIALS 
in color and black & white 


Kid w, | Kay 
t ee Padiibries, 


STUDIOS « 
2269 Ford Pkwy. 


NC, 


LABORATORY 
St. Paul, Minn. 
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COCKTAIL TIME—Relaxing at a pre-luncheon reception at the midwest- 


ern conference of the Associated 


conference speakers: Gene Wedereit, advertising director, National 

Cylinder Gas Co.; R. W. Christensen, director of industrial markets 

and advertising, Reynolds Metals Co.; John F. Sicks and Kenneth B. 
Karcher, account executives of Clinton E. Frank Inc. 


Business Publications were these 


More Creativity, Greater Ad Productivity Is 


Needed By Industrial 


ScHENECTADY, Feb. 19—The two! our people from mechanics, we 


Advertisers: O’Brien 


great tasks facing industrial adver- | have enabled them to be more cre- 
tisers today are increasing produc- | ative because they have more time 
tivity and obtaining greater cre-| to generate ideas that are relevant | 


ativity, William V. O’Brien, vp and | to the interests of the business. 


general manager of General Elec- 
tric’s apparatus sales division, said. 

In a talk before members of the 
National Industrial Advertisers’ 
Assn., Mr. O’Brien warned that 
productivity must be boosted both 
in terms of output per man hour 
and in terms of orders per adver- 
tising dollar. 

Greater creativity is needed, he 


said, to help solve the increasingly | 
serious problem of effectively com- | 


municating with customers and 
prospects. 


® Pointing out that productivity is 
becoming the order of the day in 
all facets of business, Mr. O’Brien 
asked: “What are you doing to in- 
crease output per advertising man- 
hour? To what extent have you 
succeeded in mechanizing your 
work? 

“Have you standardized your 
handbooks, your technical publica- 
tions as much as possible? Have 
you standardized the format, the 
type specifications, the paper of 
your bulletins? Have you stand- 
ardized the elements of your pro- 
motional mailings? 

“In short, do you start each job 
from scratch and spend unproduc- 
tive man-hours on things that 
could be standardized?” he asked. 
“Now, defining productivity as po- 
tential orders per advertising dol- 
lar, are you putting your dollars to 
work where they will do the most 
good?” 

The final judgment on which is 
the most productive expenditure 
of advertising dollars must be 
measured against the total poten- 
tial sales dollars represented by 
the persons reached, he said. 

Industrial advertisers will find 
themselves under increasing pres- 
sure to prove that advertising is 
as productive of sales as it possib- 
ly can be—that it is an investment, 
not an expense, and that ways to 
make it even more productive are 
continuously sought out and used, 
he said. 


8 The five steps that GE uses to 
get increased effectiveness out of 
advertising dollars, Mr. O’Brien 


said, are: Study the market, study | 


your product, analyze your sales 
objectives, develop an integrated 
program of communications and 
measure your results. 

“In attempting to increase our 


“Lets us, by all means be crea- 
tive where it pays off. Let’s not 
start to solve each problem from 
scratch. Let’s not seek new lan- 
guages when English is available | 
and will do nicely. 


s “Let us apply the creative pro- 
cess to an entire campaign, instead 
of to one advertisement or promo- 
tional piece in the campaign. Let | 
us creatively standardize a series | 
| to develop a style and a continuity | 
|of message for our companies, in- 
stead of becoming so ‘creative’ on 
each item that unity, which is the 
very core of effectiveness, is lost. 

“Then, in special cases, where 
janalysis of the market and the 
product shows it to be desirable, 
|by all means, let us be as free- 
| wheeling as we wish,” he said. 

Advertising directors must con- 
vince the management team that 
they are developing more produc- 
| tive techniques and more creative 
ideas so that the company can hit 
more buying influences, with 
greater impact at a lower cost, Mr. 
O’Brien said. 

“If you can do this, if you can 
show the man who passes on bud- 
gets in your company how you 
propose to further the company’s 
marketing objectives, then he can 
hardly cut your budget without 
| cutting his own business throat,” 
Mr. O’Brien said. . 


Railroad Ad Managers Elect 

Carlton T. Sills, advertising and 
publicity manager, Denver & Rio 
Grande Western Railroad, has 
been elected president of the 
Assn. of Railroad Advertising 
Managers. Other officers elected 
include Alex W. Robertson, ad 
manager, Missouri Pacific Lines, 
lst vp; Emory F. Waldrop Jr., as- 
sistant general passenger traffic 
manager, Seaboard Air Line Rail- 
| road, and G. R. Jackson, advertis- 
ing agent, Pullman Co., vps, and 
Joe D. Singer, assistant ad man- 
ager, Chesapeake & Ohio Rail- 
way, treasurer. The officers 
reappointed A. W. Eckstein, ad- 
|vertising agent, Illinois Central 
| Railroad, executive secretary. 


Insurance Group Uses Spot 


The National Board of Fire Un- | 
| derwriters, New York, is planning 
a radio and television spot cam- 


productivity through standardiza- | paign to begin about March 4 and 
tion and through such a method-| last 13 weeks, using about 116 ra- 
ical approach to campaign plan-/|dio stations and 10 television out- 
ning, it may seem that we have put lets. The campaign is being used 
a straight jacket on creativity,” Mr.| as a test by the underwriter group, | 
O’Brien said. | which has been active in maga- | 

“We believe the opposite to be| zines for many years. Agency is) 
true. We believe that by freeing'J. M. Mathes Inc. 


The NAME has changed 


and the impact is 
greater than ever 


The new name tells better than ever 
that this is the homebuilders’ own magazine 


... the one they READ 
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After a Year, Agencies 
Report Little Change as 
Result of Consent Decree 


New York, Feb. 21—A little|® A group of agency presidents | 


more than a year ago the advertis- 
ing business was agog over the 
signing of a consent decree by the 
American Assn. of Advertising 
Agencies with the anti-trust divi- 
sion of the Department of Justice. 
The Four A’s signing set the pat- 
tern for similar consents by the 
defendant media associations in- 
volved in the suit. 

Instantly a wave of speculation 
swept the business: Was it the end 
of the 15% as a standard of agency 
compensation? Would there be a 
rash of house agencies? Would 
there be widespread rebating? 
Would advertisers be able to bill 


Gibraltar-Like, Commission System 
Weathers First Year Under Decree 


,trend toward advertisers’ billing 
| direct. 


e 5. There is no widespread effort 
to obtain rebates. 

The agency presidents, 
group, evince a certain amount of 
| direct? caution in replying to these ques- 
_ A little more than a year later, | tions, but it is evident from exam- | 
and what has happened? Answer: | ining the replies that most of them | 
Nothing much. ‘have had little direct experience in 
|client pressure. 


and management personnel took ® At least one agency id : 
y president in 
Stock of the problem, in the course |the widwest is willing to venture 
of reporting their individual a€N- the opinion that, over-all, the 
cy billings, and here’s what the | questioning of the 15% may be a 


| over-all picture shows: | good thing for the agency business. 
|e 1. There has been no sustained |“!" view of all the other services 
‘assault on the 15% commission @8encies have to perform in this 
| system. ‘day of the total marketing con- 
cept,” he says, “we’re getting to 
_e 2. Aside from fairly casual ques- the point where commissions alone 
\tioning of the 15% basis of com- won’t pay the freight.” 


| pensation, no advertisers have at-| In the East, an exec vp ofa major 
tempted to alter it. ‘agency looks at the commission 
e 3. There has been no rash of S¥Stem and sees its flexibility: 
house agencies. | “The great benefit of the 15% com- 

‘mission system is that it at least 
je 4. There is no evidence of a presents a common starting point 


A 
es, | Rid 


Nc BASIC AFFILIATE 


SPOT SALES 


National Representative 


THE SAINT LOUIS POST-DISPATCH STATION 


TOPPING 
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for deviation. The smaller adver-| worked out a number of shows,” 
tiser can avail himself of top agen- and he cited examples, “where the 
cy service by paying a fee for the client has more than gotten his 
services he requires, and the larger money back.” 
advertiser under the 15% commis- | 
sion system can demand additional| # Another major New York agen- 
services from the agency.” |cy, heavy in package goods, looks 
He takes a philosophic view: “In at the 15% commission system and 
the long run the advertiser calls|comes up with another viewpoint. 
the tune and the agency business| Few of its clients have asked ques- 
adapts itself to it . . . Despite all| tions—none has gone further. But 
its faults the 15% commission sys-|the agency looks to the future: 
tem is eminently workable and | ‘We have observed no pressure for 
serves both the client and agency |immediate change from the com- 
well. . .” mission system, although, with the 
widening in the field of agency 
s Fairfax M. Cone, president of | services, modifications will prob- 
Foote, Cone & Belding, says flatly |ably gradually evolve.” 
that “not a single one of our clients| Says another midwest agency 
has asked how we stand on the| president, “No discussion from any 
15% commission system; not one | account. Nothin’ from nobody, and 
has asked for a rebate; no one has | we didn’t initiate any discussions.” 
discussed setting up a house agen-| Norman B. Norman, president of 
cy.” It might well stand for a gen-| Norman, Craig & Kummel, says: 
eral expression of agency princi- | “Like most other human and busi- 
pals’ summary of their experience. | ness problems, the commission sys- 
Mr. Cone tends to think that | tem is not ideal, but at least it is 
commissions on package television| workable . . . We think that the 
shows may change, and that adver- better brains of the advertising 
tisers can expect more fees for| business will always be able to 
work now done without charge.|command not only their full com- 
Somewhere in the future, he be-| mission but adequate compensation 
lieves, is a system that is a come | fot extra services.” 
bination “of commissions on space | 
and time and fees for other work.|# Mr. Norman mentions briefly 
I think this is desirable as long as|one rebate request: “You printed 
it does not change the partnership it on your front page last year, the 
status that is a perfect working ar-| client was Revlon, and the request 
rangement between many large ad-|for a rebate, concerning non-pay- 
vertisers and their agencies; by ment of commission on talent, was 
partnership, I mean the sharing of |turned down, with the resultant 
risk in the first instance and prop- | loss of the account to the agency.” 
er division of profit from success) There is some evidence that, 
mutually attained. | while the 15% commission may be 
“If agencies are only going to be flexible, agency management is 


f thee FOP markets 
in National Spot! 


paid for what they do, like trades- 
men, then I think something im- 
portant is ruled out of the associa- 
tion.” He illustrates: FC&B lost 
$70,000 on an account where gross 
commissions ran $450,000—‘“We 
were glad to take the risk—we are 
gladder still now. The two products 
that ate up our profit and ran us 


jnot. Another agency president 
noted that he had been confronted 
| with a client who insisted on mak- 
|ing a direct deal with television 
stations. As in the Norman, Craig & 
Kummel instance, the reaction was 
swift: The account was summarily 
| resigned. 

| Marion Harper, president of 


KSD-TV in St. Louis carried more regional and national 
accounts than did stations in the New York, Chicago, Philadelphia, 
Detroit or San Francisco markets. 


KSD-TV [in America's ninth market) ranked FOURTH among 
television stations in the nation's TEN TOP markets in the number 
of regional and national spot accounts carried.* 


Facts such as these offer further evidence that advertisers 
have repeatedly found KSD-TV does achieve the results they seek 
in the rich, diversified St. Louis market. 


Hf you have distribution in the St. Louis area, we invite you 
to investigate the KSD-TV story. 


*Rorabaugh Report, 4th quarter, 1956 


KSD-TV 


MAXIMUM | 
POWER 


into a loss that year were success- 
ful on a national scale and we 
made a profit for the two years 
combined.” 


booming McCann-Erickson, recalls 
his speech to the ANA, for a 
prophecy of things to come: “Total 
advertising agency compensation 
|20 years from now will be largely 
® Says Will C. Grant, president of the result of a continuation of indi- 
Grant Advertising, “I do not be-| vidual negotiations relating the 
lieve the present status of the com-| needs of the client to the creative 
mission system is undergoing any sales development services of the 
material change. Out of nearly 900 advertising agency.” 
clients handled in the U. S. and 
abroad, we have had the subject|s# Still another major agency 
come up with only one client.” | president makes this point: “The 
He goes on to say that Grant|controversy over the 15% has re- 
operates on the 15% worldwide, in-| sulted in closer scrutiny of what 
cluding operations in many coun- the advertiser gets for the 15%,” 
tries where the 15% is not stand- | and he thinks that’s good. But, he 
ard. “We found this no serious says, there is no solution in chop- 
handicap in acquiring new clients| ping away at agency services, say- 
or holding the clients we have,” | ing, “I don’t need this,” or “I don’t 
says Mr. Grant. As for a fee sys-| want that,” and not paying for it. 
tem, Mr. Grant says flatly, “I do| Re-examination is healthy, he says, 
|not believe the system of fees could | but picking and selecting among 
possibly substitute for the commis- agency services is dangerous. The 
sion system because of its inflexi-|agency, he says firmly, must be 
bility.” able to say what the advertiser 
Agency men don’t think abso-| needs, and what it will take to do 
lutely alike on this subject. Says /|the job. » 
one agency president in a midwest- 
ern city, “The compensation system 
will change.” Says another, head- 
ing an operation of equal size, “We 
contemplate no change.” Says a} . 
third, exec vp of a major package US, O., has been appointed to 
goods agency in New York, “Until handle advertising, public rela- 
la better system comes along, it is| tions and collateral phases of a 
the best we have . . . a fee system | joint marketing program planned 
might work better, but it would be aauion cain ptr a 
| difficult to arrive at and to start. the Hicks Corp. Boston. Plans for 
the joint program of manufactur- 
ing and marketing by the two 
companies are for a new line of 
test equipment for high speed 
aviation, missile and rocket parts. 
Miller is IRD’s agency. 


Miller Named for Joint 
Marketing Program 
Harry M. Miller Inc., Colum- 


® So it went. The president of one 
lof the largest New York agencies 
said briefly, “I believe it [the 15% 
\system] will continue in present 
| status.” 

| Said another New York agency 
president, “We try to convey to our 
‘clients the need for our complete| Brown-Forman Taps Scholnick 
partiality—that we have to be free| Joseph B. Scholnick, formerly 
to choose among network-pack-| trade relations manager, has been 
jaged, privately-packaged, and our) named director of the public and 
lown produced shows, for instance|trade relations department of 
—without regard for how our com-| Brown-Forman Distillers Corp., 
|pensation is to be derived. If we) Louisville. He joined the company 
|had to weigh that factor, it would in 1956. Previously, he was with 
\be different. Actually, we've the Buffalo News. 
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N.Y.-N.]. Area’s $15.9 Billion in Retail 
Sales Is 9% of U.S. Total, Census Reveals 


WASHINGTON, Feb. 20—A group 
of 20 big standard metropolitan 
areas, containing roughly one- 
third of the nation’s population, 
accounted for 38% of all retail 
sales, according to final summaries 
of the 1954 census of business 
which have just been published 
by the Bureau of the Census. 

The 20 top markets accounted 
for nearly $65 billion in sales, out 
of a national total of $170 billion 
reported in the census. The New 
York-New Jersey area, with sales 
of $15.9 billion, accounted for 9.4% 
of the national total, while Chica- 
go, with $7.5 billion, was second 
and Los Angeles-Long Beach, with 
$7.1 billion, was third. 

The bureau found that retail 
sales in the 172 standard metro- 
politan areas amounted to $110 
billion, and accounted for 64.7% of 
the U.S. total. The population of 
the 172 standard metropolitan 
areas was 84,900,000, representing 
56.3% of the national total. 


® Per capita sales of the 172 areas 
averaged $1,296, with the Hamp- 


ton-Newport News-Warwick area 
in Virginia in first place, with a 
$3,405 per capita record. San Ber- 
nardino-Riverside-Ontario, Cal., 
was second with $2,231. 

Bulletin R-1l-1, “Retail Trade 
U.S., Summary, 1954 Census of 
Business” is available from the 
Government Printing Office and 
Commerce Department field offices 
for 40¢ per copy. 

Top markets in terms of total 
sales and per capita sales are as 
follows: 

Areas with sales over $1 billion 


each: 
Sales 
ON PE $169,967,748,000 
Total for 20 SMAs ...... 64,805,41 1,000 
New York-Northeastern 
New Jersey .......... 15,915,286,000 
GAIRRED creccescscnsinniee 7,539,090,000 
Los Angeles-Long Beach 7,101,059,000 
Philadelphio .......... 4,314,898,000 
ao 4,216,003,000 
San Francisco-Oakland 3,020,347.000 
SI 0 icc ccdnatintonien 3,010,092,000 
Pittsburgh ..........0000 2,271,418,000 
IE cetictiontnnsnat 2,062,538,000 
Washington, D.C. .... 2,023,841 ,000 | t 


Cleveland ................ 1,966,553,000 
Baltimore ................ 1,557 ,885,000 
Minneapolis-St. Paul 1,532,019,000 
GND taki enetivniies 1,362,921 ,000 ne 
Kansas City ........... 1,274,497,000 | i 
CR se ctrecvcesseccnn 1,213,580,000 | 
Milwaukee .............. 1,170,022,000 | 
Cincinnati ................. 1,151,383,000 
ID ccertestterenwe 1,093,923,000 
IEE: shibintisicecavennes 1,008,056,000 


Areas with per capita sales over 
$1,500: 


Per Capita Sales 

Hampton-Newport News- 

I Re ebSihiceecticectecrsies $3,405 
San Bernardino-Riverside- 

Ontario, Cal. 2,231 
Pr Ue LUE TTR aT ee ee 2,003 | Suddenly, it's yours 
SR ET ee ee 1,998 | Something you've always wanted 
Orlando 1,873 (yours with your Gold Bond Stamps 


Stamford-Norwalk .............ccccseseseees 1642 ALL YOURS—Gold Bond Stamp Co. 
Los Angeles-long Beach ................ 1626 | has launched a new ad campaign 
a Jose, Cal. oie |in newspapers in the upper Mid- 
- IVE cccccccccccccscncccccscssccoscosocossesescoocs west end in farm publicat 

anees City 1,565 hi h “ ” 

aR 1,560 | Whic features ‘the “golden” mo- 
RSD es ERR AR 1,552; ment when the stamp saver gets 
PRATT. 7 ae 1,510 | her premium. Bruce B. Brewer & 


1,504 


Co., Minneapolis, is the agency. 


165 


20 Papers Join tor Sales 
Twenty small daily newspapers 
in North Carolina are undertaking 
a joint venture of having a single 
national advertising representa- 
tive. The object of the joint ven- 


|ture is to effect financial savings 


and perhaps to get additional na- 


| tional contracts and revenues, ac- 
lcording to L. C. Gifford of the 
| Hickory Record, who was elected 


chairman of the group at a meet- 


|ing at Chapel Hill. Member pa- 


pers each have less than 20,000 
circulation. 


Wilson Boosts Two Berns 

Bob Berns, formerly assistant 
art director, has been appointed 
director of art of Wilson & Co., 
Chicago meat packer. He succeeds 
Harry Berns, his brother, who has 
been appointed product advertis- 
ing manager of ham, bacon and 
sausage. 


What is Chicago's 


New Major tgeney: 


See Page 69 


How advertisers 


(Jan.-Dec., 1956) 


RANK MAGAZINE 


APPAREL, FOOTWEAR 
& ACCESSORIES 


rank national magazines 


ADVERTISING 
REVENUE 


of - 


1. LIFE 


$10,585,289 


2. Vogue 


4, 


565,282 


3. Seventeen 


2,852,477 


a Harper's Bazaar 


2,831,132 


5. Saturday Evening Post 


2,732,737 


Ranking of national magazines 
in total advertising revenue 


(Jan.-Dec., 1956) 
1. UFE $137 ,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,773 
4. look 34,350,878 


5. Better Homes & Gardens 30,071,028 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N. Y. 
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McGraw-Hill Puts 
Circulation on New 
Decentralized Basis 


New York, Feb. 19—McGraw- 
Hill Publishing Co. has decentra- 
lized its circulation activities. 

This follows closely the recent 
resignation of James E. Blackburn 
Jr., vp‘and a director of the com- 
pany, who had headed the consol- 
idated circulation department at 
McGraw-Hill for about 18 years 
(AA, Dec. 24, °56). 

Nelson Bond, exec vp, publica- 
tions division, in a letter to Mc- 
Graw-Hill advertisers and sub- 
cribers last week pointed out that 
from 1940 through 1956 “the total 
paid circulation of all McGraw- 


Hill magazines has grown more} 


than 147%. 

“This increase,’ he said, “has 
closely followed the gains achieved 
by industry, so that today virtual- 
ly every McGraw-Hill magazine is 
serving an enlarged and expanded 
market. 


“Therefore,” he explained, 


lication to 


being added to each publication’s 
staff. These marketing specialists 
will augment our present over-all 
circulation operations. 


s “The decentralization of our cir- 
culation activities,” Mr. Bond said, 
“further strengthens our facilities 


to build to prescribed specifica- 
|tions the circulation requirements 
lof our publications as they con- 
tinue to serve our growing econ- 
omy. 

“We feel very strongly,” he con- 
cluded, “that the appointment of 
circulation managers will further 
enhance our ability to continue to 
provide advertisers with the quan- 
tity and quality of paid subscribers 
that have distinguished McGraw- 
Hill magazines in the past.” 

The company today announced 
the names of the new circulation 
managers on its various magazines. 


dustry, a circulation manager is | 


“in | These 17 managers have been set 
order for each McGraw-Hill pub-| up as a circulation managers com- 
stay more closely | mittee. Richard Loyer, circulation 
abreast of the increasing complex- | manager 
ity of American business and in-| petroleum papers, has been named 


for the McGraw-Hill 
chairman of the committee, and 
Theodore J. Lucey, circulation 
manager of Aviation Week, has 
been appointed committee secre- 
tary. 

Angelo Venezian, who became 
vp and circulation coordinator of 
McGraw-Hill Jan. 1, succeeding 
Mr. Blackburn, told ADVERTISING 
Ace that the circulation managers 
committee will operate as a recom- 
mendations group within the com- 
pany, exchanging ideas and sug- 
gestions and discussing mutual 
problems. 


® Each circulation manager will 
report to his publication’s pub- 
lisher, who is responsible for the 
circulation of the paper. The actual 
sales work and field operations of 
the circulation department will 
continue substantially as in the 
past, Mr. Venezian said. 

Other publication circulation 


The Association of Railroad Advertising Managers 


proudly salute 


National Malleable & Steel 
Castings Company. cieiand, onic 


and 


The Budd Company, Philadelphia, Pennsylvania 


.. winners of the 6th Annual Advertising 
Competition of the ARAM. Golden Spike 
Awards have been presented to these 


companies for their 


**.,. outstanding contribution 
THROUGH ADVERTISING 


toward a better public appreciation 
of the American railroads.”’ 


Presentations were made at the annual 
ARAM meeting held in Los Angeles, 


January 28-30, 1957. 


The Association extends warm appreciation 
to the 26 companies who participated in this 
their support of the 

railroad industry, a keystone in our great 
American system of free enterprise, 

is gratefully acknowledged. 


competition... 


The Association of 
Railroad Advertising Managers 


D. B. WaLace, President 
Manager, Department of 


Public Relations 
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Canadian Pacific Railway 


C. T. Suus, Chairman, Awards Committee 
Advertising and Publicity Manager 
Denver & Rio Grande Western Railroad 


1956 Entrants: 


The Stran-Steel Corporation 
Detroit, Mich. 


Cook Paint & Varnish Co. 
Kansas 


City, Mo 


Union Switch & Signal 
Division of Westinghouse Air Brake 


Swissvale, 


Hyats eral Division 
General 
Harrison, 


Evans ~ea bos ae 


Pa. 


tose Corp. 


Plymouth, Mich. 


Massachusetts Mutual Life Insurance Co. 
Springfield, Mass. 

SKF Industries, Inc. 
Philadelphia, Pa. 


Automotive Finishes, Inc. 


troit, 

Sinclair Oil C 

ew York, 

The New York Air Brake Co. 
N. Y. 


ew 


Mich. 
.Y. 


ork, 


Diamond Alkali Co. 
Cleveland, Ohio 


Pittsburgh Steel Products 


Ho 


Division of Pittsburgh Steel Co. 
Pittsburgh, Pa. 


National Malleable & Steel Castings Co. 
Cleveland, Ohio 


r Paper Co. 
aylorville, Ill. 
Hunt-S 

So. 


iller Mfg. Corp. 
ton, Mass. 


New Departure Division of General 
Motors Corp. 


Bristol, Conn. 


Railway Age 


New York, N. Y. 
St. Louis Post-Dispatch 


St. Louis 
Pullman-Standard Car Mfg. Co. 
Chicago, II. 
American Brake Shoe Co. 
New York, N. Y. 


Mo. 


Schaefer Equipment Co. 


Pittsburgh, Pa. 
First National Bank in St. Louis 
St. Louis, Mo. 
The Western Use Pelee h Co. 
New York, N. . 
Victor Chemical rake 
Chicago, Ill. 


Colorado Fuel & Iron Corp. 
Denver, Colo. 


The Budd Company 
Philadelphia, Pa. 


25, 


1957 


SEVEN TRICKS—The luscious-looking brownies here are the result, the 


ad says, of Betty Crocker brownie 


mix combined with walnuts. The 


color spread, a joint effort of General Mills and Diamond Walnut 

Growers, is scheduled for Life, March 11, and Look, April 2. Batten, 

Barton, Durstine & Osborn, New York, is the Betty Crocker agency; 
McCann-Erickson, San Francisco, is the walnut agency. 


managers are: 

Ralph Blackburn, Business Week 
(not related to James E. Black- 
burn); Paul Erb, Chemical Engi- 
neering and Chemical Week; Wil- 
liam H. McNeal, Coal Age and En- 
gineering & Mining Journal; E. B. 
Sessions, Electrical World; Mary 
Bella Walterbeck, Electrical West; 
Arthur Deweerdt, Electrical Con- 
struction & Maintenance, Electrical 
Wholesaling, Control Engineering; 
Wallace Blood, Electronics and Nu- 
cleonics; Edward Bressler, Engi- 
neering News-Record and Con- 
struction Methods & Equipment; 
Harry Hahn, Electrical Merchan- 
dising; Bain Brown, Factory Man- 
agement & Maintenance; Ivan Mil- 
ler, Food Engineering; Clarence 
Holdsworth, Industrial Distribu- 
tion; Wallace Ponder, Fleet Owner 
and Power; William Davidson, | 
Textile World, and Parmely Prit- | 
chard, American Machinist and 
Product Engineering. 


Greyhound Buys ‘Steve Allen’; 
One-Third Still Available 


Greyhound Corp., Chicago (Grey 
Advertising), will sponsor one-| 
third of 13 Steve Allen shows 
(NBC-TV) starting April 7. Spon- 
sors leaving the show are Vitamin 
Corp. of America, which was on | 
for a limited run, and Brown & 
Williamson Tobacco Corp., one of 
the show’s mainstays, which is 
joining Hazel Bishop Inc. as a| 


| new backer of Douglas Edwards’ | 


| newscast (CBS-TV). Andrew Jer- 


gens Co., another Allen sponsor, 
is expected to drop back to alter- 
nate-week sponsorship. These 
sponsor shifts leave one-third of 
the Allen show available for the 
spring period. 


Brown Issues ‘57 Rate Guide 
The 1957 Advertisers Rate & 
Data Guide, the 32nd annual edi- 
tion, has been published by E. H. 
Brown Advertising Agency, 20 N. 
Wacker Dr., Chicago. The guide 
lists data for general farm, mail 
order and direct selling maga- 
zines, shopping sections of nation- 
al magazines, metropolitan news- 
paper roto magazines and 
newspapers in cities of more than 
50,000 population. The 56-page 


| booklet is available to advertisers 


without charge. 


¢ Jack Day Joins deGarmo Board 
Jack Day, who is with Grafton 
Ltd., London, a 


| holding corporation for industrial 
| trusts in Europe and the U.S., has 


been elected to the board of direc- 


|tors of deGarmo Inc., New York. 


Joins ‘Philadelphia News’ 

Morris J. Schliffman has been 
named circulation director of the 
Philadelphia Daily News. He has 
been circulation manager of the 
Pittsburgh Sun-Telegraph since 
September, 1952. 


The man from Cunningham & Walsh 


Weeks’ 


Shelton Weeks, a vice presi- 
dent of our advertising agency, 
is usually contacting clients. 

But recently he spent a week 
working in a bank. Learning 
things about banking opera- 
tions. Meeting the folks who do 
business there. 


One week each year, our writ- 


Week 


ers, artists, TV and account 
people go out and make direct 
contact with customers. This is 
a C&W policy. 

It helps us create ads with a 
higher rate of human interest. 

Cunningham & Walsh, Inc., 
New York, Chicago, Los Angeles, 
Hollywood, San Francisco. 


oe eee ee ee Oe cin ei Ne. See ee hae Sp A eS eee een ne a le Se i A ca A vad a a ee rer ace wee St 7 o/ ae a A eee one pee “dy ae ae a ae 
ae a eae Py 3 bs "eee ee mo ss ea oh SME *> tol aie Re ee Oa a eae ee. te: ere ae P ee ee OR ee eS or 
ate aan: ei oe pont rer eae er ee eee eee ks ae oe cae ae ee = ae 6 ee ia q ar eee i" 
: qi See : ae "eT a eee AS ries tia . Peg ko yim oc ae = : a. a a, wee ee Be od Me ara « ae il aS 
: EERE = on ha ae Ge ah a {REE ire os See ee ‘ vas oe eG 3 bos Re eat Eee ae eee eee nee Tet ee a eee ee ae Was ran ere, oe bes 
ad eS : ; ( “as ‘a. 4g = > —— = a z ia r a. é E ’ 5 sia cel oo eee gp ee r eS leg = ee 2 
ve ae 
i 
ts 166 Advertising Age, February 25, 1957 
eer 
ee : . 
eae Ss 9 KS with [| = Wainuts 
a | ee ee ee ' 
a CO aS hea ae a 
es ; i: med, a Vie. ry 3 
a | = * te boy Ae ee ; 
s — a ee | 
See ' ‘ te 2 eae 
t ' . ame hen aan <a =. i“ | — el 
he 22 a “ J Ra = + e s _ 
Vn ws “aS | 4 
ae | _ . aves -—4 i 
ae cm a et 
= i rar S . ~~ ~ = a : | =x 
ene ‘ at ; ; 
oe ; Our Brownie mis mates pertec! brow mes You can work wonders anh 8 9 
rae =a | querentee 4 ce wen 6 ont vow imagination ace Diamond Walnuts he 
ni ee, 
is eee i 
eres, . ‘ 
Sea | ahr 
ee Fa 
“aes q 
man. | ee 
© j = 
} : a - - $$$ $$ sit oy 
eee 3 
oh ss) C 
eee . 
Meeps E 
sa 
chy: ae * 
pt 3 a 
ate vos 
ee ao 
ow eon a 
av sey ee 7 
meri . 
rahe tea | 
as = 
ee 
we 
cre | re 
as" ee 
aaa : 
ry . : Po t 
ake Po ee 
“ s 
te ae a F 
Dt hoses 4 
is Po 
x" a CS y _— gate J+ ae 
Wes re br Se pa oe ‘ les yates . — > 
ae Ora Saat a Agee fo ee ager is : 
EME bie | bw Mee aged ao eee Be te ae yoo —— 
sia get: Bee ee eer ie ee 3 oe ‘ : et. = ’ 
Fae a hg ae es, af al : cae ae ’ 5 
fee . | ba ie. cael ee oe ep eee sat eee, 
Wy. ti“ CO a? . ee ; 
one wa ee prem: f + 
es wes on Pr. Ec Ps ht aa 4 aca Pe p 4 
eae — eae i ee ae te d 
Pe : pg $ os = ae € Vee ea é 
oe . Eee oa ; 
eee a y / er: ; 
fae 2 ihe se 
SF — : . is “s ‘ 
F 
| a“ > ee i oi * 
"ke ihe rr a ; : . 
4 oe —_ ‘ 
ee | J 
s 
¢ NM | 
; | 
| VC | | 
eo , of 
Fs a < ts | 
i SS a | 
S ria a 4 
MP Ow BS 
2 ee 
ers 
eee es I a re 
ae _ 
ach 
oar. q 
ei, j 5 F i ‘ ge é ; eae ar ’ 2 | ear oe , ne sa ae ge a ee Pit fee oes Rees ary : ere ce Ripka NE or se 
Fie uf as < - r el i Tels OF ex rs age SA ak gs tS an ie mea ; * had Bp teen 3 eee 3: ee igus et ee gh eae aie ee ee i at SRM na fo ise Mes el Uo ae - = . pe 
i. haan tae eae PIT: POT pone eines I hier” . . eee ee: 
rh at is Wee. gee peer aM ae ats ; eh Dancy 3 ogee f PERS re oe ee ef eT ent se ae ae : eR ee ht ete pf Lord - Ky esa 
Ag ; ea p72 E . eyes se eae 204 dete fi oa i és (SE pee oe ene Si et We eS abet = : E he 
ae rae te eee ea pier Meese or ob eenay 2s 4 SPE eee Oe tee : ees Eyer e iu Sere ne ee eae he aed oo bet rie ae ee ai pee ae 
et a posit PENS RNAP LS eR od ibe a Be Screg A ey Se ia Siig io ou ice arubed Bohan! paki wipicRly eeetdie erates 2) 8 (it ea a ee ee ee rit ee oy ee eee Semen ed ke nae 
= as “ wee See re te, game eee ea Pacat eat hr ais eee meet ae me cee = A Agee eee Gate re ees Be aah EY ye aimee oe to Dera oc eee ss a ak tet 5 cee rigger, Seemed Nae 


Advertising Age, February 25, 1957 


Post Office Says It'll Have Billion-Dollar 
Deficit Soon Unless Rates Are Increased 


WASHINGTON, Feb. 19—The drive |mum expenditures of $780,000,000 | government decided to suspend its from its proposed transmitter site, 


for drastic increases in postal rates| must be made in the next five 
began to get under way last week | years for new buildings and im- 
with the distribution of a special| provements to existing buildings. 
Post Office Department press|The President’s budget message 
release warning that deficits will|says that an extra $70,000,000 


| some of the routine mail facing 
|and sorting tasks. 

Meanwhile the building program 
was temporarily frozen when the 


lease-purchase construction pro- 
| gram until interest rates retreat to 
| lower levels. The action, regarded 
las a major anti-inflation step by 


| the government, will result in de-| 


| Boston. The action was taken after 


FCC engineers expressed doubt 
that the station could provide ad- 
equate coverage for Manchester 


| 30.5 miles from that city. 
Storer proposes to buy the sta- 
tion from Francis P. Murphy if the 


transfer to the Boston market is 
approved. In addition, it intends to 


167 


in the greater St. Petersburg, Fla., 
market, and is available for free 
showing to agencies, manufactur- 
ers, brokers and distributors. 

The new film strip contains 63 
color frames with synchronized 
sound and takes 15 minutes to 
show. It may be obtained through 
the offices of Branham Co., na- 
tional advertising representative, 


soon reach the billion-dollar level | ought to be spent next year, but| ferment of scores of badly needed | sell WAGA-TV, Atlanta, to the! or from the newspaper. 


unless rates are raised “to realistic | Mr. Eisenhower says he will not go 
levels.” ahead unless Congress is willing to 
The department still has not re-|improve the department’s fiscal 


vealed specifically what it intends| picture by authorizing adequate | FCC Sets Formal Hearings on = ‘he purchase of WMUR-TV takes 


to propose in the way of rate ad-| rate increases. 
justments, although Deputy Post-| 
master General Maurice Stans has 
told the House appropriations com- 
mittee that analysis of the depart- 
ment’s cost figures show the prob- 
lem cannot be met without a 5¢ 
rate on first-class mail. 

While President Eisenhower told 


increased expenditures for re- 
search and development of im- 
proved procedures 
handling equipment. It reports 
encouraging progress on the devel- 


| 


= The department is also stressing | 
and mail|an application by Storer Broad- 
casting Corp. to buy WMUR-TV, 


| 


opment of machinery to take over| transmitter within 20 miles of 


Commission has decided to hold 


postal buildings until the money 


Washington Post-Times Herald in| 
market eases. . 


order to remain within the seven- 
station multiple ownership rule if 


Beatrice Foods Plans Push 

Beatrice Foods Co., Chicago, 
plans to start its national 1957 ad- 
vertising program on March 1. 
Newspapers will be the major 
medium used and ads will appear 
in about 240 papers in more than 
200 cities. Radio and tv, consumer 
and trade publications will also be 
used. Foote, Cone & Belding, Chi- 
cago, is the agency. 


Storer Bid for WMUR-TV 


The Federal Communications 


place. 


‘St. Petersburg Times’ Has 
|New Strip Film of its Market 
The St. Petersburg Times has 
prepared a new strip film high- 
lighting rapid population growth 
and the influx of new industry 


formal hearings before acting on 


Manchester, N.H., and move the 


Congress nearly a month ago that 
he expects to submit a plan to in- 
crease postal revenues by $654,- 
000,000, there have been reports 
that the department itself is not 
fully agreed on details. The plan is 
known to include proposals for a 
5¢ letter rate, but there has been 
some consideration of a lower rate 
for local mail. 


® More information on the depart- 
ment’s thinking may be available 
this week, when Postmaster Gen- 
eral Arthur Summerfield is sched- 
uled to meet with the House post 
office and civil service committee 
to “get acquainted” with the com- 
mittee’s 10 new members, and to 
discuss his legislative plans for the 
year. Pending this meeting with 
the committee, department offi- 
cials have been reluctant to say 
very much about their rate in- 
crease plan. 

Since virtually everything in the 
release, including the fact that the 
department anticipates deficits of 
the billion-dollar magnitude, had 
previously been discussed by Mr. 
Stans in his appearance before the 
House appropriations committee, 
the release served no other ap- 
parent purpose than to prepare the 
public for the rate increase pro- 
gram. 


# In their build-up for the rate 
bill the department’s officials are | 
pointing out that operating costs 
have increased by $473,000,000 
during the past four years as a re-| 
sult of benefits to employes, higher | 
transportation rates and increased 
capital expenditures. 

The Postmaster General’s press 
release said the deficit would 
have already passed the billion | 
mark if it were not for financial | 
and management improvements | 
during the past four years. 

The statement noted the deficit | 
was $720,000,000 when the present | 
administration took over. Without 
improved performance, Mr. Sum-| 
merfiel@ figures the deficit would 
now be $1,193,000,000. | 

Turning it around another way, | 
he figured his deficit for 1958 
would only be $178,000,000, if it 
were computed on 1953 costs. In- | 
stead it will be $651,000,000, and 
he anticipates that further in-| 
creases in transportation eet 
wages and capital investments 
which have been proposed will run | 


A — 


<=> 
* on ; 


it close to the billion mark. 
# In its discussion of its fiscal 
program the department is putting | 
new emphasis on the need for} 
large-scale investment in new/| 
plant and equipment in order to 
move the swelling volume of mail, 
particularly in key metropolitan 
areas. 

Top officials talk of their deter- 
mination to bring the service to the 
point where it can provide next- 
day delivery to any city in the US. 

Mr. Summerfield points out that 
the volume of mail handled by the 
department reached 56.5 billion 
pieces in 1956, an increase of 20 
billion in 10 years, and more than 
double the 23.5 billion pieces han- 
dled in 1936. 

His staff estimates that mini- 


the Delaware 


There are two sides to most situations... 


It pays to cross 


Represented nationally by GEORGE A. McDEVITT CO., INC. ° 


Cartoon idea contributed by John Morton, Viking Air Products, Cleveland 


And there are two sides to the 


DELAWARE VALLEY 


Eye-catching figures have always influenced important decisions. 
And rightly so. We refer, of course, to circulation and market 
figures—and to media decisions for Delaware Valley promotions. 


East of the Delaware River, the circulation figures to watch ore 
those of the TRENTON TIMES and CAMDEN COURIER-POST. They 
promise better than 85% coverage of this fastest-growing section 
of the Valley—a logical reason why more than 80 of the nation's 
100 leading newspaper advertisers use both dailies regularly. 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


New York ° Chicago = * Philadelphia * Pittsburgh ® los Angeles 
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“MILLION DOLLAR FAMILY” 


created by Walt Framer 


and packaged as well as produced by the 
same organization whose track record includes 
“STRIKE IT RICH” and “THE BIG PAYOFF”. 


“MILLION DOLLAR FAMILY” 


Over two years in development—researched 


carefully—a sure fire hit! 


“MILLION DOLLAR FAMILY” 


In which two carefully selected families each 
week, wishing and hoping for a million dollars, 
compete in one of the most exciting human 


interest formats yet devised! 


“MILLION DOLLAR FAMILY” 


Available to a sponsor who not only wants a 


Nearing the $1 Trillion Mark... 
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Consumer, Business, Farm Debt Level 


‘Not Excessive, U. 


WASHINGTON, Feb. 20—Although 
total public and private debt now 
amounts to nearly $1 trillion, the | 
U. S. Chamber of Commerce con- | 
tended today that there is nothing | 
particularly umsound about the 
present debt load. 

In a new study, “Debt: Public 
and Private,” the chamber point- 
ed out that total gross debt load 
is roughly twice the size of gross 
national product, which is ap- 
proximately the same ratio that 
prevailed in 1929 and 1938. 

While debt pervades our eco- 
nomic life, the chamber explained, 
it performs important economic 
functions, and, the organization 
added, it is difficult to know 
where legitimate debt uses end 
and abuses begin. “The more 
carefully we examine the debt 
structure, the more clearly do we 
realize that both dogmatism and 
complacency must be avoided,” 
the chamber said. 


® The chamber remains opposed 
to direct federal controls to limit 
the growth of consumer credit. 
Reiterating the position it took in 
a special report to the Federal 
Reserve Board last October, the 
chamber said postwar increases 
in the volume of consumer credit 
do not appear to have been ex- 
cessive, since repayments have 
kept pace. The chamber warned 
that direct controls over consumer 
credit would interfere with the 
orderly operation of the free mar- 


S. Chamber Says 


policy. As an over-all assurance it 
says, “It may be comforting to 
observe that on a comparative 
basis we do not appear to be more 
in debt now than at other times 
in our recent past.” 


® The report conceded that in- 
stalment debt has increased by 
500% since 1939, with national | 
income up only 340%. However, it 
attributed most of the increase to | 
automobile debt and _ suggested | 
that this might be justified be- | 
cause of the changing nature of 
the economy. 

Before condemning the level of 
consumer debt, the report con- 
tended, it is important to consider 
that the volume of debt repaid 
annually has usually exceeded 
the total amount of consumer 
debt in existence at the beginning 
of the year. 

“As long as the repayment rate 
rises at approximately the same 
rate as new credit extended,” the 
report said, “people will be getting 
out of debt about as rapidly as 
they are getting into debt. 

“In a growing economy, we 
should normally expect some net 
additions to the total volume of 
credit outstanding each year.” 


a While the report expressed 
some concern about liberal mort- 


gage terms which have been ex- 
tended in recent years, it pointed 
out that no industrial nation ever | 
before achieved such a high level 


report noted, and half of these 
homes are mortgage-free. The 
remainder are being purchased 
largely on monthly amortization 
mortgages, with owner equity in- 
creasing each month. 

The report expressed fear that 
the large federal debt would be a 
constantly disturbing influence in 
the money market. On the other 


|} hand, the chamber said, state and 
| local governments will have to in- 


crease their debt load in order to 
meet the needs of growing popu- 
lation, urbanization and popula- 
tion shifts. 


s “Instead of concern over state 
and local indebtedness,” the re- 
port argues, “some people are ex- 
pressing fear that state and local 
government may be led to abdi- 
cate some of their responsibilities 
and rely on the federal govern- 
ment for inexpedient solutions to 
local problems.” 

The report also concluded that 
business debt and farm debt do 
not appear excessive. 


Flako in Newspaper Drive 

The Flako division of Quaker 
Oats Co. has launched a concen- 
trated newspaper campaign for its 
various mix products. These in- 
clude Flako pie crust mix, corn 
muffin mix, popover mix and cup 
cake mix. More than 150 news- 
papers are being used, supple- 
mented by ads in women’s maga- 
zines. Roy S. Durstine Inc., New 
York, is placing the campaign. 


Transogram Ups Ad Budget 
Transogram Co., one of the larg- 

est combined toy and game mak- 

ers, is increasing its 1957 advertis- 


jing budget by 15%, according to 


president Charles S. Raizen. This 
will bring the company’s budget to 


ket. |of owner-occupied homes. More | “well over $250,000.” A 10% in- 
The report was issued by the| than 60% of U. S. families now |crease in 1957 toy sales is also 
chamber’s committee on economic | live in owner-occupied homes, the | forecast. 


prideful show in which he can make his “hard 
sell” but also be identified as promoting the 
American way of life. 


“MILLION DOLLAR FAMILY” 


With the biggest prize and cash award possible 
on TV—yet accenting the “human interest” 
factors which Walt Framer has pioneered. 


“MILLION DOLLAR FAMILY” 


One of TV’s smartest buys!— 


WRITE, 
WIRE, 
PHONE! 


WALT 
FRAMER 
PRODUCTIONS 


1150 Sixth Avenue 
New York 36, N. Y. 
Oxford 7-3322 


LET’S SHOUT IT OUT... 


The Old Boy really knew when he had a hot one, and how to handle 
it...and we carry on in his best traditions. The finest engravings in 
4-color or black and white, to delight an Art Director's or P.M.'s 
heart. Try—and you'll rely—on Revere. 


REVERE PHOTOENGRAVING Co. 


712 Federal Street - CHICAGO - WAbash 2-8816 


| DAY AND NIGHT SERVICE - OVER A QUARTER CENTURY OF QUALITY ENGRAVING 
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Advertising Age, February 25, 1957 


Stuart Perry, 82, 
Veteran Michigan 
Publisher, Is Dead 


Tucson, Feb. 19—Stuart Hoff- 
man Perry, 82, publisher of the 
Telegram, Adrian, Mich., and the 
Evening News, Monroe, Mich., 
died Feb. 14 at St. Mary’s Hospital 
here after a brief illness. He had 
been living here with his wife for 
several years. 

Mr. Perry entered the newspa- 
per business in 1901 as editor of 
the Daily Press, Pontiac, Mich. 
Two years later he bought the 
News, a weekly, in St. Johns, 
Mich., and published it until 1907, 
when he bought Adrian Telegram. 

Mr. Perry served eight terms as 
a director of the Associated Press, 
and in 1921 he was elected 2nd 
vp of the organization. In 1927, in 
association with J. S. Gray, then 
managing editor of the Telegram, 
and C. Kenneth Wesley, his son- 
in-law, Mr. Perry purchased the 
Monroe Evening News. 

In his later years, although 
newspaper work continued to be 
his major interest, Mr. Perry 
made a study of meteorites and 
did research into the composition 
of meteoric iron. This led to hi 
writing a book on the subject, 
“The Metallography of Meteoric 
Iron,” published by the Smith- 
sonian Institution in 1944. 


® Two years later, Mr. Perry re- 
ceived a diploma and the Law- 
rence Smith gold medal from the 
National Academy of Sciences for 
his “original investigation in me- 
teoric bodies.” 

Mr. Perry was a member of the 
Society of Newspaper Editors and 
the Inland Daily Press Assn. and 
was one of the organizers of the 
University of ‘Michigan Press 
Club. o 


CHARLES F. GANNON 

New York, Feb. 19—Charles F. 
Gannon, 54, an advertising and 
public relations executive for) 
more than 25 years, recently as- 
sociated with a group seeking a 
grant for a television channel in 
Hartford, Conn., died Feb. 16 of a 
heart attack in Washington, D. C., 
while on a business trip. 


Born in Falls Church, Va., he 
attended Georgetown University 
and came to New York in the 
1920s. He joined Station WOR 
and subsequently became pro- 
gram director. He arranged and 
developed the first radio broad- | 
cast of the New York Philhar- 
monic Orchestra in the late ’20s. 

In 1932 Mr. Gannon joined Er- 
win, Wasey & Co. as a vp. Six | 
years later, he became a vp of 
Arthur Kudner Inc., where he} 
handled radio and was an account 
executive. From 1943 to 1951, he 
was vp in charge of public rela- 
tions at Benton & Bowles. 

Mr. Gannon was a principal in | 
Green Mountain Enterprises, a/| 
children’s attraction near Brattle- | 
boro, Vt., which is to open June 1. | 

He was a member of the Na- 
tional Press Club, Washington, | 
and the Overseas Press Club, New 
York. 

His brother Theodore, now re- 
tired and living in Miami, Fia.,| 
was formerly associated with the | 
Mutual Broadcasting Co. and with | 
William Weintraub & Co., as a vp 
in charge of broadcasting. 


GEORGE R. BROTHERS 


RIcHMOND, Feb. 19—George Ral- 
eigh Brothers, 70, retired vp of the 
Globe Publishing Co., Bethlehem, 
Pa., died here Feb. 12 in a local | 
hospital. He had lived at Glou- 
cester, Va., since he retired about 
six years ago. 

A graduate of Lehigh Univer- | 
sity, he was a former Lehigh | 
trustee, and in 1944 received the | 
university’s alumni service award. 
After being associated with sev-/' 


| eral newspapers in Pennsylvania, 


| Mr. Brothers became vp of Globe, 


publisher of the Bethlehem Globe- 
Times, in 1935 and served on its 
board and on the board of the 
Press Publishing Co., Atlantic City, 
N.J., until his death. 


PAUL H. MUELLER 

Cuicaco, Feb. 19—Paul H. Muel- 
ler, 57, publisher of the Abendpost, 
Chicago German language daily 
newspaper, died Feb. 13 in Joseph- 


ine, Ala., where he had been liv-| 


ing for only two weeks. Mr. Muel- 
ler had headed the newspaper 
since 1914 until recently when he 
sold out his interests. Active in 
civic affairs, Mr. Mueller was ap- 
pointed secretary of the city board 
of local improvements and super- 


intendent of special assessments; was not related to the late M. H.!GEORGE J. WESTRICH 


in 1939 by the late mayor, Eéward 
J. Kelly. 


JOSEPH T. PENDERVILLE 

Hartrorp, Feb. 19—Joseph T. 
Penderville, display advertising 
salesman for the Hartford Courant 
for many years, died Feb. 5 after a 
long illness. He joined the newspa- 
per in 1925. 


FREDERICK M. ROBERTS 

New York, Feb. 19—Frederick 
M. Roberts, 51, production manag- 
er of John M. Alden Inc., died Feb. 
3 after a long illness. He spent 
most of his career in the advertis- 
ing business working for various 
agencies, including E. J. & A. B. 


| Roberts, a partner of that agency), 
the Biow Co. and for the past sev- 
eral years with the Alden agency. 


N. E. GERRY 


Toronto, Feb. 19—Noble E. Ger- 
ry, 62, prominent Toronto adver- 
tising man, died Feb. 10, in Toron- 
to Western Hospital. 

Mr. Gerry came here at an early 
age. He was associated with Amal- 
gamated Electric Co. for 31 years, 
retiring as advertising manager in 
1956. 

Earlier he had worked for Con- 
sumers Gas Co. and the Jefferson 
Glass Co. He was a member of the 
Toronto Advertising & Sales Club 
and the Canadian Industrial Ad- 


Churchill, Roberts & Reimers (he | vertisers Assn. 


Racine, Wis., Feb. 19—George J. 
Westrich, 52, classified advertising 
manager of the Racine Journal 
Times, died Feb. 10 of a heart ail- 
,ment. He had been an employe of 
the newspaper for 39 years. Mr. 
Westrich had been secretary of the 
Mississippi Valley Classified Ad- 
vertising Managers’ Assn. for the 
past 12 years. 


SAM CROMIE 

Vancouver, B.C., Feb. 19—Sam 
Cromie, 39, vp and assistant pub- 
lisher of the Vancouver Sun Pub- 
lishing Co., was drowned Feb. 16 
when a sailboat capsized at Half- 
moon Bay, 40 miles north of here. 
The company publishes the Van- 
couver Sun. 


SALES 
MGR. 
KFMB-TV 


Of the top 50 shows in the San Diego Market, 49 are 


on KFMB-TV. Eight of the top 50 are Channel 8 pro- 
duced local programs. The 33rd show in the market is 
on Station A. Channel 8's top program has the high- 


est Nielsen rating recorded on the West Coast in the 


December report.* 


In San Diego there are more people, watching Chan- 


nel 8 more, than ever before. 


* Nielsen, Dec. 1956 


KFMB 


WRATHER ALVAREZ BROADCASTING.INC, 


SAN _ DIE 


America’s 


Edward Petry & Co., inc 


mors market 
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N.Y. Court Bans 
Use of Brand in 
Bait Advertising 


New YorkK, Feb. 19—The state 
supreme court has made a signifi- 
cant ruling prohibiting the adver- 
tising of rebuilt appliances, using 
nationally prominent names as 
bait, for the purpose of actually se- 
curing leads to sell other and high- 
er priced products. 

According to Better Business 
Bureau of New York, “This is the 
first time that bait advertising has 
been judicially recognized and en- 
joined in a civil proceeding in this 
state.” 

The decision was handed down 
last month by Justice Benedict D. 
Dineen in favor of Electrolux Corp. 
against Val-Worth Inc., a television 
service agency; Vacuum Cleaner 


Conservation Co.; Abraham Wolf; 
Solomon Sacks, individually and 
doing business under the name and 
style of Famous Vacuum Shops and 
Famous Appliance Shops; and 
David Clark, a tv pitchman. 


® In effect the court’s decision 
states that no item may be adver- 
tised or sold as a “rebuilt Electro- 
lux” unless the vacuum cleaner, its 
parts and equipment are entirely 
of Electrolux manufacture. It also 
proscribes the offering of any vac- 
uum cleaner under the trade name 
of Electrolux at an attractive price 
for the purpose of enticing cus- 
tomers in order to sell them some 
other manufacturer’s product. 
“Bait advertising,” the court 
ruled, “consists of the offer of an 
article under a well-known trade 
name at an attractive price for the 
purpose of luring prospects with 
the object of diverting them from 
the advertised goods, by disparage- 
ment or otherwise, and inducing 
them to purchase the products of 
manufacturers other than the one 
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But to the experienced eye they are 


as different as human fingerprints. 


So it is with advertising agencies. 


Service and manpower may appear 


similar ... certainly the media space 


or air-time is the same... but the 


intangibles of creative effort and 


originality make the difference. 


: A, a 


a 


for national, 


For over 36 years Caples has 


specialized in sales stimulating ideas 


regional and local 


accounts with a single objective— 


to get the most from every 


advertising dollar. 


THE CAPLES COMPANY 


Advertising 


225 EAST ERIE STREET 
CHICAGO 


NEW YORK + OMAHA 
LOS ANGELES + PORTLAND 


Skouras 


SHOWTIME—Spyros P. Skouras, president of 20th Cen- 
tury Fox Film Corp.; George T. LaBoda, radio-tv 
director of Colgate-Palmolive Co.; Nicholas Keesely, 


O'Brian 


senior vp of Lennen & Newell, and Hugh O'Brian, 
“Wyatt Earp” on ABC-TV, are shown at the “ABC in 
Action” presentation on Feb. 13 (AA, Feb. 18). 


identified by the advertised trade 
name. 

“The several operations of the 
defendants, beginning with the 
telecast of an offer to sell a rebuilt 
machine identified as an Electro- 
lux and culminating with the at- 
tempt to sell a machine not man- 
ufactured by plantiff, constitute 
bait advertising.” 


® Not only were defendants en- 
joined from such practices, but the 
court further determined that Elec- 
trolux was entitled to recover dam- 
ages, including lost profits and 
profits of the defendants attribu- 
table to their acts of unfair compe- 
tition. Judge Dineen designed a 
court referee to determine the 
amount of fair and just compensa- 
tion for the injuries sustained 
through the actions of Vacuum 
Cleaner Conservation Co. and of 
Solomon Sacks, individually and as 
Famous Vacuum Shops and Fa- 
mous Appliance Shops. 

Val-Worth Inc., the tv service 
agency, and David Clark, the tv 
pitchman, were not held liable for 
damages. The court found that the 
advertisers gave the agency the 
information that was used in the 
advertising. The fact that the agen- 
cy made no attempt to ascertain 
the truth or validity of the adver- 
tising was noted without comment. 
The court did not comment on 
media used. 


s The advertising was done in 
1952 over WOR-TV and other sta- 


f tions. The BBB told ADVERTISING 


AcE that WOR no longer accepts 
advertising that might be con- 


strued as bait advertising. 

Defendants are appealing the 
decision. 

As previously reported (AA, 
Feb. 11), a bill to outlaw bait ad- 
vertising was. introduced a week 
ago in the state legislature. Anoth- 
er bill would permit persons to sue 
for triple damages when they are 
victims of sharp practices. Both 
bills are in committee in both 
houses. Indications are they have 
a fair chance of reaching the floor 
of both houses during the current 
session. 7 


Paper Makers Cut 
Expansion Plans as 
Supply Meets Need 


New York, Feb. 19—Supply of 
newsprint will come into balance 
with demand by the end of the 
year. 

A total of 800,000 tons of new 
capacity will be added by the 


newspaper industry in 1957—500,- | . : 
_— A | and visitors gallery will be opened 


000 tons in Canada and 300,000 tons 
in the U.S. 

Higher prices on book paper and 
other types of paper and paper- 
board are unlikely in the near 
future. 

These predictions were made 


here last week by David L. Luke | 


Jr., president of the American Pulp | exchange. 


& Paper Assn., at a press confer- 
ence held in connection with 
APPA’s 80th annual convention, 
which opened here Feb. 17. 

Mr. Luke, who is also president 
of West Virginia Pulp & Paper Co., 
said that notwithstanding the lull 


| paper 


in current paper and paperboard 
demand, “prices probably will re- 
main at present levels for some 
time.” The present supply situa- 
tion, he said, makes it “unlikely 
that we will be able to pass on in- 
creasing costs in the near future.” 


® Repeating his warnings about 
possibility of over-expansion in the 
industry, Mr. Luke noted 
that his own company, Crown 
Zellerbach Corp. and Hudson Pulp 
& Paper Corp. have recently an- 
nounced curtailments in their ex- 
pansion programs. He predicted 
that the paper industry’s produc- 
tion in 1957 will increase somewhat 
more slowly than in the recent 
past, but would reach a new record 
high of about 32,000,000 tons. 

E. W. Tinker, executive secre- 
tary of APPA, reported the indus- 
try’s output in 1956 was about 31,- 
400,000 tons, up 4% over 1955. e 


Stock Exchange Opens Hall 


A new $1,000,000 exhibit hall 
to the public Feb. 25 by the New 
York Stock Exchange in a new 
skyscraper at 20 Broad St. which 
adjoins the stock exchange. Visi- 
tors will be able to go from the 
exhibit hall to the gallery over- 
looking the trading floor of the 


Connor to ‘House Beautiful’ 

Leonard Connor, formerly as- 
sistant advertising manager of 
Bakelite Co., has joined the New 
York sales staff of House Beauti- 
ful. 


PRODUCT PREFERENCE TRENDS... in Delaware 


1955-56 “Top Ten Brands” 
Personal Interview Consumer 


Inventory and Product 
Availability Survey 
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Study shows product usage and 
the “Top Ten Brands” for 
130 different grocery, 
drug and appliance products 


Copies available through the 
News-Journal Co., Wilmington 


99, Delaware, or our 


national representative 


“= Wilming 
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NEWS-JOURNAL PAPERS 
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WILMINGTON e@ DELAWARE 


Represented by: STORY. BROOKS G FINLEY, INC. 
New York—Chicago—Phila.—Cleveland—De troit—Boston—Atlanta—Los Angeles—Miami 
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Schlitz Leads 
Beer Sales 
Race in 1956 


(Continued from Page 2) 
gained, others lost. 

Pfeiffer, with sales of 1,028,590 
bbls., was down almost 15%. Goe- 
bel was down close to 28%. Goebel 
closed its California plant in De- 
cember, 1955, and production of 
Guinness beer and ale has been 
discontinued, the publication 
points out. E. & B. was down 17.2%. 


= C. Schmidt & Sons showed a 
barrel loss of 66,272, of which 54,- 
648 bbls. were charged to Schmidt’s 
wholly-owned subsidiary, Adam 
Scheidt Brewing Co., Norris- 
town, Pa. 

Total U.S. beer sales figures 
were not ready at the time Brewers 
Journcl went to press, so there is 
no comparison of individual per- 
formances with the total sales 
figure picture. 

The adjoining table shows com- 
parative figures available for 57 
breweries for the years 1956 and 
1955 at the time the publication 
and the association had completed 
their compilation. 


1956-55 Sales Figures of 57 Brewers 


(In Barrels) 
1956 1955 Increase 

Brewing Company Barrelage Barrelage or Decrease 
ED, ED 6.6 woidine o 6 0.0 6 his 5,940,835 5,780,000 + 160,835 
ANHEUSER-BUSCH (3) . 5,865,583 5,611,473 +254,110 
7 ee ee 3,966,513 3,953,426 + 13,087 
4g A a enor, 3,870,000 3,652,821 +217,179 
EEE. oo h.8 3 6% s 6.0206K0 3,324,849 3,071,849 +276,000 
EE. wg. 0.0 00 oh OM ERS 3,115,000* 3,550,000 —435,000 
LIEBMANN (3) ........... 3,000,000* 3,162,000 —162,000 
ee ered ps sb ake 2,996,823 2,654,619 + 342,204 
F. & M. SCHAEFER (2) ..... 2,720,000* 2,901,000 —181,000 
iy sie din dela 0 «50 aaa 2,708,750 2,153,098  +555,652 
Ls 62's. ¢/s o olbe ew deka 2,245,612 2,190,858 + 54,754 
LUCKY LAGER (3) ........ 1,960,114 1,823,540 +4136,574 
C. SCHMIDT (2) ........... 1,850,4364 1,916,708 — 66,272 
A 1,434,353 1,425,465 — 8,888 
, 2 eee 1,350,000* 1,350,000 
ADOLPH COORS .......... 1,090,000 1,041,000 + 49,000 
EE a <0 o'u sb awkvidcbin bee 1,051,000 1,008,500 + 42,500 
ce 1,045,767 987,000 + 58,767 
BURGERMEISTER ......... 1,033,144 1,069,661 — 36,517 
i Bee 1,028,590 1,208,200 —179,610 
sw altel Sadness ta Qo 949,000 931,000 + 18,000 
EEE shan ee ds cb ns a + 0 esos 904,737 863,534 + 41,203 
NARRAGANSETT ......... 850,991 816,741 + 34,250 
GEO. WIEDEMANN ........ 835,000 849,529 — 14,529 
INTERNATIONAL 

BREWERIES (4)......... 810,000 675,000 (2) 4+ 135,000 
“| Peers 807,641 1,116,410 —308,769 
|GUNTHER 800,000* 810,000 — 10,000 
to.) | 781,305 738,537 + 42,768 
aes is oan o et oda 6 752,142 725,224 + 26,918 
)  &  * rary 572,881 619,869 — 46,988 
(ae ee 554,267 650,257 — 95,990 


171 


%o 
10.0 
6.9 
1.8 
8.8 
1.0 
05 


15.1 


| 1956 1955 Increase 
Brewing Company Barrelage Barrelage or Decrease 
|MEINNEAPOLIS ........... 517,000 470,077 + 46,923 
G. HEILEMANN ........... 461,734 495,693 — 33,959 
. ._* . > SAGARA SS 451,000 443,021 + 7,979 
ee eB: eee 439,035 481,349 — 42,314 
% |HEIDELBERG ............. 406,000 402,000 + 4,000 
Ra errr oe 314,705 313.000 + 1,705 
Wot. ¢,.; tee eee lO 
Fig s,s ae ee 200,779 
6.0 |L. F. NEUWEILER’S ....... 192,200 166,961 + 25,239 
9.0 | AMERICAN BREWING 
12.7 GE ee es.) bao sen ae 186,332 
5.4 | STANDARD BREWING 
12.9 (ROCHESTER) .......... 177,395 173,679 + 3,716 
6.2 METROPOLIS BREWERY 
25.8 Oe Dells pacccs dds veisecieas 161,000 162,000 — 1,000 
A ae 150,000 181,113 — 31,113 
Se T Womes Me dss ce ccacek one 146,615 151,142 — 4,527 
3.5 |HORLACHER 139,847 
62 |GREAT FALLS ............ 126,554 
SE. os o's 6b kn <n ate 123,176 123,127 + 49 
4.7 | INDEPENDENT ° 
4.2 MILWAUKEE ............ 118,894 
CO [UE oe ccnesscccvscesces 118,363 
3.4 |GETTELMANN ............ 113,479 111,839 + 1,641 
14.9 |D.G. YUENGLING ......... 97,230 
SD H.-S h cee keeeheeks Cae se 93,836 101,145 — 17,309 
4.8 |BOHEMIAN (JOLIET) ..... 91,678 
AD |e POE, ccdls adic 0 cpscee 85,000 
1.7 | TAMPA FLORIDA ......... 80,000 83,000 — 3,000 
SEE, se FEN 0 oh bade due 79,010 
20.0 
27.7 | Figures in parenthesis indicate number of breweries operated. 
1.2 | ¢Includes 266,938 barrels sold by Adam Scheidt Brewing Co., Schmidt 
5.8 subsidiary. 1955 Scheidt withdrawals 321,586 bbls. 
3.7 | *Unofficial figures are estimates usually based on reliable information 
7.6 | from unofficial sources in the breweries, and from state agencies and 
14.8 associations. 


DRUGS AND REMEDIES 


How advertisers of 


DRUGS AND REMEDIES, 
TOILETRIES & TOILET GOODS 


rank national magazines 


(Jan.-Dec., 1956) 


TOILETRIES & TOILET GOODS 


ADVERTISING ADVERTISING 

RANK MAGAZINE REVENUE RANK MAGAZINE REVENUE 
1 | 1 $5,399,433 LI FE $9,116,744 
Saturday Evening Post | 2,340,861 2. | Ladies’ Home Journal | 4,556,793 
Look 1,959,489 3. | MecCall’s 3,545,975 
Ladies’ Home Journal 1,286,894 4. | Saturday Evening Post | 2,511,551 
Good Housekeeping 889,616 5. | Good Housekeeping 2,462,639 


Ranking of national magazines 
in total advertising revenue 
(Jan.-Dec., 1956) 


1. LIFE $137,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,778 
4. Look 34,350,878 


5. Better Homes & Gardens 30,071,028 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N, Y, 
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Dailies in Iowa, 
Wisconsin Offer 
Volume Rates 


(Continued from Page 2) 
144%¢; 28,000 lines, 
lines, 134%¢, and 56,000 lines, 13¢. 


® The Tribune is offering contract 
rates to national advertisers on the 


and rate variations,” he said. “Our 
national and local non-contract 
rates have been the same for many 
years. This is merely an extension 
of the arrangement. 

“We are going out after volume 
in an effort to stem the declining 
trend in national linage common to 
newspapers our size. We know 


| Wisconsin Rapids is an exceptional 
j|market and a newspaper that 
14¢; 42,000) 


moves goods but, unfortunately, 
the criterion seems to be how to 
reach the most people for the least 
| cost, regardless of the effectiveness 


of the medium or the buying power 


same basis as local accounts—a |of a community.” 


move described as an effort to stem | 
a declining trend in national linage|s= The 


higher rates that are 


common to newspapers in its class charged national advertisers and 


(9,000 circulation). 

Richard A. Davis, Tribune ad- 
vert .ing director, said the plan has 
been under consideration for some 
time. “The Tribune is simply elim- 
inating the words ‘national’ and 


‘local’ from its advertising vocab-| 


ulary and will have but one set of 

rates for all, both in display and 

classified departments,” he said. 
“This is neither in answer to nor 


the failure of many newspapers to 
provide national advertisers with 
volume or frequency discounts 
have long been under attack from 
agencies and large companies. 
The most recent blast occurred 
last month (AA, Jan. 28) at the 
Newspaper Advertising Executives 
Assn. convention, when Clifford S. 
Samuelson, director of grocery 
products advertising, General 


Department Store Sales... 


FRB Reports 7% Gain in Feb. 16 Week 


WASHINGTON, Feb. 21—The Fed- 
eral Reserve Board reported today 
that U.S. department store sales for 
the week ending Feb. 16 were 7% 
ahead of sales for the similar week 
of 1956. For the four weeks to that 
date, sales were 4% ahead and for 
the year to date, 3% ahead. 

Only one of the 12 FRB districts 
reported sales behind 1956. This 
was Richmond, whose sales for the 
week ending Feb. 16 ran 1% be- 
hind last year. Cleveland reported 
no change. The remaining districts 
all reported gains: Boston and New 
York, 13% each; Philadelphia, 5%; 
Atlanta, 12%; Chicago and Minn- 
eapolis, each 10%; St. Louis, 2%; 
Kansas City, 6%; Dallas, 5%, and 
San Francisco, 4%. 

A breakdown of sales in cities in 
each district will not be available 
for the Feb. 16 week until next 
week. For the two weeks prior to 
that sales broke down as follows: 


UNITED STATES .. 


Boston... 
Downtown Boston . 
Suburban Boston ... 

Cambridge 


Cities 
Springfield 
Providence arm 

New York District .............. 


+3 

Metropolitan Areas 

TRWRBRRD  cceseccncccccocesvecvoceeonsocees r+15 

New York-N.E. 

Newark SEs Sy 

ee r— 2 

Rochester ....... +8 

SYTACUSC oo. .cccceesseeees cssessecee BP 3 
Philadelphia District ............ —3 
Metropolitan Areas 

WilMIiNgton eee PH 1 

Trenton —7 

1 t 0 

Philadelphia 

Reading 

Scranton ........ 


Wilkes-Barre-Hazelton | on 
Cleveland District .................. 
Metropolitan Areas 


1h bettie & +14 
en weenwa ow Bea 


- 
4@reoce 


+11) 


an admission of the swelling chorus | Mills, and Hal Stebbins, president % Change from ‘8; =Lexingwen ~~. 

of charges against newspapers of|of Hal Stebbins Inc., ripped into| peaerat Reserve by > ps ee enn is 

‘double standards,’ ‘discrimination’ | the rate setups. © | District, Area, and City 2 9 Pa ae ee +6 
higher wider lower 


RATINGS 


1000 ON THE DIAL ° 


Marty Hogan — General Manager e 


666 LAKE SHORE DRIVE °« 
Burke-Stuart Co., Inc., 60 E. 56th St., New York, N.Y. — PLaza 1-2156 


Camel Cigarettes 
Chrysler Corp. 
Coca Cola 

Colgate Palmolive 


Glamour Magazine 
Good Housekeeping Mag. 
Greyhound 


COVERAGE 


COST 


... that’s why this partial list of leading advertisers 
profitably use W C FL, Chicago. Why not you? 


NEW YORK + 


Kent Cigarettes 
Kitchen Cleanser 
Kleenex 

L & M Cigarettes 


Nat’! Biscuit Co. 
Nucoa Margarine 
Pabst Blue Ribbon 


CHICAGO » 


CHICAGO 


DETROIT «+ 


LOS ANGELES + 


American Tobacco Co. Gulf Oil Packard 

Anheuser Busch Robert Hall Pall Mall 

Arrid Halo Paramount Pictures 
Ballantine Heileman Beer Pepsi Cola 

Barbasol Howard Clothes Pure Milk Assn. 
Bon-Ami Ideal Dog Food Reader‘s Digest 
Buick Jewel Foods Red Book 


Remington Rand 
Republic Pictures 
Salem Cigarettes 
Santa Fe Railroad 


Consolidated Cigar Co. Lanvin Parfums Schweppes 
Continental Baking Linco Sears Roebuck 
Coppertone Lipton’s Soup Shulton 

Curtis Publishing Co. Marchand’s Simoniz 

Ex-Lax Marlboro Squirt 

Ford Motor Co. Marshall Field & Co. TWA 

General Cigar Co. Mennen Herbert Tareyton 
General Foods Miller High Life Texaco 

General Motors Minipoo United Artists 
General Tire & Rubber Muntz TV U.S. Rubber Co. 
Gerber’s Products Musterole Universal Pictures 


Ward Baking Co. 
Westinghouse 
Winston Cigarettes 


590,000 WATTS 


Tom Haviland — Commercial Manager 


¢ MOhawk 4-2400 


SAN FRANCISCO 
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Department Store 
Sales Barometer 


Change from 1956 


#7 % 


Week Ended 
Feb. 16, 1957 


Jan. 1, ’57 to 


Feb. 16, 1957 D% 


erent eat 


—4 
—3 
+7 
+5 

Pittsburgh .. a +6 

Wheeling-Steubenville u- —10 +12 

Richmond District .................. +17 +5 
Metropolitan Areas 

Washington ....... a as +4 
Downtown Washington o 5 —4 

Baltimore ......... wee 648 +15 
Downtown Baltimore . cons 36 +7 

Ri r+ 8 —12 

Atlanta District ................... 4+ 9 +7 
Metropolitan Areas 

BirMinghnaM .....cccccccccccnn + 1 +4 

Jacksonville ...... . +5 +7 

Atlanta . ........ -_ _r+17 +6 

Augusta ...... —8 +2 

NEW Orleans 20.0000... +7 +4 

Knoxville .. shliesinatilided r+18 —7 

Nashville .. ume = 6 +6 

City 

TAMPA vevceverveveesvvee - +13 +4 
Chicago District . a @ +11 
Metropolitan 

GRD entennecnmnn + § +14 
Indianapolis... +8 —2 

GD ceenmeteninccsnn + § +17 

MILWAUKEE ceccccccecccccccicccme 1 +17 

St. Louls District ...................... +3 —1 
+3 

—10 

0 

we = 4 +2 

Minneapolis ‘District . pestininntt 0 +1 

Metropolitan Areas. 

Mpls.-St. Paul . | +1 
Mpls. and Suburbs eninresieed 0 +32 
Oe, Fe eemestnennnnns Coe | —2 

Cities 

Duluth-Superior ..................._ + 6 +7 

Kansas City District... +10 0 
Metropolitan Areas 

a oe | +2 

+15 +1 

r+ 3 +8 

pemiceccntiients an ® —5 

Albuquerque | mitiii«. wae —2 

Oklahoma City +20 = § 

Tulsa .... +25 +8 

Cities 
Joplin . _ r+23 —14 
Kansas City ... +12 —5 
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Dallas . 
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San Francisco District ..... — 1 
Metropolitan Areas 
Los Angeles-Long Beach — 1 
Downtown Los Angeles 4 3 
Westside Los Angeles —1 
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San Francisco-Oakland . + 
San Francisco City 
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Standard Milling Offers 
Recordings as Premiums 

Standard Milling Co., Kansas 
City, Mo., manufacturer of Heck- 
ers’, Aristos and Ceresota un- 
bleached flours, will introduce a 
new premium offer in major met- 
ropolitan markets early this spring. 
The premium is a coupon worth 
from 74¢ to $1.28 on the purchase 
of one of twelve RCA Victor al- 
bums. Newspaper ads, 4 column 
by 150 lines, will promote the of- 
fer. Potts-Woodbury, Kansas City, 
is the agency. 


‘Life’ Figures Incorrect 

In the Feb. 18 issue of Apvertis- 
1nG AGE incorrect linage figures for 
Life for January 1956 were re- 
ported. The figures given were 
194.3 pages and 132,088 lines; cor- 
rect figures for January 1956 are 
254.7 pages and 173,226 lines (five 
issues). In January 1957 Life had 


| 251.3 pages and 170,848 lines (four 


issues). 
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No whiskey anywhere is more deluxe 


than Walker's DeLuxe 


erent Feet Wharton.) Vener Semgoti a 6 Hemet . Hileman Winns & Seam Ene Piru, Hiliemean 


SWITCH—H iram 
Walker Inc. has 
dropped the fa- 
— miliar butler in 
ey. its ads, in favor 
of paintings by 
Ludwig Bemel- 
mans in a new 
series for Walk- 
er’s DeLuxe 
straight bourbon. 
A monthly sched- 
ule in Life gets 
under way with 
this color page in 
the March 21 is- 
sue. Newspapers 
and outdoor also 
will be used. 
Foote, Cone & 
Belding, Chicago, 
is the agency. 


Greenhaw & Rush 
Gets Eight Awards 


Mempuis, Feb. 19—Greenhaw & 
Rush took top honors in the Adver- 
tising Club of Memphis’ second an- 
nual awards dinner Friday night 
with four first and four merit 
awards. 

Advertisers and their agencies 
who produced oustanding copy 
during the year in 16 categories 
were cited. They are: 

Point of purchase display (national)— 
National Canvas Awning Institute, Adver- 
tising South, Ist; Hunter Fan & Ventilat- 
ing Co., Advertising South, merit. 

Point of purchase (packaging)—Blair 
Art Products, Bailey & Huckaba. 

General r magazi National 
Cotton Batting Institute and National Cot- 
ton Council, Greenhaw & Rush, Ist; Hunt- 
er Fan, Greenhaw & Rush, merit; National 
Oak Flooring Mfg. Assn., Greenhaw & 
Rush, merit. 

Direct mail—Rivermont Club, Bailey & 
Huckaba, ist; World Wide Art Studios, 
Merrill Kremer Inc., merit; Personal Loan 
& Finance Corp., Leonard Graves & Asso- 
ciates, merit. 

Outdoor posters—Bayuk Cigars Inc., 
Greenhaw & Rush. 

Transportation posters—Memphis Pack- 
ing Co., Merrill Kremer. 

National or regional newspapers—Cos- 
mopolitan Life Insurance Co., Merrill 
Kremer, ist; Buckeye Cellulose Corp., 
Greenhaw & Rush, merit. 

Lecal newspaper—Memphis Steam Laun- 
dry Co., Simon & Gwynn, Ist; Rivermont 
Club, Buford Lawson, merit. 

Local newspapers (retail)—Phil A. Halle, 
Ist; Levy's, merit; Lowenstein’s, merit. 

Industrial and busi ma i] R 
tary Lift Co., Greenhaw & Rush, Ist; 
E. L. Bruce Co., Greenhaw & Rush, merit. 

Radie (programs)—Memphis Packing 
Co., WDIA, Merrill Kremer. 

Radio (commercials)—Hunter division, 
Robbins & Myers, Greenhaw & Rush, Ist; 
Fineberg Packing Co., Simon & Gwynn, 
merit; Pryor Oldsmobile Co., Berl Ols- 
wanger, merit. 

Television (programs)—Levy's Shoe Sa- 
lon, WHBQ-TV. 

Television (‘animated commercials)— 
HumKo Co., Simon & Gwynn. 

Television (dramatized commercials)— 
HumKo, Simon & Gwynn. 

Television (animated and dramatized)— 
Plough Inc., Lake, Shapiro & Sherman. @ 


COLE & WEBER, LUMBER 
GROUP SHARE HONORS 

PorTLAND, Ore., Feb. 19—West 
Coast Lumbermen’s Assn., through 
Cole & Weber, received the top 
award—the MacWilkins Memorial 
award for the best general cam- 
paign—from the Oregon Advertis- 
ing Club Feb. 13 at the club’s ninth 
annual awards banquet. 

J. P. Finley & Son (Grant 
Thuemmel Agency) won the Lau- 
rie E. Ross memorial plaque in the 
retail and loca! division, and Port- 
land-Willamette Co. (Morris Sear- 
cv Advertising Agency) won the 
industrial and trade category. Win- 
ners of merit awards were: 

General and regional—Idaho Advertis- 
ing Commission, Botsford, Constantine & 
Gardner; Oregon State Highway Commis- 
sion, Cole & Weber; The Dickenson Fam- 
ily, Joseph R. Gerber Co. 

Industrial and trade—Oregonian, Cole 
& Weber; Timber Structures, Arthur E. 


Smith & Associates; Oregon Saw Chain, | 


William Winter Advertising. 

Retail and local—Benj. Franklin Savings 
& Loan, Everett Mitchell Advertising; 
Builders Realty, Roy Adams; Shaw Sur- 
gical Supply, Grant Thuemmel. i. 


DOUGLAS, CONDON WIN 
TACOMA SWEEPSTAKES 

Tacoma, Wasu., Feb. 19—The 
Douglas Fir Plywood Assn. and its 
agency, Condon Co., won the 
sweepstakes award in the first an- 
nual advertising awards presenta- 
tion of the Tacoma Advertising 
Club held last week. D. S. Wood 
& Associates, Tacoma, prepared 
direct mail promotion for the as- 
sociation. First place winners 
were: 

General newspaper advertising—Nal- 
ley’s, Inc., Ruthrauff & Ryan; retail news- 
paper advertising—Griffin Fuel Co., G. W. 
Gardner Agency; point of purchase— 
Douglas Fir Plywood Assn., Condon Co.; 
direct mail—Douglas Fir Plywood Assn., 
D. S. Wood. 

Outdoor advertising—entry by American 
Sign Co., award to Coffee House Roasters, 
Howard R. Smith Co.; trade papers and 
magazines—Weyerhaeuser Timber Co., 
Cole & Weber; radio retail—Bunge Serv- 
ice; television—Brown & Haley, Honig- 
Cooper. . 


Hamilton Beach Offers Prizes 
for Naming the Guard 

Hamilton Beach Co., Racine, 
Wis., will open a $10,000 “Name the 

Guard” contest 
for retailers and 

\ sales persons of 

Hamilton Beach 
products March 
1. The miniature 
military guard is 
the symbol of 
Hamilton Beach’s 
five-year guar- 
antee on its line 
of housewares 
and cooking and 
baking appli- 
ances. Contest- 
ants are asked to 
suggest a name 
for the guard on 
entry blanks which will appear in 
pages and spreads in trade publi- 
cations. 

The media schedule calls for 
two-color spreads in March Elec- 
trical Dealer and Electrical Mer- 
chandising. Other page ads will 
run in Hardware Review, Jewelers’ 
Circular-Keystone and Retailing 
Daily. Deadline for entries is June 
1. Prizes include a 1957 Ford 
Country Squire station wagon, 75 
Hamilton Beach products, men’s or 
women’s wardrobes and Hartmann 
luggage sets. Erwin, Wasey & Co., 
Chicago, is handling. 


Niles Adds Show Division 

Fred Niles Productions, Chicago 
and Hollywood, has formed an in- 
dustrial show and sales meeting 
division with Arnold Coty as its 
head. Mr. Coty formerly had his 
own production company. 


The Omaha World-Herald’s share 
of the 
Nation’s 100 leading advertisers list* 


(FIVE of the remaining 13 advertisers DO NOT distribute in Nebraska) 


There’s good reason why 87 of the nation’s top advertising 


spenders in 1956 relied on The Omaha World-Herald to reach 


3 out of 5 families in the rich Nebraska-Western lowa market. 


No other single medium can duplicate The World-Herald’s 


coverage in this booming, vital growth market where 1.6 mil- 


lion people have $2.3 billion to spend! Join the BIG ‘87°... 


advertise your product or service in The World-Herald. 


* In the Dec. 24, 1956 
issue of Advertising Age. 
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FAMILIES IN NEBRASKA 
AND WESTERN IOWA 
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World-Herald 


252,598 DAILY 
ABC, 12 MONTHS ENDING MARCH 31, 1956 
O'MARA & ORMSBEE, NATIONAL REPRESENTATIVES 


263,674 SUNDAY 
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Kashubeck Sills Lindroth 
WINNERS—Golden Spike awards from the Assn. of Railroad Adver- 
tising Managers in its sixth annual ad competition are accepted 
by A. J. Kashubeck for National Malleable & Steel Castings Co. and 
L. A. Lindroth for the Budd Co. Carlton T. Sills, Denver & Rio 
Grande Western Railroad Co., presents the awards. 


Klitten 


Winterberg Crane Raymond 
BROADCASTER HONORED—Martha Crane, WLS radio performer, accepts 
a chapeau and bracelet, part of her award as the Women’s Adver- 
tising Club of Chicago’s Woman of Distinction for 1957, from Lois 
Winterberg, president, and Mrs. Genevieve Raymond, in charge of 


the award. 
ee ‘ 
m ls 
“ 


Botsford Jr. Botsford Sr. Zehntbaver 
REVIEWERS—John Zehntbauer, chairman of the board 
of Jantzen Knitting Mills, discusses a Jantzen dis- 
play piece with Botsford, Constantine & Gardner 
executives at the agency’s annual meeting at Gear- 


Conner 


Rippey lane Fremd Freiberger Sills Schump 

ADMEN MEET—These members of the Rocky Mountain Council of the American Assn. 
of Advertising Agencies attended the annual seminar in Denver: Cecil Conner, Con- 
ner Advertising Agency; Arthur Rippey, Rippey, Henderson, Bucknum & Co. and 
council chairman; Bradley Lane, Bradley Lane Advertising Agency; Ted Fremd, Har- 
old Walter Clark Inc.; Curt Freiberger, Curt Freiberger & Co.; Malcolm Sills, Ball 


LINEUP—F rederic R. Gamble, president of the Amer- 
ican Assn. of Advertising Agencies, visiting Los 
Angeles, was welcomed by officers of the Four A’s 
Southern California Council: 


heart, Ore. With Mr. Zehntbauer are David Bots- 
ford Sr., chairman of the board; David Botsford Jr., 
president, and Ed Mittelstadt, art director. 55 BC&G 
staffers attended the agency meeting. 


Brennan 


SHOP TALK—This threesome paused for a chat at a meeting of the 

Philadelphia Guild of Advertising Men. They are David “Tommy” 

Stern, publisher of the Philadelphia Daily News; Don A. Brennan, 

public relations executive of Curtis Publishing Co., and James P. 
Dwyer, vp of William Jenkins Advertising. 


Atherton Jordan Gamble Mayers 


Martin R. Klitten Co.; Alfred A. Atherton, Atherton 
Advertising Agency; Paul R. Jordan, Jordan Co.; 
Henry Mayers, Mayers Co., and Jack Smock, Young 
& Rubicam. 


Martin R. Klitten, 


Grant Gartland Smith Hicks 
LAST MINUTE—Checking the final registration list for the Denver 
seminar of the Rocky Mountain Council of the American Assn. of 
Advertising Agencies are Norman A. Grant, Sally Gartland and 
R. J. Smith, of J. Walter Thompson Co., and Ernest A. Hicks of 
D’Arcy Advertising Co. 


Mittelstadt 


| 


Robinson Lane Dewes Elton Reed French 
& Davidson, and Walter Schump, Walter L. Schump Advertising. At the right, 
with Mr. Lane, new Four A’s member, are guest speakers William Robinson, vp, Earle 
Ludgin & Co., Chicago; Bonnie Dewes, D’Arcy Advertising Co., St. Louis; Wallace El- 
ton, vp, J. Walter Thompson Co., New York; Charles Reed, Batten, Barton, Durstine & 
Osborn, San Francisco, and George French, Outdoor Advertising Inc., Chicago. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens! 


4.250,000 COPIES EACH MONTH 


ER 


&? 


The complete action-influencing value of BH&G only 
begins with its huge current-issue audience. Back-issue 
readership is tremendous, too. 9,400,000 readers recently 
referred to ads or articles in an issue of “the book” 4 to 
12 months old. An average issue of BH&G is read by 
15,500,000 people. One-third of the 123,800,000 people 
in the U.S. 10 years of age or older read one or more of 
every twelve issues. That’s 44,150,000 readers of Better 
Homes and Gardens—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, lowa 


during the year... 


ly, of America reads 


Better Homes and Gardens 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 


ee = ae ea ge ore pee Faecal ed “i . a ‘ ar a i ee ee jas ehh te Sseetaigic ie ie ee oe (go, team Vat e re yo nee = : 3 = ra Linc ail or i ae ee se aoe iia tis a oy Png a eaeee ee 3 
e ae ans k LM eRe oil Sian ar atl ah ee saint Manager th aie genes ee et sth ae ee ee meer Ces 2 ee opm ere a9 be Same) i 
aa ba hens : oe UE eae ee LS A a ge 2 SS Oe ce Serre i AE eaay se ‘ont Sa i area si ea as et AC ae a Moree “7 7 = eta Ry ue ane st OM. kL Aa Cae gS yas ein Sk OP 7 La mig” pen a a eee <a ies 7 ae 
ee get er ere — ee vs eo We tee mae ait ara ies arene AE RD og it eee i ee ae ee i a = 
ai : an ag 
: . a 4 
: Po ‘ r 
Fe co 
raga 
Co 
et 
& wad 
' a RE 
a ee “ = 
ns a a aes = 
sh ie 
e: i he 
i. ee 
i Bs al 
. ge Pe 
re pae. ee 
é Bh aly 
_ : 
Pa Pee 
Bs co. oes 
2 i 2 ua 
7: og -- 
= t nee 
ae % REE ae | _ e i 
4 - \ yy | = 
Me — “—- = # ‘ es - 
ee ~~. , git 
: S > he x ee 
a : ; o er 
‘ a A P ae 
2 er A, *, Renae 
eet, / : os 
Bs — ¢— ; tS 
oe Bie 
- — ) \ ~ nee 
Z - pers 
x: / : = Pie 77% ia 
% —_— Ls “q er 
fi: | —_ “ es, 
Fé ‘4 et 
g ww. “oP : —S ; 
. : i 
| i 4 4a aes ¢ a 
y : } 8 r 
- he SK = Foss : 
. aad 
~ oar \ al : giaitome 
y “ *-. . = ee 
N = . oo 
\ a. bad eis 
~ } ee ! oi “ 
’ >. : 
I~, ~ A ie (4 AS Pca. 
~ . "5, “Eo g Tees 
‘y : Saeed Cm 
} } ¥ . Me? “a ee > 
ww THC thar Pa 
| SO oe 
ce 
A ee 
Ww wil 
ae ge 3 ; i i Rae a a sh ar a hl Re Blah oo 7 aes - o , ree ; i aes a ae ; 
0 MR ET Re Ee Le uae ig J a ee... ee a ae eee ce ee cd 
“hea Saget etter ae armen a Crk «ee ee eget ee ge Pe ee Ce ie he = RM eae em. GR A 2 Cae aie 
Sh Th thle Bae 0 a he oa 7 pee ee a et A eg ee Ske ey eee Meee | ae a ee rey, Ae beams Temes: eh eee a. os Pes es 0 ae eee eee ‘poe. 
2 ae ears (ee a ee > ees . ) pia: Ee le Fe eso al aa ee os ee . 3 Be ag Wet on Rhy WA ig da he oe, ee bai Sinn be eee econ ¢ : a ae : Sa OTE tS a Ai Sel? 5 ae EE eee 
ns et aaa th eee ely Ags. oor a ac bceiliiiag ag ir tit at 5 ae ae Se teat Rar. 5 sald ae NRT Sethe EON py ee He hss Se ae, el ie ee Pecans are es ‘ ‘paul = 
: a ie ‘ : = % ae Wet pt ae 4 . bi Z Sai hay See “ sad peseg ES 


176 


Sunkist, Wesson 
Stress Fish Dishes 
in Lenten Drive 


Los ANGELES, Feb. 19—Using 
the theme “Famous American fish 
dishes,” Sunkist Growers and 
Wesson Oil & Snowdrift Sales Co. 
are jointly sponsoring a Lenten 
season promotion believed the 
biggest ever run for fish dishes. 

The campaign will be spear- 
headed by a four-page color ad in 
the March issue of McCall’s. Re- 
prints of the ad, which is printed 
on newsprint, will be made avail- 
able to retail outlets for distribu- 
tion to consumers. 

Featured in the ad are ten 
recipes for shrimp, tuna croquettes, 
trout and salmon. Supplemental 
material includes a series of lemon 
and fish menu clip-ons and table 
tents for distribution to leading 
restaurant and seafood houses. 


® The opening ad in McCall’s will 
be followed with color pages in the 
April issues of American Home, 
Better Homes & Gardens, Farm 
Journal, Good Housekeeping, Mc- 
Call’s, Progressive Farmer, Red- 
book and Sunset Magazine. The 
March 24 issues of American 
Weekly, Parade and major inde- 
pendent supplements will carry 
color pages. 

Tv promotion will include com- 
mercials on the March 7, 14 and 
21 Sunkist-sponsored portion of 
“Queen for a Day,” and on the 
“Sid Caesar,” “Bob Crosby,” and 
“Valiant Lady” programs spon- 
sored by Wesson. 

The entire staff of Sunkist 
dealer service representatives and 
the several hundred salesmen of 
Wesson Oil will jointly merchan- 
dise the promotion to the trade. 
Cooperation will also be extended 
to the National Fisheries Institute 
and leading seafood distributors 
interested in tying in. > 


Orange County AAA Elects 

The Orange County (California) 
Assn. of Advertising Agencies has 
elected its 1957 slate of officers. 
They are Paul Mitchell, Hall- 
Mitchell Advertising Agency, 
Orange, president; Chet Dippel, 
Chet Dippel Advertising, Fullerton, 
vp, and Armand Hanson, Armand 
J. Hanson Co., Santa Ana, secre- 
tary-treasurer. 


Manulecturers 
WE Pte Sycere Bking | bey etend 1) Oma 


IT PAYS TO GO OUTSIDE FOR SPRCIAL TOOLING 


NEW ADVERTISER BOWS—National 
Tool & Die Manufacturers Assn., 
Cleveland, used Business Week to 
launch its first national advertis- 
ing campaign. Fred Wittner Ad- 
vertising, New York, is the agency. 


Tool & Die Makers 
Drive Deprecates 
Self-Do Tool Making 


New York, Feb. 19—National 
Tool & Die Manufacturers Assn., 
80% of whose members have few- 
er than 50 employes, has launched 
its first national advertising cam- 
paign in Business Week. 

All of the ads will feature the 
theme, “It pays to go outside for 
special tooling.” The first ad fea- 
tures an illustration of a broken 
hacksaw with the headline, “Do- 
it-yourself doesn’t pay on special 
tooling.” The copy points out that 
even a do-it-yourselfer would call 
in a specialist on a complex wood- 
working job, and that by the same 
token a production plant should 
use the services of experienced 
contract tool manufacturers for the 
intricate special tooling required 
for today’s mass production. 

The campaign also is intended to 
improve customer relations and es- 
tablish more firmly the importance 
of the special tool and die industry 
which, in 1956, is reported to have 
shipped a record of $1 billion 
worth of special tools. 

Fred Wittner Advertising, New 


York, which has been the associa- 


Source: Publishers 


Advertising Age, February 25, 1957 


Network Gross Time Charges 


Information Bureau 


NETWORK TELEVISION 


December, December, % Jan.-Dec. Jan.-Dec. % 
1956 1955 Change 1956 1955 Change 
dhenensnsi $ 6,699,450 $ 6,301,578 + 6.3 $ 76,726,129 $ 51,393,434 +49.3 
iiiinitadiie 20,395400 17,086,161 +19.4 223,520,382 189,018,121 +18.3 
—_— —_—— 3,102,708 — 
D sadahes 17,666,721 16,010,878 +103 187,921,123 163,384,796 +15.0 
we $44,761,571 $39,398,417 +13.6 $488,167,634 $406,899,059 +20.0 
1956 NETWORK TELEVISION TOTALS 
ABC cBs NBC Total 
etree $ 6,382,046 $ 17,820,455 $ 14,695,116 $ 38,897,617 
ehasine 6,418,210 16,928,361 13,845,000 37,191,571 
eniennlamente 6,747,928 17,884,976 15,955,688 40,588,592 
6,173,922 17,668,950 15,136,596 38,979,468 
6,639,132 18,260,894 15,710,403 40,610,429 
6,119,917 17,935,789 14,186,929 38,242,635 
5,532,030 18,481,719 13,733,765 37,747,514 
6,842,292 19,430,748 16,323,549 42,596,589 
5,473,910 18,399,872 14,932,295* 39,006,077* 
6,878,183 20,446,755 18,142,005* 45,466,943* 
6,619,109 19,866,463 17,593,056* 44,078,428* 
6499 450 20,395,400 17,666,721 44,761,571 
$76,726,129 $223,520,382 $187,921,123 $488,167,434 


*Revised as of February 14, 1957. 


**Effective Sept. 15, 1955, DuMont Television Network changed from a national net- 


work to a local operation. 


tion’s public relations counsel since ; WILLIAM J. SEWALL 


1943, also has been appointed to 
handle its advertising. 


‘Building Products’ Adds 
Western Section in July 

Beginning with its July, 1957, 
issue, Building Products will in- 
corporate a western section for 
use of companies marketing build- 
ing products in the western trading 
area, Hudson Publishing Co., Hud- 
son, O., has announced. The new 
section will have a controlled cir- 
culation of 7,905 in the three Pa- 
cific states, eight Mountain states 
and Texas and Oklahoma. The 
section’s b&w page rate, one time, 
will be $325. Advertisers using the 
national edition will earn the same 
frequency rate in the western sec- 
tion. 

Maurice A. Kimball Co., Los 
Angeles and San Francisco, rep- 
resents Building Products in the 
area covered by the new section. 


‘Minneapolis Tribune’ Price Up 

The price of the Minneapolis 
Sunday Tribune has been increased 
to 20¢ in the Twin Cities metro- 
politan area, up from 15¢. Readers 
outside the Twin Cities area have 


been paying 20¢ a copy since 1952. 


CARTHAGE, Mo., Feb. 19—William 


© | J. Sewall, 90, former editor and 


publisher of the Carthage Press, 
| died at his home here yesterday 
jafter an extended illness. After 
| publishing the daily for 48 years, 
| Mr. Sewall sold it in 1945. 


OMAR H. KELLER 

PHILADELPHIA, Feb. 19—Omar H. 
Keller, 67, manager of the Phila- 
delphia advertising sales office of 
Farm Journal, died suddenly yes- 
terday in Richmond, Va. His home 
was in Wyncote, Pa. 

He had been a member of the 
advertising sales staff of Farm 
Journal since 1939. He was a grad- 
uate of Lafayette College. 


Admiral TV Prices Rise 

The suggested retail prices of 
all Admiral Corp. color tv receivers 
have been increased by $50. Higher 
component and production costs 
were given as the reason for the 
increase. 


Byoir Names Schiff Senior VP 
Victor Schiff, formerly vp and 
account supervisor, has been 
named senior vp of Carl Byoir & 
Associates, public relations organi- 


zation, a newly created position. 


= 


age 


— 


Vic Maitland & Associates, Inc. 
2 GATEWAY CENTER * PITTSBURGH 22, PA. 
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What isfAdvertising ? 


It is one man speaking to another. Being 
persuasive, being thorough, without being 
overbearing. Creating, with clarity and 
simplicity, the desire for a product. Mak- 
ing a friend at the moment of the sale, 
maintaining this friendship afterward. 


An easy job? Never. It is a most difficult 
job. One that demands imagination, en- 
thusiasm, hard work. 


We firmly believe that from these qualities 
comes sales success. As a matter of fact, 


we've proved it. And we would be delighted 
to prove it again with YouR product. 


ROBERT E. JONES 

San Francisco, Feb. 19—Robert 
E. Jones, 69, publisher of Western 
Dairy Foods Review, and a dairy 
industry authority for more than 
30 years, died Feb. 9 of a heart 
attack in Alta Bates Hospital, 
Berkeley. 

Mr. Jones started his career as 
a reporter for the Sacramento Bee 
and served as agricultural] editor 
until 1924 when he left to join the 
California Dairy Council as assist- 
ant to the manager. 

Later he served as secretary- 
manager of the Pacific Slope 
Dairy Show and of the Alameda 
County Milk Dealers’ Assn. He also 
was sales manager and assistant 
to the president of the Golden 
State Co. 

Mr. Jones left Golden State in 
1938 to represent the dairy indus- 
try of southern California as labor 
relations negotiator. In 1942, he 
became consultant for the Ameri- 
can Dry Milk Institute, Chicago, 
a post he held until the time of his 
death. 

He had been publisher of West- 
ern Dairy Foods Review since 
1926. . 


ARTHUR C. SAYLOR 

CuicaGo, Feb. 19—Arthur C. 
Saylor, 77, a director and member 
of the executive committee of U.S. 
Printing & Lithograph Co., Cin- 
cinnati, died here Feb. 8 in Wesley 
Memorial Hospital of a heart ail- 
ment. 

Born in Naperville, Ill, Mr. Say- 
lor was associated with the U.S. 
Printing & Lithograph Co. during 
his entire business career. He start- 
ed with the company as an office 
boy in 1895, and held various man- 
agerial positions until he was pro- 
moted to a vp in 1937. He was 
elected a board member a year 
later. 

A resident of Cincinnati, Mr. 
Saylor retired from active man- 
agement in 1946 after 51 years’ 
service, but continued as a member 
of the board. He was named to 
the executive committee in April, 
1954. 


KENNETH J. McARDLE 

MontTrREAL, Feb. 19—Kenneth 
James McArdle, 52, president of 
Public & Industrial Relations Ltd. 
here, died in his home Feb. 7 after 
a lengthy illness. 

Born in Grand Forks, B.C., Mr. 
McArdle was a graduate of Loyola 
College. He started his business 
career in the engineering depart- 
ment of Aluminium Co. of Canada 
Ltd., and later joined the editorial 
staff of the Financial Times. 

He became founder, publisher 
and managing editor of Canadian 
Business in 1930 and held this job 
for 13 years. In 1943, he joined 
Vickers & Benson Ltd. as public 
relations director. He left the com- 
pany in 1946, when Public & In- 
dustrial Relations Ltd. was formed, 
to become its president. 


COL. RUSSELL TRIPP 


Santa Cruz, CAL., Feb. 19—Col. 
Russell Butler Tripp, 77, widely 
known trade journal editor, and 
retired army colonel, died Feb. 10 
at his home in Capitola near here. 
Col. Tripp was a trade journal edi- 
tor for 20 years with Western 
Confectioner, West Coast Druggist, 
Pacific Bottler, California Legion- 
naire, American Citizen and the 
California Highway Patrol. 


R. H. LIPPINCOTT 

PHOENIX, Feb. 19—Richard 
Hamilton Lippincott, 55, former vp 
and general sales manager of 


Holeproof Hosiery Co., Milwaukee, 
and a director of Brand Names 
Foundation, died yesterday in 
Phoenix Hospital after a brief ill- 
ness. Since Jan. 1 Mr. Lippincott 
had been sales manager of John F. 


Long Home Builders here, 
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Four Out of Five 
Recall Outdoor 
Posters: Starch 


(Continued from Page 3) 
45 and 54, and 60% for people 55 
and older. 

Outdoor advertising has a strong 
so-called “captive audience” qual- 
ity. Inherent product interest, the 
report says, has a relatively limited 
effect on individual poster scores. 
For the average of all posters 
studied 32% remembered seeing 
them. On passenger car posters 
29% remembered seeing; on other 
automotive posters it was 28%; on 
food posters 36%, and on liquor 
and beer posters it was 34%. 


s In outdoor posters there is less 
difference between men and wo- 
men scores than in most other 
media. For example, with respect 
to food posters, it was found that 
among men 35% remembered see- 
ing compared with 37% of the wo- 
men surveyed. For liquor and beer 
it was men, 39%; women 30%. For 
passenger cars it was men 36%; 
women 22%. 

“When using the aided recall 
technique,” Mr. Stone reports, “we 
found on the average 38% of the 
people who remembered seeing a 
poster could describe it from mem- 
ory before being shown the poster 
reproduction. Some posters scored 
as high as 74%. 

“When shown masked posters— 
posters with the name of the 
advertiser blocked out—on the av- 
erage 45% of the people who re- 
membered seeing a poster could 
correctly identify the advertiser. 
Some posters scored as high as 
92%. 


- 


« “In talking with advertisers,” 
Mr. Stone says, “the question is 
often asked, ‘Do outdoor posters 
sell?’ I know of no way to measure 
the inherent selling power of a 
medium. Like other media, outdoor 
has individual success stories. All 
of us know that in the mix of forces 
that go into the end sale, the con- 
tribution of a single advertising 
element is virtually impossible to 
measure. But in our continuing 
work we are finding a good deal 
about how outdoor posters work 
and their ability to generate prod- 
uct images favorable to the ad- 
vertisers. 

“In summary,” Mr. Stone says, 
“our work shows that outdoor pos- 
ters as an advertising medium have 
unique qualities—qualities which 
must be understood if it is to be 
most effectively used. 

“Outdoor has the basic qualities 
necessary for an effective major 
advertising medium; it reaches 
large numbers of people. It is seen, 
read and remembered. It success- 
fully plants sales points in peo- 
ple’s minds. 

“But most important, like all 
other media, what you do with the 
outdoor space you buy makes a big 
difference. Form of presentation is 
vitally important. There is no sub- 
stitute for the creative artist and 
copywriter. Research in outdoor, 
as for other forms of media, is a 
kind of tool. It can help to direct 
creative talent into the most pro- 
ductive channels.” 7 


Johnson Joins P. Stevens 

Robert B. Johnson, formerly of 
Harshe-Rotman, has been appoint- 
ed director of advertising, promo- 
tion and public relations, a new 
position, of the Patricia Stevens 
Schools, Chicago. 


Rogers Heads Shaw Media 
Richard L. Rogers has been pro- 
moted to manager of the media 
department of John W. Shaw Ad- 
vertising, Chicago. He formerly 


visitor—Adrien Albarranc (right), publisher of Mechanique Popu- 

laire, French edition of Popular Mechanics, and Gordon Blair, ad- 

vertising manager of Popular Mechanics’ international editions, 
confer during Mr. Albarranc’s visit to Chicago headquarters. 


was a research supervisor at Shaw. 


Jonas Joins Higbee Co. 

Mare Jonas, vp of sales promo- 
tion and publicity, Sterling Lind- 
ner Davis Inc., Cleveland depart- 
ment store, joins Higbee Co. April 
1 as advertising-sales promotion 
manager. Mr. Jonas succeeds Hen- 
ry W. Alexander, who is resigning. 


Allen, McRae Changes Name 

The name of Allen, McRae & 
Bealer, Atlanta agency, has been 
changed to McRae & Bealer. Of- 
ficers and directors remain the 
same. 


Baratz to ‘American Druggist’ 

Aubrey L. Baratz, formerly with 
Everywoman’s Magazine, has 
joined American Druggist, New 
York, as sales promotion manager. 
He succeeds David Witt, who has 
resigned. 


North Moves to JWT, Toronto 

J. Walter Thompson Co. has ap- 
pointed J. Richard North to its 
Toronto office in a senior creative 
capacity. He formerly held assign- 
ments in the agency’s New York 
creative department. 


Taboo on Package 
Change Is Ended, 
Bondurant Says 


(Continued from Page 2) 
Industrial Design, New York, said 
the American consumer spent more 
than $10 billion in 1956 for pack- 
ages ranging from cigaret packages 
to shipping cases—representing 
242% of the entire national prod- 
uct. 

“Why does American industry 
spend this kind of money to house 
its products?” Mr. Arens asked. 

“People today are demanding 
more in comfort, protection and 
convenience. The bulk milk and 
pickles of even 30 years ago would 
no more please today’s shopper 
than a sod floor in the living 
room,” he said. 

Among the other members of the 
symposium were Donald Deskey, 
Donald Deskey Associates, New 
York; Robert Sidney Dickens, Rob- 
ert Sidney Dickens Inc., Chicago; 
Esther Foley, home service direc- 
tor, Macfadden Publications; Dr. 
Charles Glock, director, bureau of 
applied social research, Columbia 
University, and Francis Blod, pres- 
ident, Package Designers Council.e 


‘Bangor News’ Names Kiah 
Robert E. Kiah, treasurer and 
business manager of the Daily 
News, Bangor, Me., has been ap- 
pointed general manager, succeed- 


ing Frank L. Ames, who has) 


retired. Arthur E. McKenzie, as- 
sistant treasurer and office man- 
ager, succeeds Mr. Kiah as business 
manager. 


NO JUNK ALLOWED! 


THE CATHOLIC 


likes BRAND NAMES 
and 
BRAND NAMES like 


THE CATHOLIC 


REGULAR ACCOUNTS: 
Pennsylvania Athletic Goods 
Rawlings @ Delta Bike Lights 
Louisville Sluggers @ MacGregor 
Chemcraft @ Thor Power Tools 
Burgess Vibrocrafters 
Dremel! Mfg. Co. 
93,990 {Swere 12-31-56) 
up a healthy 11,702 since 12-31-55 
Write for sample copy 

rate card 
Jim Lakofka—Adv. Mgr. 
THE CATHOLIC BOY 
NOTRE DAME 6, INDIANA 


the magazine boys want 


It pays to advertise in Cin- 
cinnati’s only Locally Owned, 
Locally Edited, Locally 
Interested newspaper . . . 


GREATER 
CINCINNATI 


CINCINNATI TIMES-STAR 
IS THE NEW LEADER IN 
THE BIG EVENING FIELD 


FIRST in ABC City Zone circulation—NOW 130,919 
FIRST in ABC City Zone gains—UP 2,919 . . . nearly 


3to 1 over our competitor in the BIG evening field! 


GEWERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE—WNEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVES: McASKILL & HERMAN, MIAMI BEACH 
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1956 1955 
Top 100 Outdoor Advertisers Spemt | 2s. toc. ce. 02) 00cm names arm 
ee MI PIII, GIR, TIED i cocetaenccascconssesitsosnssersscvneseseutiid 730,823 819,178 
$2 262 386 M . ‘Hh OAI R t 37. Richfield Oil Corp. (Califormia) (40) ..........cccccccceeseeeee 729,135 642,501 
38. Brown-Forman Distillers Corp. (38) ..........ccccccccecsceeseeees 703,405 646,800 
’ / ore in / epor S 39. Continental Baking Co. (37) ..cccccsssccssssscsseesvssssssseesee 687,357 669,258 
(Continued from Page 3) In 1956, 25 companies spent = prone val oe agg pilsiiibieiadiescatbeabioabiiaieiatiinalednadibiateeiiing pone os 
1955. These include: more than $1,000,000 in outdoor. 42. Quality Bakers of aetetien Cooperative (39) es 649.228 644,075 
Studebaker-Packard Corp.; Novi|In ’55 the total was 24; in ’54 the 43. iit Cities On -— 618.110 eae, 
Equipment Co.; Publicker Indus-| total was 23. “4. Union po 2 os Colifornio (34) ai TAR a ape 599.021 700,481 
tries; Richfield Oil Corp. of N.Y.; Top Value Enterprises took the 45. Seni ‘ er? Ate Ca 7 . 
: edad P : ne > . IIIT UII sstccscnesnsunensnsessecccesinensisemeseuaiennenioals 573,861 684,373 
J. A. Folger Co.; Cities Service Co.;| 100th position in 1956, with an ee ee 559.180 545.216 
General Electric Co.; Standard | expenditure of $234,445. In ’55 that my dione A. teem latsstolalbaiaipastinccinsiesug anal a oeaane 
Brands; Admiral Corp.; Ward Bak- | position was held by Glenmore 48. iiesadiied meee nc (67) ..... i 511.149 367,088 
ing Co.; Wesson Oil & Snowdrift | Distilleries with an expenditure of 49. Th Diet 510,000 
ee - . Thomas PIES DREAEUD  vcascsdhchiinesccendasccosssenesintidactatede ; 624,308 
Sales; Standard Oil Co. of Ohio; | $235,517, but Glenmore climbed to 50. Philip Morris & Co. (52) . 500,220 477 816 
Norge division, Borg-Warner | 95th position in 56, increasing its 51. Du i Sadia te ob Pittsburgh 8) . 500,000 494,640 
Corp.; California & Hawaiian Su-| outdoor expenditure to $254,230. | 55° jase, Breame Co, aon Hiei a 02988 aan 
gar Refining Co,; Pittsburgh Brew-/ The comparative figures for the! 55 cosede Dry po ID hice dl selacel 492,938 368,031 
ing Co.; Top Value Enterprises Inc. | two years are as follows: 54. Stroh Brewing Co. (60) 488.768 441,369 
7 55. International Harvester Co. (6B) o..cc..cccccccsccesseeseeseenees 472,496 365,572 
100 Largest National Accounts Pg eg See aaa 462,803 - 243,579 
57. Phillips Petroleum Corp. (57) .......cccccssseesrseeereensenseerens 461 456 464,182 
s a ip 58. Continental Oil Co. (48) 455,470 511,296 
in Outdoor Advertisin in 1956 59. Morton Salt Co. (42) 453,735 624,165 
g 60. Jacob Ruppert (63) 437,714 409,653 
61. Publicker Industries es 430,438 
(1955 Ranking in Parentheses) 62. American Telephone & Telegraph Co. (97) ..-.ccccvsvu--: 430,287 242,132 
63. American Motors Corp. (45) .....ccccscscnersennsreenrneeeerens 419,988 
Source: Outdoor Advertising Inc. These are estimated figures | 64. Quoker — —! see 0 prs 
based on information obtained from available sources. 4 ach ag Co. (65) ae dha 394,874 
1956 1955 67. Drewry’s Ltd. U. S. A. (69) ..... 388,040 
De ER I OI, CBD icctecncesesssncctstssstlicscccccsecstoseseons $10,945,254 $10,228,386) %8- Richfield Oil Corp. of N.Y. ...ccccccssessnsrsersesereeensrneeee 385,011 
a i sss conapusiapenanaslinbelannn 6,665,797 | 99. J. A. PINE CIN Biapstlsatictbesccccitnsncinicintictenisidbiagtssncctinesesee 380,320 
3. Jos. Schlitz Brewing Co. (4) 3,395,598 | 70. Sicks’ Seattle Brewing & nea Ge IRD fecthtecescenece 378,674 
4. Coca-Cola Co. (5) 3,192,000 | 71. Cities Service Co. ........ssesssssssesssnssssssessvennsenssnsssssnsessnseses 363,382 
5. Shell Oil Co. (7) ........ 2,481,865| 72. Burger Brewing Co. (75) desnsencsorseevercestnndentindinetnsbenshitines 362,924 
6. Anheuser-Busch (6) 3,130,853 | 73. General Electric Co. o..cccecccsssesssssseseseeseerenenesnersnensnsreess 360,143 
7. Distillers Corp.-Seaagram (3) oo......ccccccccsesesssecsceseveseeevees 3,653,675| 74. U. S. Tobacco Co. (74) 358,650 
EE LT 2,751,726 2,446,890| 75. Pearl Brewing Co. (89) 347,052 
ie OO OO i nsennplentebasins 1,968,786 1,692,555 | 76. Lone Star Brewing Co. (81) o.....ccccccscsssesesenenenereneneeeee 337,187 
10. National Distillers Products Corp. (16) oo... 1,916,723 1,481,415| 77. Goebel Brewing Co. (61) 336,064 
Pi NE OO CUED cincosiscccxnessisssnsthesendecessssedpiares 1,914,094 1,655,990 | 78. Pfeiffer Brewing Co. (43) 328,136 
SER eo ae 1,778,974 1,878,113 | 79- Standard Brands .......cssvsvesverenessnesseseesenrsrssreneersnsens 323,105 
13. American Oil Co. (13) 1,689,189 1,569,640} 80. E. 1. DuPont De Nemours & Co. (83) ..............0 316,792 
14. Theo. Hamm Brewing Co. (19) oo.ccccccccccccccccccsccercereenens 1,553,845 1,291,714] 81. Howard D. Johanson (85) .......ccccccccceeseereeees 315,489 
ET ITT 1,532,891 SS LE: , eee Er 309,487 
16. General Tire & Rubber Co. (18) 1,308,415 1,319,609 | 83. Socony Mobil Oil Co. (28) ......cccccccessscsesenesesnsesrereeenenes 308,107 
fo Fe Gane 1,290,619 346,496 | B46. Ment Foods (76) ...ececcccccccesscrserssrersssccesserssverenecseorecessecess 303,600 
18. Chrysler Corp. (14) .... ee Re ae 5 ee 1,250,752 1,565,240 | 85. Electric Auto-Lite Co. (70) ..cccccccccccsesssessereerresennenennnees 292,305 
19. Esso Standard Oil Co. (26) .........000000.. feristsdbatadentieis 1,244,889 i I BUD GR, GD atnvncescsosdevsosessscocasssivcitarscossoentagnasnnes 291,488 
20. Standard Oil Co. of California (20) .... catieciie 1,231,681 1,208,002} 87. Admiral Corp. 279,773 
21. Interstate Bakeries Corp. (21) .....ccccccccccessssesssneseseseeenene i Si MI ED, cs caessnctiassdstanbintbihsdnessccesenosestsitiintagnstestee 274,080 
I I I: i ccc crnsesssceesadssbendanedeciannete Fe re OE TS TG nsceccsicensnntitteticcacsercesncsescsencsvscncovevcntivens 272,316 
23. Lucky Lager Brewing Co. (22) * 1,187,124| 90. Griesedieck Bros. Brewery Co. 269,458 
BA ee I GI (OG cccceccccsccsccescserscccccccccsscsteseences 619,935 | 91. Genessee Brewing Co. (95) c.ccccccccccssessesersesseeseeeeseneeennes 268,630 242,778 
25. Standard Oil Co. (Indiana) (24) ooo....cccccccccccccccererreee 1,014,327 | 92. Wesson Oil & Snowdrift Sales o.......ccccccccccsceerereees 266,974 
26. California Packing Co. (49) ......... BO Ss ee IE SD Gl, QEIINID eecetscccncccescecccocosersssosocrnrencsccnsetes 263,784 —-—— 
27. General Foods Corp. (9) 0... 1,890,322 | 94. Norge Div., Borg-Warner Corp. .......cccccseseeseesereeneeneees 261,189 
28. F & M Schaefer Brewing Co. (25) 996,555 | 95. Glenmore Distilleries (100) ...........cccccccseseeereeeenneenne 254,230 235,517 
29. Liebmann Breweries (15) ...........000.. 1,490,976| 96. California & Hawaiian Sugar Refining Co. ............... 249,573 
30. Miller Brewing Co. (31) .....c0es RD GPs i, hs I MN UID eign eset atcttrncantssecictovenncesoiesnscbecrnemeenainea 239,106 
31. National Dairy Products Co. (27) ’ ee NT ET OOO OE 246,830 
32. Atlantic Refining Co. (35) .......cccrecscsrerrssrsssssreeseeeees . 798,468 767,317 | 99. Pittsburgh Brewing Co. 
33. Safeway Stores (17) ee 793,222 1,395, 248 100. Top Value Enterprises = a 
34. P. Ballantine & Sens (29) ..ncccccersrrssrsccrorscrsersssscsercssonees 788,584 850,331 | Ret iesiaidicseceitibasitaisinepeapeanenintsenedbeibigbectegheresesuenininienneneaninses 


Podvey Resigns as Manager 
of ‘Philadelphia News’ 

David M. Podvey, general man- 
ager of the Philadelphia Daily 


ag aie News for more than a year, has re- 

Siok all / 

I N C R E A gS E DEALER signed. He said he will discuss his 
IDENTIFICATION _ plans after an extended vacation. 

tty ast Mr. Podvey said he resigned from 


DEALER 
SALES... 


IDENTIFICATION _« 


the News to “give the new pub- 
lisher, David Stern, an opportunity 
to bring in his own team and give 


PRODUCT 


portunities which have been ad- 
vanced during the past year.” He 
also said he had come to an amic- 


me time to study many new op-| 


od gt # 


PROMOTIONAL 


Win ADVERTISING ag 


——_ 


w BROCHURE 
' | Just released! Shows you | 
; -_ ’ 
¥, whet, where, and how 


signs promote sales! | 
Write Dept. AA today | 


F for your FREE copy! 


STou SIGN 


AA 6425 Ph trate i, St. Louis 20, Mo. 


able parting agreement with Mat-| 


thew H. McCloskey, 
contractor and chairman of the 


millionaire | 


| 


board of the News, with whom he | 


had a three-year contract. 


Mr. Podvey, before joining the | 
News, had been with the Philadel- 


phia Inquirer almost 17 years. 


Fairfax Names Brooks, Frieze 

Fairfax Inc., New York, has ap- 
pointed William Brooks senior art 
director and Gerald Frieze an art) 
director. Mr. Brooks formerly was | 
with Alexander Chaite Studios. Mr. 
Frieze previously was with Nor- 
man, Craig & Kummel. 


Ryan Joins Army Times 

John J. Ryan, formerly with the 
Headquarters Army and Air Force 
Exchange Service, has joined Army 
Times Publishing Co., New York, 
as a marketing consultant. 


| 


Advertising Age, February 25, 1957 


Milwaukee, Birmingham Papers 
Lead in Record R.O.P. Linage 

The Milwaukee Journal was 
leader in the newspaper industry 
in r.o.p. color advertising in 1956 
with 2,586,814 lines, representing 
close to a 20% gain over its 1955 
previous record total. The Bir- 
mingham News, with 1,655,631 
lines during '56, ran second in the 
U.S. and first in the South; this 
represents a gain of 220,557 lines 
over 1955. Total r.o.p. color linage 
hit a new level in ’56 for 202 news- 
papers measured by Media Rec- 
ords: 


1956 1955 
Morning .. 39,463,080 32,457,689 
Evening .. 53,429,316 44,299,844 
Sunday ... 16,425,775 13,413,729 
Total ... 109,318,171 90,171,262 


Colgan Joins ‘U. S. News’ 

John A. Colgan has joined the 
Philadelphia advertising staff of 
U. S. News & World Report. He 
formerly was with the Wall Street 
Journal in New York. 


KBAK-TV 
BAKERSFIELD 


Primary Affiliate 
In 


KERN 
COUNTY 


Represented Nationally by 
WEED TV 


KBAK.-TV | 
BAKERSFIELD 
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Trading Stamps 


Lure Washingtonians ‘“° or more different kinds of 


to Shop Afar: Study 


WASHINGTON, Feb. 19—Although 
the issuance of trading stamps is 
forbidden by law in the District of 
Columbia, 43% of the families liv- 
ing there save trading stamps, ac- 
cording to a study just completed 
by the Capital Family Panel, a 
consumer survey organization af- 


filiated with Sturm Research As-| stamps from drug stores equally 
| often, and to a substantial extent, 


sociates. 

The report summarizes findings 
among families living in the Wash- 
ington, D. C., market. Conducted in 
October and November, 1956, the 
survey reportedly covered a cross- 
section of 307 families. The market 
area consists of the federal district 


proper, two counties of Maryland, | 


and two counties in Virginia. 

In the district proper, it was 
found that 43% of families save 
trading stamps. In the Virginia 
portion of the market area, the 
corresponding proportion was 90%. 
In the two Maryland counties it 
was 77%. For the area as a whole, 
the proportion was 65% (200 of 
the 307 families). 

Among the 200 families who re- 


| ported saving trading stamps, ap- 
| proximately half said they save | 


stamps. Stamp plans receiving the 
| greatest support in the Washington 
/area are reported to be Top Value 
and S&H. Top Value received 54% 
| of all mentions, S&H 34%. 
| The survey shows that families 
| living in the district get their trad- 
ing stamps mainly from food 
stores outside of the district prop- 
| er, while in other parts of the mar- 
|ket area families get trading 


also, from filling stations. 

. The 200 families were asked: 
| “During the last half year have 
you tried to do a larger share of 
your buying at places that give 
| trading stamps?” 

Nearly half (47.5%) said “yes” 
| but the answers varied a great deal 
|among the different income groups. 
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!Thompson previously was with 

Kudner Agency. Milton H. Ray- 
mond, who joined the agency in 
| 1950, has been named vp in charge 
_of soft goods and textiles. 

M. Norman McKenzie and Ro- 
bert E. Bousquet have rejoined the 
staff of John C. Dowd Inc., Boston. 
Mr. McKenzie returns as a vp after 
an absence of four years. He most 
recently headed Holland, Mc- 
Kenzie & Barta. Mr. Bousquet re- 
turns as an account executive in 
the food division. 


AMF Names Dabney 
John C. Dabney, formerly direc- 
the world’s first tor of industrial development for 
‘ *|the state of Florida, has been 
says Admiral.) named director of marketing of 
The inset shows | American Machine & Foundry 
a close-up of 48|Co., New York, effective March 
silicon solar cells, 1. Mr. Dabney succeeds Edward 
each the size of a| Weitzen, who was vp in charge of 
half-dollar. marketing when he left AMF to 
become president of Gruen Watch. 


SUNSHINE — Miss 
Sunpower of 
1957, also known 
as Pat Lee, shows 
the location of 
the solar battery 
atop the cover of 
Admiral Corp.’s 
sun-powered ra- 
dio phonograph— 


Among families with annual in- 


comes under $4,000, more than|tion in answers to this question | 


two-thirds answered “yes,” but | among different age groups. About 
only 38% of the group with in-|56% of the housewives under 25 
comes of $7,000 and more gave af- | answered “yes”; 43% of those 40 
firmative answers. 51% answered | or older and 51% of those 25 to 39 
“yes” among families with incomes also said that they “tried to do a 
| in the $4,000 to $6,999 range. | larger share” of their buying at 


There was somewhat less varia- | places that give trading stamps. e 


Dowd Appoints Three in 
New York, Two in Boston 
Dowd, Redfield & Johnstone, 
New York, has appointed Edward 
E. Caso an account executive in its 
drug division and Phil Thompson 
tv copy chief. Mr. Caso formerly 
was with Erwin, Wasey & Co.; Mr. 


See Page 69 ° 


RANK 


How advertisers of 
MAJOR APPLIANCES 


rank national magazines 


(Jan.-Dec., 1956) 


MAGAZINE 


ADVERTISING 
REVENUE 


1. LIFE 


$8,496,395 


2. 


Saturday Evening Post 


3,738,587 


3. 


Better Homes & Gardens 


2,335,445 ! 


4. Look 


1,175,422 


5. 


McCall's 


1,095,570 


(Jan.-Dec., 1956) 


Ranking of national magazines 
in total advertising revenue 


1. LUFE $137 ,454,372 
2. Saturday Evening Post 86,873,786 
3. Time 42,598,778 
4. Look 34,350,878 9 Rockefeller Plaza, New York 20, N. Y. 


5. Better Homes & Gardens 30,071,028 


Source: Publishers’ Information Bureau (gross figures) 
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Along the Media Path 


The American Broadcasting Co. | 
has put out a brochure of promo-| 
tional ideas used by its local out-| 
lets, called “Local Promotion and 
Exploitation.” The network ex- 
pects to put out similar manuals in | 
the future. 


e With the order of 100,000 Sports 
Illustrated “Spring and Summer 
Sports Schedules,” A. G. Spalding 
& Bros. becomes the exclusive 
sporting-goods distributor of the 
booklet, which has become one of 
the magazine’s most popular mer- 
chandising devices. Spalding has 
ordered a like number of the fall- 
winter issue of the brochure. 


e On Jan. 28, the New York Post 
published an automobile section 
exclusively devoted to local mo- 
toring news and local auto dealers. 
It carried advertisements by 48 
auto dealers in a 24-page slip-out 
section. 


e The Underwear News, monthly 
trade association publication of the 
Underwear Institute, will publish 
a special Knitting Arts Exhibition 
issue on April 29. The special edi- 
tion, which is in addition to the 
regular 12 monthly issues, will co- 
incide with the opening of the 43rd 
Knitting Arts Exhibition, which 
will be held in Atlantic City. 


e Italians are reading Popular 
Mechanics in their own language 
for the first time this month. The 
new Italian edition, Meccanica 
Popolare, now is being distributed 
throughout Italy. 


e The Chicago Sun-Times pub- 
lished a special eight-page boat 
section on Feb. 10, the first Sun- 
day of the Chicago National Boat 
Show. Advertisers placed approx- 
imately 6,500 lines of advertising 
in this special boat section. 


e Through a special arrangement 
just completed between Bernard 
L. Schubert Inc., distributor of 
“TV Reader’s Digest” and the 
editors of Reader’s Digest, the 
magazine will list every station 
showing the television series in 
forthcoming issues. 


e “Abraham Lincoln and Charles 
Lindbergh Share This...” is the 
title of a handsome new spiral- 
bound brochure put out by the 
Copley Newspapers, publisher of 15 


early steps toward fame were re- 
ported first by two of the home- 


town Copley Press newspapers”— 
the Illinois State Journal, Spring- 
field, and the San Diego Union. 


The brochure goes on to give mar- 
|ket and descriptive data on the| 
communities served by the Copley | 


papers. 


e Nearly 500 Minneapolis-St. Paul 
advertisers and agency men at- 
tended the open house at Radio 
Station WDGY on Feb. 1. The oc- 
casion celebrated one year of Storz 
ownership and recently remodeled 
studios. 


e Modern Highways, published by 
Scranton Publishing Co., Chicago, 
brought out its first issue concur- 
rent with the beginning of the 
American Road Builders Assn. 
Road Show in Chicago Jan. 28. Ed- 
ited exclusively for the highway 
contractor, the magazine has a na- 
tional controlled circulation in ex- 
cess of 10,000. One page, b&w, sells 
for $295. 


e Department of New Laurels: 

WOR, New York, reports a sales 
increase in excess of 55% for the 
month of January, 1957, over Jan- 
uary, 1956. 

The April issue of National Geo- 
graphic Magazine will be the larg- 
est, from the standpoint of the 
number of advertising pages, in 
over 25 years. Revenue for the is- 
sue will be the largest in the his- 
tory of the magazine. 


WVEC-TV, Norfolk-Hampton, 


newspapers. What these two his- | 
toric gentlemen share is that “their | 


FROM SOUP TO NUTS—George Taylor (left) and Bob Eagles display 
WHIM’s latest mailing piece to station food and drug clients. Carton 
| contains cans of Habitant soup and Planter’s peanuts along with 


names of other food advertisers on the Providence, R. I., 
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| Organ Co. Plans Spring Push 

| The Thomas Organ Co. division 

‘of Pacific Mercury Electronics, 

| Sepulveda, Cal., kicks off its 

| spring campaign for its electronic 
|organs with a color ad in The 
| Saturday Evening Post, March 2, 
| followed by an insertion in Look, ' 
| March 5. The media schedule also 

| includes American Home, Better 
Homes & Gardens, Ebony, news- 
papers and trade publications. 

| Foote, Cone & Belding, Los An- 
geles, is the agency. 


McDonald Changes Name 
The name of McDonald & Hag- ‘ 

gard, Nashville, has been changed 

to McDonald Advertising Agency. 

At the same time, the agency was 
appointed to handle advertising 
for Life & Casualty Insurance Co. 

of Tennessee. Martin Co. is the 
forrner agency. 


Riedemann Governor Thompson Gage 


WISCONSIN BOUND—Leslie R. Gage, western manager of National 

Geographic Magazine, presents a bound copy of the February issue 

of the magazine to Governor Vernon Thomson of Wisconsin. The 

issue carried a 48-page story on the state with 29 four-color illus- 

trations and a color spread of maps. Chester Riedemann of the Chi- 

cago advertising staff of the magazine looks on during the presen- 
tation made at a luncheon in Madison, Wis. 


Va., increased its gross revenue in | 000. 

1956 65% over its previous record- Science Magazine has announced 

breaking year of 1955. that advertising revenue reached a 
Cosmopolitan reports an April) record high in 1956. Total billings 

linage increase of 35% over April, showed a net increase of 33% over 

1956. Devoted exclusively to Flor- 1955. 


ida, the issue has attracted adver- | 
tisers from airlines, hotels, de- | ‘Canadian Electric 
Group Uses Dailies 


partment stores, municipalities and | 
others with a special interest in| 

to Push Home Wiring 
TORONTO, Feb. 19—The news- 


the southern state. 
paper promotion campaign of 


Effective with its August, 1957, 
issue, McCall’s will increase its an- 

Canadian Adequate Wiring Bu- 
reau got under way during Can- 


nual average net paid worry 
by 300,000 to a new high of 5,000,- 

ada’s electrical week, which was 
held from Feb. 11 to Feb. 16. 


Every daily newspaper in cities 
of more than 25,000 population 
|will carry an advertisement pro- 
| moting the need to re-wire Ca- 
|nadian homes. As almost everyone | 
|in this country has become aware, | 
\the growth of modern electrical | 
jappliances in the home has poened 
|present wiring inadequate to carry 
| the load. 
| MacLaren Advertising Co. Ltd. | 


| 
|}was named to the account a few | 


| months ago and this is the first 
|result. Jack Milne is account ex- 
jecutive, aided by Howard McKen- 
zie. 

A direct mail campaign is now | 
well into its third mailing to 6,000 | . 
}electrical contractors. The mailing | 
| offered a booklet on how to profit 
from the re-wiring market; some 
1,200 reply cards were received. 

With a downturn in new hous- 
ing forecasts for Canada in 1957— 
down from 125,000 to 100,000—it 
is expected that many contractors 


‘Memptis Food 
Chain Adds 
a Year! 


BIG STAR STORES of Memphis 
and long-time sponsor of Cisco, 
comment on entering 5th year 
of sponsorship: 


| 
| 
| 
| 


station. 


on Request 


FORT SMITH 


Ross Pendergraft, Netionel Advertising Manager @ National Representatives: Arkansas Dailies, Inc. 


Get this Consumer Analysis on the 


FORT SMITH Market 


Here's a study of buying habits and 
brand preferences in Arkansas’ fastest 
growing market, 365,000 population 
and center of the 14-county Arkansas- 
Oklahoma trading area. 
retail sales per household 24% above 
the national average! 


TIMES 


This exhaustive survey covers foods, 
beverages, soaps, household appliances, 
frozen foods, dog foods and other products. 
Write today for your copy to— 


Southwest American 


will turn to this market for busi- 
ness. Already indications are that 
the campaign is receiving a great 
reception. 

A bureau oficial just returned 
from a coast-to-coast trip, stated 
that many large contractors are 
finding it a lucrative market and 
are advertising a complete wiring 
of home service in many centers. 

The adequate wiring group is an 
offshoot of Canadian Electrical | 
Manufacturers Assn. Backing the 
estimated $150.000 promotion cam- 
paign are manufacturers, utilities, 
distributors and contractors. - 


“Cisco Kid has shown a 
high rating locally. It has 
brought direct sales re- 
turns for Big Star Stores 

. We also sponsor 
Ciscoin Cape Girardeau, 
Mo. The results in this 
new area are excellent. 
Recently when the Co- 
lumbus, Miss., station 
opened, we started Cisco 
there. Already we see 
sales results . . . Cisco 
Kid has helped all our 
big Star Stores.” 


It shows 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Philip Lesly Appoints Five 

W. Ken Jackson, formerly a vp, | 
has been appointed exec vp of 
|Philip Lesly Co., Chieago, public 
relations counsel. At the same 
time, Alice Carey, director of the 
women’s department, was named 
|a vp, and A. R. Roalman, who 
| joined the organization in 1955 as 
/an account executive, was named 
ja vp. In the New York office, 
| Ruth Kunze was appointed assist- 
ant director of the women’s de- 
partment, and Lawrence Baker 
was named an account executive. | 


RECORD 
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Marketing Jargon 
Is Misleading, 
Weber Tells NIAA 


CLEVELAND, Feb. 19—Ripping in- 
to marketing bafflegab, Norton B. 
Weber of Marsteller, Rickard, Geb- 
bardt & Reed, declared that mar- 
keting, shucked clean of jargon 
and triple-talk, displays just one 
plain purpose: 

“Find out what the customer 
wants and sell it to him at a prof- 
ag 


“Marketing is neither miracle 
nor mystery,” Mr. Weber told | 
Cleveland members of the Na-| 
tional Industrial Advertisers Assn. 
“Yet there has grown up around 
it enough jargon and mumbo-jum- 
bo to wire sound into a witch doc- 
tor’s dream.” 


® This verbiage tangles the ap- 
proach to marketing, according to 
Mr. Weber, who is creative chair- 
man of his agency’s Pittsburgh 
office. He said such terms as “op- 
timum utilization” and “assess- 
ment of executive drives” contrib- 
ute to the jungle maze. 

“Some of this vocabulary is un- 
doubtedly necessary,” he said, 
“but it has a bad result: It scares 
and it often misleads. It creates 
the tangled picture of marketing 
that many people have in their 
minds. 

“They may then pay lip service 
to marketing without really know- 
ing what they are doing. Or they 
may be repelled entirely.” 


e Mr. Weber said “simple and 
commen-sense” approaches’ to 
marketing are made difficult by 
the business complexities that 
arise with the size and growth of 
a market. Even Henry Ford, he 
said, had trouble in keeping his 
market eye keen and clear. 

“Marketing is an attitude of the 
mind,” Mr. Weber said, “which 
should guide the entire operation | 
of a business. This means guiding 
each individual department and 
function.” 
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DRESSED UP—In celebration of its 50th anniversary, American Ther- 
mos Products Co., Norwich, Conn., has redesigned its products and 
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|Advertisers to Pay $125,000,000 ; men’s Quarterly.” Editorial con- 
for TV Films, Time in ‘57: Ziv | tents will cover fashion and fash- 
Expenditure of more than $125,- ion-related features. Advertise- 
000,000 in the purchase of syndi- | ments will be based on the maga- 
cated tv films and the necessary | 2ine’s current b&w page rate of 
air time by both national and re-| 95. 
gional advertisers during 1957 was 
predicted last week by Ziv Tv, | ‘Buffalo Courier-Express’ 
New York syndicator-producer.| Nqmes Clement Ad Director 
Program sponsorship rather than | James F. Clement has been ap- 
pot participations would take up pointed advertising director of the 
the greatest part of the total, and Buffalo Courier-Express. Mr. 
contracts would break down to | Clement joined the Courier-Ex- 
60% single-sponsor purchases and press 26 years ago and has been 
40% co-sponsorship deals, the film retail advertising manager since 
company stated. Oct. 21, 1951. He succeeds Harold 


The $125,000,000 syndication to-| 4 Rosenfield, who died of a heart 
tal predicted for 1957 would rep- | attack Jan. 28 (AA, Feb. 4). 
resent one out of every four tele-) 
vision advertising dollars spent for | 
any form of spot television, accord- | 


ing to Ziv. 


plans an increased ad campaign for 1957. These pages, showing |‘Apparel Arts’ to Publish What is Chicago's 


some of the new Thermos designs, are designed for use by the trade 


A consumer campaign is scheduled for 15 magazines, with emphasis 


on three seasonal promotions: picnic, back-to-school and Christmas 
Charles W. Hoyt Co., New York, is the agency. 


- | Consumer Edition 

| Apparel Arts, New York, plans 

- | to publish a consumer edition. It 
will bear the subtitle, “Gentle- | 


New Major Ageney? 


See Page 69 


Given this awareness, Mr. Web- 
er said, every company activity— 
“product design, financing, person- 
nel, manufacturing, distribution, 
selling, advertising, and sales pro- 
motion”—will mesh together and} 
click. 

} 


es Mr. Weber said the almost in- 
evitable result is larger volume at 
higher profit. 

What are the agency’s respon- 
sibilities in the cooperative prob- | 
lem of marketing a client’s prod- | 
uct? 

Mr. Weber listed these five 
agency functions: 

1. To sell constantly the pur- 
pose, value and meaning of mar- 
keting to all elements of the client 
organization. 

2. To assume the responsibility 
for leading the marketing program. 

3. To encourage the use of con- 
tinuous research and to partici- 
pate in that research. 

4. To penetrate into the client 
organization more deeply than is 
commonly done. 

5. To take the lead in crystalliz- 
ing the selling story in the terms | 
of customers. . 


Scripps-Howard Names Metz | 
‘SF News’ Business Manager 

Wilbur H. Metz, formerly New| 
York manager of general advertis- | 
ing of Scripps-Howard Newspa-| 
pers, has been named business | 
manager of the San Francisco 
News, a Scripps-Howard paper. 
Mr. Metz has been president of the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives. 

On the News, Mr. Metz succeeds 
Earl D. Baker, who was named 
business manager in 1947. Mr. 
Baker plans an extended vacation 
after which he will be reassigned 
by Scripps-Howard. 


is 


CRAIG STURM, project architect, works in downtown Los Angeles. 

But Mr. Sturm and his family live at 526 $. Cordova Street in ALHAMBRA — one of the 
many communities in the Greater Los Angeles “Hometown” Market served 

by the COPLEY ‘Hometown” Newspapers. 


IN GREATER LOS ANGELES— 
SELL THEM WHERE THEY LIVE! 


Craig Sturm and his family are among the millions in 
Greater Los Angeles who are sold best in their own homes 

. . who respond fastest to the sales appeal that reaches 
them where they live. And 25% of the people in Greater 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 
GLENDALE NEWS-PRESS 


6 


COPLE Fj NEWSPAPERS 15 “Hometown” Newspapers covering 
Greater Los Angeles — Springfield, Illinois — Northern Illinois — and San Diego, California . . . 
All the local news plus the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY B 


Los Angeles live in areas covered by COPLEY News- 
papers. For penetrating coverage . . . for strong merchan- 
dising support . . . for more sales per advertising dollar 
... buy these COPLEY “Hometown” Newspapers — 


MONROVIA DAILY NEWS-POST 
REDONDO BEACH—SOUTH BAY DAILY BREEZE 


SAN PEDRO NEWS-PILOT 
VENICE EVENING VANGUARD 


Y WEST-HOLLIDAY COMPANY, INC. 
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of his indictment. a-brewing in the world today. Such 
The Christmas catalog is a rack- | things as automation, decentraliza- 
h V ; f h Ad . et. Mr. Weiss, would you like to| tion, shorter hours, increased pro- 
T e 0 l C e 0 i e V e Ir i | $ e r mention one of these racketeers| duction efficiency, atomic power, 
by name? Surely you don’t mean| product standardization and the 
’ tters one of the 2,600 or so stores listed | like must have their effect on your 
~sF mageagape ni thee tamer Sea meihe comme in Sheldon’s Directory. You| world of retailing. The cracker 
Agency Man Takes Weiss Apart for His ‘Berserk’ quality catalog field, I believe|couldn’t be accusing Woolworth’s, | barrel’s gone. You get darned good 
we're the largest producer, han-|or Grant’s, or Neisner’s. You cer- | cookies out of slot machines these 

Imprinted Christmas Catalog Indictment dling all phases of creation and | tainly aren’t referring to any store | days. 


| production for about 50 top stores,|on Fifth Ave., Michigan Ave., or | LESTER HARRISON, 
To the Editor: In the Oct. 8 is-|catalogs printed. . . averages 50¢| and our total volume in this de-| Main St... | President, Lester Harrison 


sue of ADVERTISING AcE, the very|a copy. That is NOT true. . . Of| partment of our agency is only $2,- It has reached utterly uneconom- 
respected E. B. Weiss headed his|the 150,000,000 catalogs printed | 000,000. I would say that we’re|ic proportions! For whom, Mr. 
column, “The Retailer-Imprinted| (not counting Sears, Wards and/| dealing not with a $75,000,000 fig- | Weiss? Certainly not for the stores. 
Christmas Catalog Goes Berserk.” | other established mail order hous-| ure but something close to a $15,-| Certainly not for the manufactur- 
The facts prove that the only/es) better than one-half are the | 000,000 figure... ers!... 
thing that went berserk was E. B. | variety store, chain store and syn-| Let's get out of the kindergarten.| yyanufacturers, large and small, 
Weiss. .. |dicated catalogs. The price per| Nothing grows that shows a loss. have discovered the proper eco- 
This past week, a number of | copy for this type of catalog is|No store is going to waste even) omic level in their catalog coop- 
manufacturers who believe in the | about 5¢. Add another 3¢ for han- | time if it doesn’t pay off. And no) oration activities... know exactly 
catalog operation sent me copies | dling, mailing, etc., and we come | manufacturer is going to continue | how much business to expect . i 
of the article as reprinted andj|to an honest figure for 75,000,000 | catalog cooperation, for an extend-|}5w much they can afford to al- 
mailed to them by the Advertising| catalogs of $6,000,000. The other | ed period, much less increase cata- | locate. One of the surprising fac- 
Checking Bureau... | 75,000,000 covers such a wide vari- | log cooperation, if it shows a loss | tors is the great number of manu- 
My basic argument against the|ance in cost per copy that any | when the accountants come to call. facturers who will make no 
column is that it is completely ir-/| figure, from 10¢ to 50¢ per copy |Christmas catalogs—all catalogs— cooperative arrangements other 
responsible. . . would be misleading. Of this sec- | are paying off these days. . . ‘than the Christmas catalogs. 
He figures there are 150,000,000|ond group, which includes the! Now let’s get to the nasty part | Small items—notions, leather 


| go-ds, etc.—never see the promo- 
tional light in the day-to-day activ- 


y ee et a OM RE eee A fe ieee | ities of the retail store. Only during 
P we . |Christmas and only in the Christ- 


mas catalog do they reach the 


j 
j 


Uy The population of ef ~ |store’s customers promotionally. I | 
YM 


| will be happy to show you case 
history after case history where an 


Al’ 5 
, ‘ |equal amount was spent by man- 
§ : : j}ufacturers for newspaper adver- 
— — | a @6| tising and catalog participation and 
% iY, ~ ~ . 
- . AA 


j the catalog sales were three times 
| S and more the resultant sales from 
; newspaper advertising. Mr. Weiss, 


is NOW AS a catalog is not a Sunday-for-Mon- 
S&S 2 day-selling thing. A catalog has a 


six-week life . .. pulling regardless 


YAY. ' of the weather ... and pulling 
QS sales of regularly-priced merchan- 
S\\ \ dise. Stores report catalog sales 
4 \ N long after Christmas. . . 
, \* NY “Where a catalog is dependent 


on allowances for its selection of 
\ merchandise rather than on Christ- 
‘ mas appeal of the merchandise or 

the brand, it can hardly be a po- 
(FHA Jenuery 1956 Report) tent medium.” . . Exactly five years 
ago this month we prepared one 
of the most thorough analyses of 
catalog merchandising based upon 
sales figures from 20 of the na- 
Beautiful, bustling Tulsa . . . Oil Capital of the tion’s top stores. We proved then 


ce that a store must merchandise first, 
World, and fast gaining new fame as the Water finance second... 


City of the Southwest . . . is perched right in the “+ + Many of these catalogs are 


poorly laid out, many are poorly 
center of the billion-dollar Magic Empire. Tulsa’s printed on poor paper and poorly 
: bound, and the artwork is poor.” 
water supply is geared to twice its present popu- Poor Mr. Weiss, he has no charge 


“he accounts with some of our better 
lation; in fact, the source of supply will meet stores. In fact I wonder if he has 


the deme ATP ion. any charge accounts... 
° nds of a million POF lation “In at least some instances, the 
|total number of copies distributed 
. ‘ . is somewhat less than the ‘circula- 
Metropolitan Tulsa’s 321,241 residents also den" premicel. And, of course, the 
share an effective buying income of $528 million |purchasing power of the ‘circula- 


‘tion’ may be somewhat less than 
dollars; Get YOUR share of this rich market by ‘indicated. Even the techniques for 


‘ . distributing are sometimes open to 
advertising in the Tulsa World and the Tulsa | question.” Oh come now, Mr. 


: . * Weiss, if you don’t have a point, 

Tribune . . . preferred reading of *169,185 _don’t try to make one... 
people in the fabulous, billion dollar Magic. | “The total circulation is out of 
“ all proportion to the total volume 
Empire. that could be done by this promo- 
*9/30/36 ABC Publisher’s Statement tional medium.” I am prepared to 
prove that the money spent on 
Christmas catalogs outproduces the 
volume done with the same money 
spent in newspaper advertising on 
/regular merchandise at regular 

prices... 


“The store cooperation that is | 


presumably part of the package 

quite frequently is given only in 

part or not at all.” With every store 

we work with, catalog merchandise 

is the “key” merchandise that is 

promoted throughout the season. 

2 ; Of course there is a great variance 

; ’ Sichcls Sra : in what one store does against an- 
SPAPERS 2s no ae other store. . . 

Mr. Weiss, I have a lot of respect 


D by for most of your opinions. I’ve fol- 
TULSA a lowed quite a few of them over 
‘ 0 ena ithe years. This time, however, I 

ss REPRESENTED NATIONALLY BY @ THEBRANHAM CO. ~~ oe ‘think you've pulled a boo-boo. 
ye OFFICES IN THE PRINCIPAL CITIES IN THE U.S.A. Oa You've goofed, but good. There is 


a second industrial revolution 


Inc., New York. 
* 2 - 


Critic Lands on Offer 
of ‘A Grand Giff 

To the Editor: In the editorial 
|column of your Jan. 28 issue you 
cite, and illustrate, an ad that you 
offer as an horrendous example of 
misleading advertising. You also 
invite readers to forward other ads 
that seem to violate tenets of good 
taste or truth. 

Perhaps as the result of some 
\sort of clairvoyance, I recently 
| clipped and kept as repulsive an ad 
|as I have ever seen. I’m happy to 
send it along to you. 

This ad appeared in the Shop- 
ping Guide section of the New York 
| Times on Sunday, Jan. 20. How 
‘the Times’ normally alert review 


-—FOR THE ONE WHO HAS EVERYTHING—. 


SHRUNKEN HEADS 


GIVE YOUR HOME AND 
OFFICE THAT WONDERFUL 
“LIVED-IN” LOOK! 


@ Terrific ornamental shocker that will 


What « git! Imagine 
ther surprise when they open the bos 
ond wee... 


LIFE-LIKE 
IMITATION JIVARO 
SHRUNKEN HEAD! 


© Looks real—feels real. Made of soft 
thin like phable plasrc with long black 
willy haw ond mostre! cords A grand 
MAIL and PHONE ‘ore ptt for weddings birthdays, 
aamiversenes, howe warming -- any 
ORDERS INVITED hoppy eccanon! 


WE WILL ENCLOSE YOUR CARD AND malt $ 98 
only 

preeed 

beter 


WEADS AS GIFTS—aNYwHERE mH THE U6! 


UM you heve s charge seeoun! ot any deparyes' oni 
aw so as e 11 — tere peed 
Damar Li-ion 


VALENTINE’ DAY GIFT DELIVERY . . . GUARANTEED! 
DAMAR STORES, ING. 


S45 Bicomtwid Avenue 
Montclaw Mew Jersey 


board allowed it to appear I'll 
never know. 

The product itself is disgusting 
enough (and I’m far from being 
narrow-minded or prudish), but 
how low can an agency get to write 
copy such as the headline: FOR 
THE ONE WHO HAS EVERY- 
THING—SHRUNKEN HEADS. Or 
the subhead: GIVE YOUR HOME 
AND OFFICE THAT WONDER- 
FUL “LIVED-IN” LOOK. Or the 
suggestion further down about 
VALENTINE’S DAY GIFT DE- 
LIVERY. And the plug for this 
product as a “grand gift for any 
happy occasion.” 

This ad cost $368 (184 lines at $2 
per line), and it would have had 
to sell over 120 heads to pay for 
itself. I wonder how many people 
actually had the low taste to buy 
one. Unfortunately, I suppose it 
was a rousing success. 

DAN WALLACK, 

Ungar & Fruhling Advertising 

Agency, New York. 


One’s opinion of simulated 
shrunken heads may be low, but in 
this case it is the product, not the 
advertising, which is under con- 
sideration. The advertising itself is 
clear-cut, complete and unambigu- 
jous, and in these respects differs 
| from that cited in the AA editorial. 
* 


Another Reader Spots 

'That Hi-Fi Price 

| To the Editor: Let the chips fall 
| where they may! 

Your recent articles on mislead- 
|ing advertisements throws a hard 
‘punch. Let’s hope it lands squarely 
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on the button. 

Enclosed is a recent ad appearing 
in a Detroit newspaper. Sure looks 
like a real steal, that console hi-fi | 
for only $117.50. Almost had my 
check in the mail until. . . 

Yup, you guessed it. That’s not 
the price. Where is the price? Oh, 
open your eyes. It’s there. 

See it now? 

SAMUEL L. BRECK JR., 
Bridgeport, Conn. 

The ad Mr. Breck submitted was 

reproduced in AA’s Feb. 11 issue. 


Backs AA Stand on 
Double-Talk Ads 


To the Editor: Both as chairman 
of the Four A’s Committee on Im- 
provement of Advertising Content 
and as just a plain advertising man 
who hates to see the effectiveness 
of advertising depreciated by 
abuse, I'd like to congratulate you 
on your very forceful editorial, 
“This Sort of Thing Must Stop,” 
in the Jan. 28 issue of ADVERTISING 
AGE. 

A. E. TATHAM, 

Chairman, Tatham-Laird Inc., 

Chicago. 


Agrees with Katz on Need 
for Better Radio Commercials 

To the Editor: I haven’t written 
a fan letter to you in a long time 
and now I want to congratulate 
you on getting Joe Katz to write 
that wonderful piece in the Feature 
Section in your Jan. 21 issue. Nat- 
urally I was particularly interested 
in what he had to say about 
radio since this medium is my one 
and only love, and I thought the 
whole article was excellent. 

As you may know, we have been 
trying to get advertisers, and par- 
ticularly their agencies, to devote 
a little more time and creative ef- 
fort in the preparation of radio) 
commercials, and certainly agree | 
with the points that Joe makes re- 
garding the integration of commer- 
cials and the need for better writ- 
ing. 

It seems to us that there has 
been far toc much emphasis on 
“cost-per-thousand” tonnage buys, | 
etc., and not enough on the unique 
opportunities offered by the 
warmth of the human voice in per- 


sonalized selling on radio. 
JOHN KAROL, 
Vice-President in Charge of 
Network Sales, CBS Radio, | 
New York. 


Says AA Aids Small Agencies 
as Well as Big Ones 


To the Editor: In renewing our 
subscription to ADVERTISING AGE | 
this week, I can not do so with- | 
out emphasizing our appreciation 
of the editorial contents. Due to 
reading one article in the Jan. 7 
edition, we were able to acquire 
factual information for a presen- 
tation for a new account. We sin- | 
cerely believe that last-minute | 
scanning of ApvERTISING AGE had 
an appreciable influence on our 
new client. Our billing has in- 
creased $30,000. 

We are quite convinced that} 
ADVERTISING AGE is of as much im- 
portance to small advertising agen- 
cies as it is to the giants 

COLEMAN F. CLAYTON, 

Clayton Advertising, Modesto, 

Cal. 


This Reader Is Talented 
At Calling Names 

To the Editor: For one who is 
so conceited, so cocksure, and so 
stridently hypercritical of adver- 
tising and advertising men, Wal- 
ter O’Meara himself ought to be 
a paragon of perfection. 

But is he? Does he ever write 
anything even constructive or of 
value, and is his writing even 
passable? 

Take the very opening sentence 
of his characteristically vitrolic 


and fatuous piece in AA for Jan. | 
14. What could be more ungram- 
matical and clumsy than his “How | you tell me why one should crave 
long has it been since you have|to read his effusions? 
seen an adman in a gray flannel Frep K. A. SPOLANE, 
suit?” Why not: “How long is it Ridgefield, Conn. 
since you last saw an adman in a/| 
gray flannel suit?” |people with low blood pressure 
Now his second sentence. Why | (like you?) can boost the pressure 
“I haven’t any statistics, but my |and live again! 
impression is that”? Why not: “I| ° ° ° 
haven’t any statistics, but it is my Recalls Byoir's Advice 
impression that”? \on Training for PR Job 
And look at his third sentence: | To the Editor: To all of us in the 
“This, I claim, is a deplorable | public relations field, your editori- 
example of craven herd reaction.” |al on Carl Byoir was well de- 
He is not making a claim; he is | served recognition of his unique 
merely asserting or submitting.|and considerable contribution to 
And how can any “example of | the growth of public relations as a 
craven herd reaction” be other | profession. 
han deplorable? Though I did not know Car! in- 


But why go on? He is a noisy, | timate 
railing, ill-mannered bore. Can/several quiet visits with him in/|to him, communicating and know- 
| years past. One phase of our con- 
| versation has remained fixed in my 
| mind ever since. 


Glad to. He writes that way so} 


“What single qualification, if you 
could choose only one,” I asked, 
“would you say is most necessary 
for a public relations man?” 

Unhesitatingly, he _ replied, 
“Work on a small city daily!” 

“Why?” 

“I say a ‘small city daily’ for two 
reasons,” said Carl Byoir. “One is 


that experience in reporting—in | 


communicating—is more _ varied 
than on a metropolitan daily. The 


second is that in a small city you| 


can personally see the impact and 
effect of your communicating on 
the populace.” 


iy, I had the pleasure of | 
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Carl Byoir went on to say that, 


|ing the effect of your communica- 
| tion on the public were mighty 
| important to successful public re- 
lations. 

With the same Iowa roots as 
'Carl Byoir and initial experience 
|/on a small Iowa daily, I was con- 
| siderably intrigued by this state- 
j}ment at the time. In the years 
|since, I have come to realize its 
lessential soundness. Perhaps it 
was sound “grassroots” thinking 
such as this which enabled Carl 
Byovir to make such a contribution 
| to the growth of public relations. 

JOHN ROUTLEDGE, 
Public Relations Manager, 
Brunswick-Balke-C ollender 


| Co., Chicago. 


OMEN 
ARE 
ONDERFUL 


THEY DON’T HESITATE TO IMPROVE ON NATURE. 
And some are more wonderful than others. 
We’re mirroring today’s best groomed people, 4 
the nation’s 21 million Women Who Work. . 
They spend $2 billion on “self improvement” 
annually—the do-it-yourself and 
salon variety. The best of the best groomed, 


2% million businesswomen, read 


CHARM MAGAZINE 


Largest circulation in the fashion field 
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‘More Than a Bronze Cup’... 


Bulova’s New Shaver Will Be Limited 


$34.75 and will be available in two! 


colors, ivory and gray. 

Priced higher than its major 
competitors—top retail price for 
| the Remington Rollectric is $31.50, 
| Schick $29.50, Sunbeam $29.95 and 


Advertising Age, February 25, 1957 


Advertising We Can Get Along 
Without—No. 3 


|the Ronson “66” $28.50—the new 
| Shaver is apparently being await- 
;ed with considerable relish by 
| jewelers. The shaver will be sold 
only through retail jewelers. 

Mort Abelson, exec vp of Abel- 


to Jewelers, Have Big Profit Margin 
|had been pitched by as many as 


Tailo for Jewelry | 25 agencies, Mr. Simon said there 
Trade, Shaver Will Be has never been any doubt these | 


CLASSIFICATION 
PUBLIC RELATIONS COUNSELORS 


LISTING WILL NOT APPEAR UNLESS PAYMENT IS MADE 


DIRECTORY LISTING 
BOLD TYPE LISTING 
DISPLAY AD 


Cost Per Yeer 20.00 
Cost Per Yeor 
Cost Per Year 


| 
Denied to Discounters 


By Bill Kerr 
FiusHine, N. Y., Feb. 19—The 
new Bulova electric shaver, hid- 
den these many months under a 
cloak of mystery, is about to be 
unwrapped. Bulova’s 17,000 jewel- 


many months where the business 
would be placed. 

The new electric shaver account, 
while not expected to bill more 
than $500,000 this year, was ea- 
gerly sought as a wedge for get- 
ting a slice of the $6,000,000 Bul- 
ova watch account. 

There is no available data on 


|son’s Inc., Newark, N. J., jewelry | 
chain, said, “The Bulova electric | 
shaver will be our leading brand 
in no time.” Abelson’s and Barr's | 
Jewelers, Philadelphia, were used | 
| recently to test market the new | 
product. 

“The jewelry trade has wanted | 
a shaver it could merchandise ex- | 


1/ 22/387 

THIS FORM MUST BE 
RETURNED TO INSURE 
PROPER CREDIT FOR ADE & BLISS INC 
voua — NAME 60 E 42ND ST 
new YORR CITY NEW YORK CITY 

BUSINESS ADDRESS 
CLASSIFIED 
DIRECTORY TELEPHONE NUMBER MURRAY HILL 2-1833 


© 


Moke Check To — DIRECTORY PUBLISHING CORP. — Return in Enclosed Envelope 


Compilation and Publishing Offices. 186 JORALEMON STREET. BROOKLYN |, N Y © Ulster 58079 


ry dealers will start receiving | 
shipments in mid-March. | budget or media for the shaver. 
After months of rumors as to “Production will determine how 
what agency would pick up the| extensively we'll advertise this 
account, Stanly Simon, vp of Bul-| year. Right now the shaver is be- 
ova Watch Co., announced that the | ing produced on a limited basis,” | count houses stealing our thunder 
Marschalk & Pratt division of Mc- | Mr. Simon said. | will be virtually eliminated,” Mr. 
Cann-Erickson has been named to | Abelson said. 
handle it. s All that is known is this: The! 


clusively. It’s what the trade has 
|}been looking for. Shavers have 
‘them. With sales restricted to 


While rumor said the account! one-model shaver will retail for| ® Bulova hopes to maintain fair 
| trade for the new shaver. It has 


j}achieved considerable success in 


possibility of jewelers dumping in- 
ventories. 

Mr. Simon said that despite the 
fact that distribution of the shaver 
| will be rigidly watched, with sales 
being made only to legitimate Bul- 
| Ova dealers, some of the merchan- 
| dise may get to discount dealers. 
| “When a jeweler gets pinched, 
he will seli his inventory to get 
quick relief,” he said. 

Trade sources feel Bulova will 
be faced with the additional dif- 
|ficulty of dealers transshipping 
| merchandise. 
| ® For Bulova it will be an uphill 
| battle. Wi.h virtually any of the 
j}top leading brands of electric 
| Shavers available for more than 
50% below list price—last spring 
| Schick, Remington and Ronson 
shavers were available in New 
York for prices ranging from $11 
to $14 with a trade-in (AA, April 

16)—volume sales will be a dis- 
tinct chalienge to the newcomer. 
Trade-in ailowances still remain 
high: Remington and Ronson al- 
|low $8.50, Schick and Sunbeam, 
$7.50. Schick is ofiering for a lim- 
ited time a Lady Schick with the 
| purchase of a Schick “25”. 
| But the plum is a ripe one—the 
| market is expected to nit 6,000,000 
|}units in 1997 as compared with 
4,750,000 last year. And Bulova 
has one ace in the hole about 
|which it is doing no talking—it 
| will offer the largest trade dis- 
| count in the electric shaver field. 
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All to 


preserve 
the “Beauty that Appeals’— i285 SoNtones fia 


|margin of profit than the others. 

Naturally we'll get behind it. Ac- 
tually, I expect we'll drop two of 
the top lines and just feature Bul- 
ova.” 


It takes work for sure—and when your 
objective is fine photo-engravings, it de- 
mands skill, experience and purpose. No 
matter how near perfection the original 
may be, preserving its beauty in copper 
and zinc is a task for experts. That 
ROGERS has what it takes to do the job 
is proved by the increasing numbers who 


# Mr. Abelson spoke glowingly of 
Bulova’s entry into the field. 
“We're dying for them. The 
shaver is designed for a jewelry 
| store. It’s prettier, has a jewelry, 
| precision appearance with rich- 
| looking packaging. It doesn’t look 
like a drug store item,” he said. 


ova shaver will be depends upon 
| the jeweler’s share of the market. 
But Bulova’s Mr. Simon is sure 
of one thing. “We'll dominate the 
jeweler’s niche.” 
| Maybe the company will have 
| success in keeping its product out 
of the discount houses. But Ron- 
/son, which only entered the electric 
|} shaver field within the last two 
| years, has already seen its wares 
| heavily paraded by the discount- 
| ers. 
When Bulova will introduce its 
| feminine shaver counterpart, The 
| Lady Bulova, is a moot question. 


continuously depend on its craftsmanship. 


ROGERS 


engraving company 
2001 calumet avenue + chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


| jewelers, the possibility of the dis- | 


doing so with its recently intro- | 
| duced line of radios and has kept | 
the line out of the discount houses. | 
But this does not preclude the. 


How much of a comer the Bul- | 


THE BILLING TECHNIQUE—Peter Christensen of Ade & Bliss, New York 
pr firm, sends along this invoicy- 


looking piece in line with Adver- 


tising Age’s drive on questionable advertising. “If it wasn’t for a 


sharp-eyed secretary,” he says, “ 
thinking it was for a listing in the telephone company’s ‘redbook’.” 
This type of simulated-invoice type of solicitation letter for direc- 


we would have sent a $20 check, 


tories of one kind or another is common; it is not illegal, since the 


reverse side spells out the truth—or some of it—to the careful buy- 
er. But it certainly does not go out of its way to make the facts 
apparent. 


But apparently it will make its 
bow before too long. It’s a ques- 
tion the company will not discuss. 

The electric shaver industry is 
growing more competitive, but, as 
a sales manager of one of the lead- 
ing manufacturers said, “‘The rug- 
ged course makes it athletically 
interesting. Those collecting the 
winning trophies get more than a 
bronze cup.” ° 


Gunnar Myrbeck Adds Two, 
Elects Three, Names One 


S. Gunnar Myrbeck & Co., Quin- | 


ley, Mass., has been appointed 
\to handle advertising and promo- 
tion for Barbour-Stockwell Co., 
| Cambridge, maker of precision in- 
struments, and Conveyor Specialty | 
Co., North Quincy, producer of in- | 
dustrial and package handling con- | 
veyors, Both companies formerly | 
handled direct. 

Myrbeck has appointed Brad-)| 
ford Ropes to its creative staff. Mr. | 
Ropes is author of two novels re-| 
cently purchased by film studios) 
and two books scheduled for pub- | 
lication in 1957. He also has writ- | 
ten a number of television scripts. 
The agency also has elected Nicho- | 
las Pepe, personnel and business 
manager, treasurer of the agency, 
and H. L. T. (Jack) Frost, director 
of accounts, and Robert Brandt, 
production manager, to its execu- 
tive board. 


Ind Coope, Top British Ale 
Brewer, Names Dolan Ducker 

Dolan Ducker Whitcombe & 
|Stewart, London, has been ap- 
| pointed to handle advertising for 
|/Ind Coope & Allsopp, one of 
|Britain’s leading brewers. The) 
|}company’s Double Diamond brand 
|is the country’s largest-selling pale 
ale. The account moves from Lon- 
don Press Exchange, which has 
handled Ind Coope for the past 10) 
years. Cyrus Ducker, former Lon- | 
don Press Exchange executive, re- 
cently joined the DDWS board as| 
managing director. 

Mr. Dolan told ADVERTISING AGE | 
the account is worth in the neigh- | 
borhood of £350,000 ($1,000,000). 
It billed around £100,000 ($280,-) 
000) in 1956. DDWS is also report- | 
ed to be about to pick up a piece 
of British Petroleum Ltd., Britain’s 
largest oil marketer, which already 
is split among several agencies. 


Wonder Bra Sets Drive 

Wonder Bra, New York, will 
run an expanded campaign this 
spring directed to women in ev-| 
ery age and income bracket. The 
company’s theme, “You can see 
it in her face,” will be repeated. 
Ads will run from March through 


June in Charm, Glamour, Harper’s 
Bazaar, Mademoiselle, Seventeen 
and Vogue. C. J. Herrick Associ- 
ates, New York, is the agency. 


‘TV Guide’ Names Ashiey 
Minnesota Editions Manager 

B. Keith Ashley, a member of 
the advertising sales staff of the 
Chicago edition of TV Guide, has 
been named manager of the mag- 
azine’s Minnesota editions, with 
headquarters in Minneapolis. The 
publication has closed its St. Paul 
office and has opened a new office 
in the Rand Tower Bldg., Minne- 
apolis. 

In the publication’s Davenport, 
Ia., office Fred McCraw has been 
named promotion manager and 
George Bajurin has been ap- 


| pointed office manager. Mr. Mc- 


Craw formerly was in the Kansas 
City office; Mr. Bajurin moves 
from the Washington-Baltimore 


edition. 


In client-agency 
relations, the 
only “size” 

that counts 

is the size 

of the 

growth of the 
client’s 
business. 


Roy S. Dursting, Inc. 


655 Madison Avenue 
New York 21, N.Y. 
TEmpleton 8-4600 
3440 Wilshire Boulevard 
Los Angeles 5, Calif. 
DUnkirk 8-3411 
1736 Stockton Street 
San Francisco 11, Calif. 
EXbrook 7-0456 
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Ohio Hardware Men 
Urged to Increase 
Advertising Budgets 


CLEVELAND, Feb. 19—Ohio hard- 
ware dealers were urged to spend 
nore than $5,000,000 on 1957 ad- 
vertising—an increase of nearly 
40% over last year. 

J. V. DeWeese of Delphos, O., 
president of the Ohio Hardware 
Assn., in a _ convention-opening 
statement, told the association: 

“Hardware dealers nationally 
look for a 3.2% gain in sales dur- 
ing 1957. But Ohio sales show 
signs of leveling off and dealers 
heré will be hard put to achieve 
that increase. 


s “Increased advertising and in- 
tensive selling are urgently need- 
ed,” Mr. DeWeese said. 

Mr. DeWeese advocated that 
hardware men increas advertis- 
ing from 2% of gros: s2'es to 3%. 
That would make the Ohio total 
$5,562,000 this year as compared 
with $3,708,000 in 1956. 

If Ohio hardware stores met the 
goal, it would mean an average 
expenditure of $3,000, Mr. De- 
Weese said. Last year, he pointed 
out, the Ohio stores totaled $185,- 
400 000 in sales, or $103,000 for the 
average store. 


® Russell M. Mueller, managing 
director of the National Retail 
Hardware Association, Indianapo- 
lis, also advocated more advertis- 
ing and increased installment plan 
selling. 

“Modesty has no place in the 
market place,” said Mr. Mueller. 
“It takes some beating of drums 
and shouting from the housetops, 
as well as good merchandise, good 
values and solid service, to attract 
the American consumer.” 

Mr. Mueller declared that the 
promotion of Hardware Week in 
April and the “Family Gift Cen- 
ter” in November and December 
have been backed up by more na- 
tional advertising in the last three 
years than ever before. It is up to 
the local dealer and association 
to follow up with local advertising, 
he added. 


Ame2r'can Aviation Opens 
Detroit, Cleveland Oftices 

American Aviation Publica- 
tions, Washington, has appointed 
Kenneth J. Wells regional adver- 
tising manager of its new Detroit 
office, at 201 Stephenson Bldg., 
and Douglas H. Boynton regional 
ad manager of the new Cleveland 
office, 1422 Euclid Ave. 

Mr. Wells formerly was with 
McManus, John & Adams. Mr. 
Boynton previously was a repre- 
sentative for Production Equip- 
ment. 


Robert May Joins Payntar 

Robert L. May, creator of “Ru- 
dolph, the Red-Nosed Reindeer,” 
has been appointed an account ex- 
ecutive and creative supervisor of 
Payntar Advertising Agency, 
Northbrook, Ill. Mr. May, who will 
continue to supervise ali “Rudolph” 
activities from his Evanston, IIl., 
office, also has been with Mont- 
gomery Ward & Co., Macy’s and 
Gimbels, New York. 


Golding Joins Parish 

William R. Golding, formerly 
classified advertising manager of 
the Journal & Star, Lincoln, Neb., | 
has been appointed exec vp of) 
Howard Parish Associates, Miami, 
publisher of aids for newspaper 
classified advertising departments. 


McClanahan Adds Babcox 

A. B. McClanahan, New York, 
has been appointed eastern adver- 
tising representative for Market 
Growers Journal and Automotive 
Chain Store, both published by 


Go Farther os » 
Signal 


OUTDOOR AND TV TIE-IN—Signal Oil Co.’s tv commercials use an in- 
genious tie-in with outdoor advertising. Using puppet-like charac- 
ters to add animation for interest, the oil company’s new tv commer- 
cials, which started this month, show its current outdoor posters as 
a background. Signal, a user of outdoor for the past 24 years, has 
announced that its 1957 outdoor program will be the largest in its 
history, covering 150 cities in seven western states. Barton A. Steb- 
bins Advertising, Los Angeles, is the agency. 


| Earnings of Advertisers 


1956 Fiscal Year 


Earnings 
Sales Earnings per share 
Company 1956 1955 1956 1955 1956 1955 
American Airlines $ 291,452,866 $ 260,756,657 $19,572,713° $18,609,281° $2.44 $2.42 
Carrier Corp. .... 193,194,000 190,015,000 9,639,000 8,487,000 5.26 4.82 
Container Corp. of 
America® ...... 276,000,000 258,463,036 18,200,000 16,411,491 1.70 1.59 
| Crucible Steel Co. of 
America® ...... 263,922,898 237,715,380 12,767,625 13,208,602 7.02 7.26 
Or. Pepper Co. .. oe —— 795,222 830,743 1.19 %.20° 
Oresser Industries . 230,292,232 170,770,232 17,258,979 10,904,460 7.94 4.97 
Firestone Tire & 
| Rubber Co. .... 1,215,179,783 1,114,870,187 60,538,848 55,378,916 7.43 6.81 
Foote Bros. Gear & 
| Machine Corp. .. 20,991,725 19,500,159 1,178,085 894,158 284 2.18 
Hercules Powder Co. 235,903,000 226,651,000 17,703,000 19,013,000 213 2.30 
| Keow’s fas. ...... 172,355,933 170,952,059 5,161,505 5,657,650 91 = =«1.03 
Minnesota & Ontario 
Paper Co.* .... 78,000,000 73,143,033 7,700,000 7,436,693 _ -' 
| Nekoosa- Edwards 
Paper Co.* .... 38,408,000 34,408,000 3,726,439 2,824,678 440 3.33 
Universal Match 
| GUO sanaeeus a —_— 1,300,000 1,155,565 260 2.42 
Washington Steei 
| Corp, .......-- a —— 1,744,288 1.958.077 2.88 3.39 
Wilson & Co. .... 608,968,452 650,504,180 7,146,260 4,571,051 283 172 
© Preliminary. © Includes profit of $1,548,625 on disposal of property. © Includes profit of $277,937 


| on disposal of property. ¢ Figures not given. © Includes non-recurring tax-savings of $214,918. 


Babcox Publications, Akron. 


they Buy More because they Have More! 


@ The moral of our picture is this: as a market, Indianap- 
olis beats everything. Furniture-household-radio store 
sales, for instance, are 22.4% above the national average. 
Drug store sales are up 82.4% . . . with general merchan- 
dise sales ahead of the game by an astonishing 82.6%! 
Small wonder. Indianapolis ranks 7th nationally in retail 
sales per capita, among cities over 600,000 . . . and our 
average income per family is $6,669, a fat 39.3% over the 
national level!* So whether you're selling food mixers or 
cement mixers, count us in. Now, take a look at these other 
important facts about Indianapolis: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Sales Management, Survey of Buying Power, May 10, 1956 


> It’s Bic. 


> It’s Sreapy . . . a balance between industry and agricul- 
ture that assures a stable market. 


> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 
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Put Co-op on Businesslike Basis—or 


FTC Will Do So, Food Retailer Argues 


San Francisco, Feb. 19—Coop- 
erative advertising, which now 
takes nearly one out of every five 


advertising dollars spent by na-| 


tional food marketers, is the vic- 
tim of “harassing and often dis- 
honest abuses” and badly needs 
to be put on a businesslike basis, 


according to one food chain ex-| 


ecutive. 
Robert B. Johnson, advertising 
manager of United Grocers Ltd., 


plunged into the problem of work- | 


able co-op advertising at a meet- 


ing of the Sales Managers Club | 
of San Francisco. One of the basic | 


problems, he said, is lack of un- 


derstanding of co-op on the part} 


of both parties involved. 

“The sales department looks 
upon it as a sales weapon rather 
than an advertising tool, and the 
advertising department looks up- 


| on it as a mongrel advertising de- 
vice which it is almost impossible 
to integrate into the over-all ad- 
vertising program. As a result, ad 
departments avoid having any- 
thing to do with co-op advertis- 
ing and sales departments include 
it as another attraction for buying 
the product.” 


® On the retail end there is equal 
lack of understanding, said Mr. 
Johnson. Some retailers, he said, 
“look upon it as a ‘pennies from 
heaven’ sort of gesture offered by 
manufacturers for buying 
product . . . Still others look upon 
it as a money maker, in which 
|they pocket the difference be- 
_ tween the local and national 
| newspaper line rates.” 

| A specific problem plaguing co- 
|operative advertising is the con- 


in Memphis TV, the magic 
movie number Is 


ly 


99 feaflfe films... the complete 


assures an even 
for WMCT’s top rated movie shows 


Already first in their time periods, WMCT’s movies promise 


not only to maintain but to 
during 1957. 


Monday through Friday at 4:30 
P.M... . Top rated according to 
ARB November 1956. Class C 
rates apply. No extra charge for 
live camera. 


_ CHANNEL 5 


ad... “Laura,” 
Dana Andrews, 
rson Welles .. 


WMCT?’s big parade 


greater audience 


exceed their rating supremacy 


THE €{J-)> BUYS IN MEMPHIS 


ME “A. 
ACADEMY AWARD 
THEATRE 


14.7 


Saturday and Sunday evenings at 
10:00 P.M. Top rated 
according to ARB November 
1956. $115.00 flat per spot (m). 
No extra charge for live camera. 


© MEMPHIS ne 


100,000 WATTS + NBC BASIC 


the | 


Exciting new recipes 
to try with 


NEW TASTE SENSATION 


NEW WHEAT FOOD 
IS DELICIOUS DISCOVERY 


MODERN BURGUL— 
Kraft Foods Co. 
is promoting its 
new Vita-wheat 
food product in 
three test mar- 
kets with news- 
papers and spot 
television. The 
new product is 
a parboiled, 
cracked wheat 
product, which 
has been eaten 
since Biblical 
times, when it 
was known as 
burgul, bourghul 
or bulgar. Vita- 
wheat is being 
tested in Hous- 
ton, Cincinnati 
and Providence, 
R. I1., (AA, Feb. 
18). Needham, 
Louis & Brorby, 
Chicajyo, is the 
agency. 


|tracts themselves, Mr. 


Johnson | 


“Finally, I believe that manu- 


| declared. Most of them, he said, | facturers and advertising agencies 


| were designed to fit chain opera- 


will more and more tend to in- 


tions, then applied to voluntary | clude people familiar with coop- 


and cooperative 
could not control 


groups 
the make-up 
|of ads by their store members. 
| The result was the ‘development 
| of “many abuses on the part of 
| the independent.” 

| “It is only in the last year or so 
that some manufacturers have 
| taken steps to correct this situa- 
tion by offering two separate con- 
tracts—one for chains and anoth- 
er to fit voluntary and cooperative 
groups.” 


s Mr. Johnson especially criti- 
cized the predominant form of co- 
op contract, the one based on 
actual space used at the national 
line rate. This, he said, has be- 
come increasingly ineffective be- 
|cause of the “terrific increase” in 
| newspaper rates. 

“For example, a retailer earns 
$8 based on his purchases, but 
a column inch of space in his local 


newspaper has increased to $9.50, | 


|so he is out of pocket if he runs 
the ad, and hence drops this prod- 
'uct from his ad schedule.” 

Instead, he proposed a more 
| flexible contract based on adver- 
tising frequency rather’ than 
amount of space and providing 
| pro rata payment on number of 
ads actually run. 

Mr. 


Johnson had complaints | 


,}about double billing and manu- | 


facturers’ failure to insist on proof 
that ads have run. “In many 
/cases, manufacturers are paying 
two and three times for the same 
lad ... When the manufacturer 
asks for substantiating proof he is 
often told, ‘Don’t you want my 
business?’ And more often than not 
he then backs away and winds up 
making this money a gift to the 
| wholesaler.” 


s The retail adman 
warned manufacturers to put 
their co-op house in order—or the 
Federal Trade Commission will. 
“Already investigations are under 
way with big food retailers like 
Food Fair Stores and large manu- 
facturers like General Foods. This 
should be the handwriting on the 


bluntly | 


wall to manufacturers and retail- | 


ers alike. . .” 
Mr. Johnson predicted that both 
food chains and “independent” 


groups will overhaul their coop- 
erative advertising, the latter in 
the direction of a more centralized 
advertising program. He also said 
he foresees a time in the near 
future when manufacturers will 
provide “tailor made” co-op plans 
in which the retailers themselves 
will decide how best to use their 
ad allowances, 


which | erative advertising in their plan- 


” 


ning councils.” He cited the case 
of a large national company 
which now has chain and inde- 
pendent representatives sitting in 
with its agency and making rec- 
ommendations on retail advertis- 
ing—‘“‘which includes everything 
from co-op to shelf cards for the 
retailer.” 


ARF Names Johnson, Herzog 

Arno H. Johnson, vp and re- 
search director of J. Walter 
Thompson Co., New York, has been 
named treasurer of the Advertising 
Research Foundation, New York. 
He succeeds E. P. (Spike) Sey- 
mour, advertising director of 
Crowell-Collier magazines, who 
had been treasurer for more than 
two years. ARF also has appointed 
Dr. Herta Herzog, director of cre- 
ative research of McCann-Erick- 
son, chairman of its committee on 
motivation research. He succeeds 
Dr. H. W. Wulfeck, William Esty 
Co., who recently was elected 
chairman of the foundation’s board 
of directors. 
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U.S. Gypsum Drive 
Promotes Paints in 
Fashion Magazines 


Cuicaco, Feb. 19—-U.S. Gypsum 
Co. will use women’s fashion mag- 
azines this year for the first time 
to promote its Texolite paint line. 

The campaign breaks this month 
|in Harper’s Bazaar, Mademoiselle, 
| McCall’s and Vogue. The full-color 
| spreads in these magazines will be 
supported by ads in building trades 
and paint publications plus pro- 
motional material for retail stores. 

The promotion is based on the 
conclusions that women make or 
influence 79% of all interior color 
selections and that the majority 
of them buy paint, not by brand 
name, but by color and color alone. 

Fulton, Morrissey Co. is the 
agency. * 


ABP Releases Revised 
Business Paper Bibliography 


A revised edition of Associated 
Business Publications’ “Bibliogra- 
phy of Business Paper Publishing” 
has just been released. Originally 
released in June, 1952, the anno- 
tated bibliography contains a se- 
lective listing of books and book- 
lets covering the broad field of 
business paper publishing. 

The current compilation is a re- 
sult of research of all standard 
reference works including the 
“Cumulative Book Index,” “Books 
in Print” and the “Publishers 
Trade List Annual.” Single copies 
are available upon request from 
ABP, 205 E. 42nd St., New York. 
Orders in quantity will be filled 
at cost. 


Beam & Milici Dissolves 

Beam & Milici, Honolulu agency, 
has been dissolved. Paul Beam and 
Ray Milici have split the accounts 
and have formed separate Hono- 
lulu agencies. Mr. Beam heads 
Paul Beam & Associates, 850 Rich- 
ards St., and Mr. Milici heads 
Milici Advertising Agency, 850 
Kapiolani Blvd. 


ABC Names Three VPs 
American Broadcasting Co., New 
York, has named three vps. They 
are Alfred R. Beckman, director of 
station relations of ABC-TV, Ed- 
ward J. Degray, director of station 
relations of ABC Radio, and Robert 
L. Stone, general manager of 
WABC-TV, New York. 


Compliments of our Friends 


Our friends are paunchy-pursed listeners 
with $2,739, 
vag | eines us ee in aay Monday- 
thru-Friday quarter-hour, day or night. 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


749,000.00 to spend. They and 
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Price Hike Doesn't 
Mean NewsprintIls_ | 
Scarce, House Told 


WASHINGTON, Feb. 20—Com-| 
merce Department witnesses have | 
told the House committee on in- | 
terstate and foreign commerce that | 
there should be ample newsprint | 


in 1957 and that there is nothing | oF 
particularly disturbing about re- || 


cent price increases. 
After a full day of testimony by | 


the department, Rep. Oren Harris | @ 


(R., Ark.), committee chairman, 
agreed that the situation does not | 
look to be as acute as it was several 
years ago. Nevertheless, he added 
that he is concerned about lack of 
assurance that newsprint users will 
have adequate supplies in the fu- 
ture. 

The Commerce Department’s re- 
port, presented by Horace B. Mc- 
Coy, chief of the business and 
defense services administration, 
estimated that supplies of news- 
print for U.S. users this year will 
total 7,125,000 tons and that con- 
sumption will amount to 7,000,000 
tons. 

Mr. McCoy emphasized recent 
expansion of the U.S. newsprint 
industry. He said domestic mills 
should produce 1,850,000 tons this 
year, compared with 1,050,000 in 
1951. With prices and earning 
prospects up, he forecast domestic 
production totaling 2,400,000 tons 
annually by 1959. 


® While he conceded that prices 
are up 228% from 1934 he contend- 
ed that price comparisons vary ac- 
cording to the base year that is 
selected. 

“If one wished to compare the 
present price with that in 1920 of 
$112.60, the increase would be 
16% over a period of 36 years,” 
he argued. Terming 1926 a more 
representative year, he said the 
present price of newsprint would 
be up 80% from that base, while 
the average price of all commodi- 
ties is 81% above 1926. He con- 
ceded, however, that newsprint is 
up 36% since 1947-49, while the 
average of all commodities is up 
only 24%. 

The committee indicated that 
spokesmen for the American 
Newspaper Publishers Assn. will 
be asked to explain their concern 
about newsprint supplies, includ- 
ing their belief that publishers 
have had to overpay by $20,000,000 
in order to obtain newsprint from 
a gray market. 


® During questioning of Com- 
merce Department officials com- 
mittee members wanted to know 
why small publishers are unable 
to obtain contracts from mills. 
Spokesmen for BDSA’s paper divi- 
sion contended that supply con- 
tracts are a convenience demanded 
by big publishers and that they are 
not available to customers who 


consume less than a carload an- 
nually. 

Commerce officials added that 
many small publishers also operate | 
job shops and are able to obtain 
reliable sources of newsprint 
through their paper jobbers. e 


‘OVERPRODUCTION’ FAILS | 
TO WORRY PAPER INDUSTRY 


New York, Feb. 20—Over-ca- | 
pacity in the paper industry will | 
be short-lived. New market devel- 
opment will absorb any overpro- 
duction likely to materialize with- 
in the next few years. 

That seemed to be the consensus 
of most leaders of the paper in- 
dustry meeting here this week at 
the 80th annual convention of 
American Paper & Pulp Assn. 

Industry spokesmen expressed 
confidence that over-capacity was 
a short-term problem that would | 
be met by development of new 
markets and more orderly man- 
agement of new plant investments. 

David L. Luke Jr., association 


é 
a 


GARTH D. SALISBURY has been named 

advertising manager of Bemis 

Bros. Bag Co., St. Louis. Formerly 

assistant to the advertising man- 

ager, he succeeds A. B. Merriam, 
who has retired. 


president, and also president of 
West Virginia Pulp & Paper Co., 
said that the most important long- 
term problem for the industry will 
be to find the investment funds 
needed for production of low-cost 
cellulose products. 

Estimates indicate that planned 
expansion by paper companies this 
year calls for an outlay of a record 
$900,000,000. This is $100,000,000 
more than similar expenditures in 
1956. 

R. M. Fowler, president of Cana- 
dian Pulp & Paper Assn., told the 
convention that there probably 
would be a great deal of new ca- 
pacity in market pulp production 
in the next few years, but he pre- 
dicted that record sales are expect- 
ed to absorb most of this produc- 
tion. 

With increased capacity now 
planned for newsprint production, 
both in the U.S. and Canada, news- 
print should be in ample supply 
for the next few years, he said. e 


‘Chicago Daily News’ 


Will Start Accepting 


Beer and Wine Ads 


Cuicaco, Feb. 19—The Chicago 
Daily News, well-known as a “dry” 
newspaper for many years, will 
begin accepting beer and wine ad- 
vertising March 11. 

A policy of refusing advertising 
for alcoholic beverages was estab- 
lished more than 50 years ago by 
the late Victor Lawson, former 
owner and publisher of the news- 
paper. Although the News has had 
several owners since Mr. Lawson’s 
death, they have followed the pol- 
icy. 

The decision to accept beer and 
wine ads was made recently by 
the News’ board of directors, Ap- 
VERTISING AGE learned. The news- 
paper apparently will continue to 
reject advertising for whisky, gin 
and other distilled drinks. e 


‘Chain Store’ Boosts Chavez 
Martin C. Chavez has been 
named midwestern advertising 
manager of the drug editions of 
Chain Store Age, with headquar- 
ters in Chicago. He has been on the 
eastern advertising staff of the 
drug editions for the past six years. 
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|Heinz Bases Drive 
\on 32-Page Cookbook 
of Winning Recipes > 


PirtssurGH, Feb. 20—H. J. Heinz 
| Co. is collecting the prize-winning 
| recipes from the $25,000 Cook with 
Ketchup contest it ran in 1955 for 
a cookbook which it will offer as 
a free premium in exchange for a 
neckband from a bottle of its 
| ketchup. 

| Appropriately entitled “57 Prize- 
| Winning Recipes,” the cookbook 
will be one of the principal 1957 
promotions of the “57 Varieties” 
(AA, Jan. 14). It offers recipes for 
main dishes, vegetables, sand- 
wiches and desserts. 

The company has prepared 1,- 
000,000 copies of the 32-page color 
cookbook, and will advertise it 
with color pages in the March 18 
Life and in McCall’s and True 
Story for March and April. It will 
also be announced on the Heinz- 
sponsored tv program, “Studio 57,” 
on a 51-station hookup. 

Color point of sale kits include 
die-cut tomato mobile display 
signs, shelf talkers with tear-off 
mailing slips, case talkers and 
stack skirts. 


® According to B. D. Graham, 
marketing vp, “Ketchup has been 
growing as a cooking ingredient to 
a greater extent than anybody in 
the food industry realized.” Per 
capita consumption of ketchup— 
based upon persons five years of 
age and over—has grown from 
slightly less than two bottles per 
year in the 1930s to three and one- 
half bottles last year. 

“The time is near when the per 
capita ketchup consumption will 
be four bottles per year,” he pre- 
dicts. 

Mr. Graham also reported that 
Heinz ketchup sells today at the 
same price as in 1925. Such price- 
holding, he said, is made possible 
by growing efficiency in the com- 
pany’s six plants where man-hours 
required to produce a carload of 
ketchup have been cut almost in 
half since 1950. 

Maxon Inc., Detroit, is the agen- 
ey. . 


Bottorff Named ‘WST" Editor 
Robert Bottorff has been ap- 
pointed executive editor of the 
Wall Street Journal, New York, a 
new position, and Warren H. Phil- 
lips has been appointed managing 
editor, succeeding Mr. Bottorff in 
that position. Mr. Phillips was for- 
merly managing editor of the mid- 
west edition. In addition, John 
McWethy, formerly assistant man- 
aging editor of the midwest edi- 
tion, has been appointed managing 
editor of that edition, which has 
headquarters in Chicago. 


Changes Name to G. J. Ley 
Ley & Sinclair Advertising, San 
Francisco, has changed its name 
to G. J. Ley Associates. Officers 
are G. J. Ley, president; James E. 
Porter, vp, and Kathryn B. Wright, 
secretary. F. Nat Sinclair resigned 
as a partner of the agency in Jan- 
uary to form his own agency, Sin- 
clair Advertising (AA, Jan. 28). 


Pearl 


EXPERTS—The function of product publicity in broadcasting was 

discussed by this panel of associate members at the annual meeting 

of the New England chapter of American Women in Radio & Tele- 

vision. They are Bertha H. Hughes, H. P. Hood & Sons; Alice T. 

Knight, Frigidaire Sales Corp.; Ruth T. Newsome, Newsome & Co., 
all of Boston, and Mary Pearl, Maltex Co., Burlington, Vt. 


0 Wath OF Ul 
Frize Recipes tro You 


57 RECIPES—H. J. Heinz Co., as part 

of its 57 campaign, offers a ketch- 

up cookbook in this color page in 

Life, March 18, McCall’s and True 

Story. Maxon Inc., Detroit, is the 
agency. 


Same Agencies Stay 
on Top of Spot TV 
Billings Ranking 
(Continued from Page 1) 
moved up from seventh position in 
the third quarter to fourth in the 
fourth due to increased activity 
for General Mills and Peter Paul. 
Increased expenditures for P&G’s 
Big Top peanut butter, Comet 
cleanser, Duz and Ivory flakes put 


Compton back in the list for Octo- 
ber, November, December. 


Leading Agencies in Spot TV 
1956 ——1956—— 1955 
| 4th 3rd 2nd Ist 4th 
| Qtr. Qtr. Qtr. Qtr. Qtr. 
| 1 Ted Bates & Co. 1 1 1 1 
2 McCann-Erickson > 2 3 2 
3 Young & Rubicam o's © 
4 Dancer-Fitzgerald- 
Sample 2 ae 
5 Benton & Bowles o-oo: 8s = 
6 3. Walter Thompson 8 9 12 9 
7 BBDO ee .. 2 = 
8 Leo Burnett Co. mew 
9 Compton Advertising 13 8 8 8 
10 N. W. Ayer & Son 11 #12 14 16 


Note—Cunningham & Walsh 
placed tenth in the fourth quar- 
ter of 1955 and the first quarter of 
1956. William Esty Co. was ninth 
in the first quarter of 1956 and 
tenth in the second and third quar- 
ter of that year. Lennen & Newell 
was ninth in the third quarter in 
1956. 


Trading Stamps Up 75%, 
‘Premium Practice’ Study Finds 
Trading stamp companies sold 


187 


Co-op Will Be 


“=a 


More Important, 


BBDO Staff Told 


Closed Circuit Annual 
Meet Hears of 153 Clients, 
$194,500,000 in Billing 
New York, Feb. 21—In 1956, 


Batten, Barton, Durstine & Osborn 
served 153 clients—45 which billed 


» |more than $1,000,000 and 41 which 


billed less than $100,000. A BBDO 
account stays an average of 14 
years with the agency. 

Half of BBDO’s billings—which 
amounted to $194,500,000 last year 
—came from the New York office 
and half from its 15 regional of- 
| fices. 
| The agency has no immediate 
| plans for opening more branch of- 
| fices—except, possibly, one in 
| Montreal to handle an “expanding 
|Canadian operation.” Last year 
BBDO opened a Toronto office, its 

first outside the U. S. 

Thanks to its “domestic branch 
office network,”’ BBDO is “unique- 

|ly equipped to increase its service 
|in cooperative advertising”—and 
|co-op advertising “will become 
more important in the years 
| ahead.” 
These facts and opinions were 
| voiced here today at BBDO’s 29th 
annual convention. A highlight of 
the sessions was “The $200,000,000 
Challenge,” a closed-circuit tele- 
cast enabling all of the agency’s 
3,000 employes and their families 
across the U. S. to get “the inside 
information” directly from top 
management. 


s A panel of management repre- 
sentatives included Fred B. Man- 
chee, exec vp and treasurer, who 
reported on billings; Edward Cash- 
in, exec vp, who told of branch 
office prospects; Alex Osborn, vice- 
chairman of the board, who denied 
any trend toward consolidating 
agency services in New York City; 
J. Davis Danforth, also an exec vp, 
who told of BBDO’s hopes for pil- 
ing on co-op advertising, and 
Charles H. Brower, the fourth exec 
vp, who described the billing 
breakdown of the agency’s clients. 
“BBDO does not have any hard 
and fast rule on either the size of 
an account or the profit in an ac- 
count which make it acceptable to 
us,” he said. “However, it must be 
clear to all of us that the reason we 
do have as large a number of ac- 
counts in this category (under 
$100,000) as we do is primarily be- 
cause of their growth potential.” 
Mr. Danforth declared that “the 
present system of agency compen- 
sation is satisfactory, and the media 


_ about $350,000,000 worth of stampe | 
| to retailers in 1956, a 75% increase | 
lover 1955, according to a new) 
|study in the March issue of Pre- 
|mium Practice. Stamps were given 
| with about $16 billion worth of 
|retail sales during 1956, compared 
with about $10.6 billion in 1955. 
This gain the report attributes to 
several factors. “More retailers in 
|almost every section of the coun- 
try are issuing stamps,” it says, 
and “more consumers are saving 
stamps and are buying more prod- 
ucts to get them.” The report con- 
cludes that “the huge investments 
by the stamp companies in mer- 
chandise, redemption stores and 
promotion have paid off in solid 
consumer acceptance.” 

A new report by Progressive 
Grocer points out that “while 
trading stamps stimulate sales as 
few other promotional plans have 
done, the cost worries retailers. 
Stamps,” it says, “cost 2% to 3% 
of sales, second only to salaries as 
an expense item, and more than 
double the cost of regular retail 


commission will stand.” He added 
that despite the Four A’s consent 
decree there was no indication that 
any medium had lost faith in either 
agencies or the 15% commission 
method of payment. 


® As for co-op advertising, Mr. 
Danforth said BBDO’s Seattle, Dai- 
las and Atlanta offices were set up 
“for the primary purpose of giv- 
ing our co-op accounts better and 
faster local service.” DeSoto, Phil- 
co, American Standard and Rexall 
were described as active in co-op. 
Mr. Manchee reported an “alarm- 
ing” increase in entertainment ex- 
penses incurred by account execu- 
tives and others who travel. In 
1956, he said, this item was about 
one-third more than in 1955. 7 


‘Bulletin’ Raises Rates 

The Philadelphia Bulletin, effec- 
tive April 15, will raise general 
linage rates by 10¢ for both the 
daily and Sunday editions. At the 
same time, a schedule of frequency 
discounts for r.o.p. color, from 2% 


consumer advertising.” 


to 8%, will be put into effect. 
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VERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cesh with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


Consumer magazine has top opening for 
advertising salesman in New York office. 
Position requires wide background con- 
tacting consumer accounts. Salary open 
Pension plan and other benefits. All re- 
plies confidential. Send resume to: 

Box 9352, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Advertising Agency 
RADIO-TV Salesman 

Experience in servicing and some selling 
of accounts essential. Must be good idea 
man and know Radio-TV thoroughly. 
Will direct work of TV copywriter and 
work with top notch artist. 
Agency pleasantly situated in upstate New 
York. Salary open. Future limited only by 
your ability to service accounts effective- 
ly, prepare and present proposals for new 
and increased business. 
A good chance to go places in a growing 
department of a well-established agency. 
Write fully, enclosing photo if you have 
one. 

Box 9346, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


JOB MARKET 
for 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 

MOLENE An 3-4424 
Bankers Bidg. Chicago 3 

ADVERTISING 

MANAGER 

To operate one-man agency as department 
of food manufacturing concern with na- 


tional distribution. If you have creative 
capacity, ability to work with minimum 
of supervision, and ambition, you will like 
this position. Good salary. Address: 
Box 9349, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CARDBOARD CONSTRUCTION MAN 
Experienced cardboard construction man 
for P-O-P display department. Must be 
able to interpret artists’ 3D layouts into 
practical dummies. Permanent opportuni- 
ty for right man. Send resume to 
Box 9347, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY WRITER 
WANTED 


An all-round agency creative 
man who knows he can write 
and has proved it. A good pro- 
ducer, preferably between 28 
and 45, who is now ready for a 
better spot in a forward-look- 
ing Chicago agency of the $10- 
20 million class. We'll pay the 
right man well, and surround 
him with opportunity. His prog- 
ress will be up to him. Bonus. 
Profit-sharing. Various other 
advantages and benefits. 


Our writers know we are run- 
ning this advertisement. Replies 
will be kept confidential. Please 
mail brief summaries. We'll 
screen them promptly and indi- 
cate the degree of our interest. 


Box 468, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Illinois 


EDITORIAL PRODUCTION 
A well established, progressive publishing 
firm is looking for an alert young jour- 
nalism graduate for its editorial produc- 
tion dept. Must have had some experience 
on college paper or other publication ex- 
perience. If you are industrious and can 
qualify, this is a good opportunity. Please 
phone Mrs. Wilmar, WHitehall 4-6141, 
Putman Publishing Co. 

111 East Delaware Place - Chicago, Ill. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 7-1991 Chicago 
ADVERTISING ASSISTANT 
Excellent opportunity for young man to 
join a progressive well-established central 
Ohio agency. Plenty of room for growth 
for the right man. Should have industrial 
writing experience and be willing to as- 
sume responsibilites. Send complete re- 

sume and salary requirements to 
Box 9363, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IF YOU LIKE ART WORK 
YOU'LL HAVE A HELLUVA GOOD TIME 
HERE! 


Here's opportunity with very few capital 
‘O's’ in the starting salary but plenty of 
advantages to tide you over until there 
are. Young, very small agency in rapidly 
growing Southeast major market has 
screaming need for Layout Production- 
you-name-it-he-does-it Manager. Four 
hands essential, two heads helpful but not 
necessary. Send your version of your ex- 
perience, qualifications and what a modest 
salary is to good ole Joe Hogan at: 
HOGAN, ROSE & COMPANY 
1065 WEST FIFTH AVENUE 
KNOXVILLE, TENNESSEE 


Our client needs top-notch advertising 
and sales promotional manager. National 
organization requires services of man cap- 
able of motivating and administrating 
hard-sell promotions through retail trade 
Please write with full particulars for ap- 
pointment. Do not Phone. Powell & 
Scheenbrod Advertising, 430 North Mich- 
igan, Chicago 1l1, 1. 
NEW HORIZONS! 
Account men who prove their ability by 
getting and holding business can find new 
horizons for ENLARGING . ADDING 
NEW ACCOUNTS ; STEPPING-UP 
EARNINGS—with this Chicago agency. 
Ideal set-up, fully-financed, staffed with 
top experienced, creative people. Write for 
immediate appointment: 
Box 9364, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DRAKE PERSONNEL 


Confidential — Rapid — Nationwide 


gs Se 
Outstanding commercial lithograph 
and letterpress firm needs Sales 
Manager who can assist salesmen 
to increase present accounts and es- 
tablish new accounts. Must have high 
personal production record selling 
creative printing. Outstanding oppor- 
tunity. Some travel. 


ST CED cisasdanvacoanes 
3-5 years exp. space sales—heating 
appl. bkgd. Exc. potential. 


SPACE SALES 
Solid Agricultural 
Exc. opportunity. 


B. L. Clem 
220 S. State + Chicago + HA 7-8600 


space sales exp. 


... but you're caught in the 
competition. 


RETAIN YOUR IDENTITY 


and com plete confidence. 


NEW YORK 


MEMO TO A YOUNG BUSINESS-PAPER 
PUBLISHER WHO IS GOING PLACES 


Your current record is satisfactory, your future looks promising 
squeeze” of high costs and tougher 


Are we “mind-reading?” Not at all . . 
inevitable facts of business-paper life today. A recent authoritative 
study proved that over half of all business magazines with an in- 
come under $150,000 lost money in °55. That's a formidable road- 


block on the path of success, especially if time is of the essence 
for you as you attempt to “go places.” 
We have a simple solution. It’s certainly worth talking over. 


Enter into an arrangement with our multi-magazine house, in 
which only a share of total overhead (costly production, promo- 
tion, editorial and sales facilities) will be assessed against you 
Become a permanent participant 
in our over-all company activities, if you wish. Everything to 
gain, nothing to lose. No “gimmicks” or “ifs.” The program as 
described is already successfully in effect. Let’s talk . . 


ido) 


DAVIDSON PUBLISHING COMPANY 
@ CHICAGO @ DULUTH 


PLEASE REPLY TO DULUTH OFFICE 
405 E. SUPERIOR ST., DULUTH 2, MINN. 


merely describing the 


. in detail 


| Established publisher of business and in- 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, February 25, 195' 


REPRESENTATIVES WANTED 


ADVERTISING SALESMAN 


dustrial journals has opening in Cleveland 
office. Industrial advertising experience 
helpful but not necessary. Write complete 
details giving age, experience, education 
and 3 references, salary required. All re- 
sponses will be treated with strictest con- 
fidence. 
Box 9366, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


Real Opportunity for bright young adver- 
tising man as Assistant Promotion Man- 
ager of The Washington Post and Times 
Herald. We are looking for a man with 
ideas who can create and direct the pro- 
duction of visual sales presentations, pro- 
motion advertising and direct mail mate- 
rial; who has the knack of working with 
people; who is familiar with sources of 
market information and who is willing to 
apply himself to all phases of newspaper 
promotion. This is a real opportunity with 
one of America’s leading newspapers. Send 
complete resume and salary range to: 
Personnel Department 
The Washington Post & Times Herald 
515 L Street, N. W. 
Washington 5, D.C. 


TELEPHONE SALESMANAGER 


A top job on a large Metropolitan daily 
and Sunday newspaper. 


Work consists of hiring and training 
people in telephone subscription selling 
through a well known charity. 


Operation is not new and requires strong 
emphasis on training. 


Right man can earn over $10,000.00 per 
year. Salary $150.00 per week, PLUS over- 
write. All information confidential if 
desired. 


Write Box 9365, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


COPY WRITER—Opportunity for young 
man with retail copy experience to pro- 
duce nationally syndicated advertising. 
Permanent. State qualifications and salary 
required. 
Box 9368, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER 
Interesting agency job for experienced 
writer with agency or manufacturer back- 
ground who can produce good, hard- 
hitting copy and enjoy doing it. Age 25-35. 
Excellent working and living conditions, 
within 100 miles of Chicago. Send com- 
plete resume 
Box 9367, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Personable young lady wanted to sell ad- 
vertising in national magazine. Good sal- 
ary and commission. Call Superior 7-1927, 
Chicago 


THE RATH PACKING COMPANY 
BLACK HAWK MEATS 
Excellent growth opportunity for young 
market research man. Two to three years 
experience in consumer goods. The man 
we need is 25-30. He is looking for a 

challenge. 

Our Company is a rapidly progressing 
firm which has had substantial growth for 
over 60 years. Our quality line of products 
is nationally advertised. 

Write, giving qualifications and complete 
resume to Box 9369, ADVERTISING AGE. 

200 E. Illinois St., Chicago 11, Illinois 


The Midwest's | 
outstanding placement 
service for Adv. - Art & 

allied fields 


BIRCH 
* 
Executive 


‘ ‘ 8 int t t 
Placement Paaeteweteraty 
Counselors earat 65670" 


INDUSTRIAL 
——C OP YWRITER—— 


One of our clients, with offices 
in New York City, is seeking 
an industrial copywriter. This 
man should have a sound back- 
ground and at least five years 
experience in the preparation 
of sales promotional material 
for an engineering audience. 
He can now be employed as 
an advertising manager or an 
assistant in a company or, as a 
copywriter in an _ industrial 
advertising agency. Age to 40. 
Salary is good to start. All 
replies will be held strictly 
confidential. Do not call—send 
complete information to: 


0. S. TYSON & CO., INC.—— 
D. A. LAWRENCE 
230 Park Avenue 
New York 17, N. Y. 


or editorial work. Adaptable. Contact: W 
M. Hunter, Box 506, Rebinson, Iii. 


| CLERGYMAN, 42, with family, seeks re-| Largest BPA Circulation Pub. in Pibg., 
location now in public relations, writing,| Htg., and Air Cond. Field seeks rep. in 


East. Tremendous potential. Phone Mu 6- 
7276 NEW YORK 


ACCOUNT EXECUTIVE 
ADVERTISING MANAGER 
9 years experience advertising, promotion, 
merchandising diversified products. Heavy 
fashion, food, package goods. Age 33, B.S. 
Prolific idea man, strong planner, copy, 
contact, service. Now employed as A./E. 
— solid agency, or aggressive manufac- 
urer. 
| Box_ 9353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MEN OF DUODENAL DISASTER 
. . .Weep and gnash no more, there is on 
this earth help, even now as you sip your 
milk. AM & Producer-Director now 
with major network offers this cure; im- 
aginative, experienced man who likes 
problems, knows answers, (well, a few) 
wants production position. Let’s talk! 
Box 9370, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
I WRITE - YOU SELL 
Crisp technical/consumer copy; one-shot 
ads or letters... to fully orchestrated 
campaigns. Every job a priority! 
Box 9371, ADVERTISING AGE 
480 Lexington Ave., New) York 17, N.Y. 
CAN YOU USE the help of my 6 yrs. exp. 
in adv., sls. prom., p/r? 28 yrs. old. 
Box 9372, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EXECUTIVE SECRETARY-PRODUCTION 
MANAGER available. Thorough back- 
ground all phases advertising, printing 
production. Agency or publishing. Chi- 
cago. 
Box 9323, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLICITY 


WRITER 


Excellent future for man to 
organize and run continuous 
public relations program on plastic 
and resin materials for leading 
chemical company. 


Seeking man between 28-38 years 
of age with good press relations 

contacts, publishing, copy writing, 
or newspaper reporting experience. 
Submit résumé stating experience 


and salary desired. 
Replies held confidential. 


Personnel Department 


BARRETT DIVISION 


Allied Chemical & Dye Corp. 
40 Rector St., New York, N. Y. 


INDUSTRIAL FILM 
SALESMAN 


We have an immediate opening 
for an experienced motion pic- 
ture salesman to assist the pres- 
ident of a growing medium size 
motion picture studio, located 
in one of the finest suburbs of 
Chicago. 

The man we want is already in 
the $10,000-$15,000 bracket and 
is probably currently employed 
in a similar or allied position. 
This is an excellent oppor- 
tunity to become associated with 
an established studio already 
serving many blue chip accounts. 
Write or call Byron L. Friend, 
President, Telecine Film Studios, 
100 South Northwest Highway, 
Park Ridge, Illinois. Telephone 
Rodney 3-5818. 


ADVERTISING 
RESEARCH 
ANALYST 


Excellent career oppor- 
tunity available in Mar- 
ket Research Dept. for 
college trained young 
man with degree in Ad- 
vertising or Marketing 
plus 1 to 2 years com- 
prehensive experience 


in advertising research 


record will be considered. Trainee with su- 
perior academic record will be considered. 


SALARY OPEN 
Send complete résumé to Personnel Director 


SCHERING CORP. 


Manufacturer of Fine Pharmaceutical 
60 Orange St. — Bloomfield, N.J. 


BUSINESS OPPORTUNITIES 
TRADE PUBLICATIONS 
Want to buy? Want to sell? Write me 
fully. Confidence respected. No “peddling” 
of your proposition. Excellent contacts. 
Chas K. Feinberg, Broker, Box 1036, 
Newark 1. NJ. 


ACCOUNT EXECUTIVE 


Experienced Consumer 
Goods Ad Manager 
or Account Executive 
still seeking THE job 
We're a fast growing New York 
State 4 A’s agency (not in NYC) 
with 125 employees. We want an 
AE for one of our larger accounts 
making mass-market consumer 
roducts. You will presently hold an 
mportant advertising or sales post 
with a well known firm, or 
agency contact for a good account. 
ou will have full understanding of 
copy, both consumer and trade, 
marketing at wholesale and retail 
levels, merchandising. Above ll, 
you will understand people, since 
you will deal with a dozen different 
divisional ad managers. Starting 
salary open, and comfortable. Ceil- 
ing limited only by pesrenmeense. 
Send résumé plus brief description 
of what you consider the most im- 
rtant single job you ever tackled. 
o other “samples” please. 


Box 463, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


PUBLIC RELATIONS 


This national PR agency is ex- 
panding its professional staff to 
accommodate several new major 
clients. 


The openings, in our Chicago 
headquarters, call for creative, 
experienced men, able to han- 
dle all phases of program plan- 
ning and execution, plus to 

level client relations. Your wor 

will cover all phases of PR. 


These are challenging, respon- 
sible positions. You will be well 
compensated in salary and ben- 
efits, including profit sharing. 


Your inquiry is in confidence. 
Our staff knows of this ad. Send 
details to Box 465, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


EARCH 
EXECUTIVE PERSONNEL 
420 Madison Ave, NY 17, NY 
INQUIRIES INVITED 


The National Registry 
for Marketing & Research 


Bert Herman, Director 
Plaza 56-3918 


FREE-LANCE COPYWRITER 


Copy-Chief will free-lance for agen- 
cy or manufacturer or retailer. 
Sparks ideas and creative plans 
with 20 years of experience. Writes 
hard or soft sell copy and thinks 
like an art director. Prefers large 
organizations but could be ex- 
tremely valuable as big frog in 
small pond. 
Box 462, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


PUBLISHER'S 
REPRESENTATIVE 
Available for New England 


This man knows New Eng- 
land inside and out, most of 
its agencies . . . many of its 
advertisers. He has a back- 
ground of successful selling 
over a period of many years, 


most of it spent with a single 
publication now no longer in 
existence. He is looking for 
one, or possibly two, strong 
books, either trade or con- 
sumer where his personal 
drive and ability to produce 
can be best utilized. Necessary 
references, of course. Write: 


Box 464, Advertising Age 
480 Lexington Ave. 
New York 17, New York 
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MR. PRESIDENT 


Here’s a man who can make your 
advertising produce maximum re- 

sults! 
Exceptionally qualified, 
enc man well founded in con-’ 
sumer product advertising, sales 
romotion, public relations and pub- 
ficity .. - wereiaas in these capacities 
last 15 years rong on budgeting, 
planning, and advertisin Are 
VER. 


experi- 


lies confidential. Box 466, 


relations. What have you 
Tiiinais St, 


SING AGE, 200 E. 
Chicago 11, Illinois. 


— 


available— 


(soon) 


7 yeors experience 
in motion picture art 
direction and art 
production management with leading 
Chicago film companies, backed by 5 
yeors in graphic arts layout. 

Have a thorough — of = 
picture producti 

the art end...set tomy optical pr 
animation, titles, etc. 

There's a spot in your agency's TV de- 
partment for me. | want it! 

Chuck Reiter WH 4-9625 


ASSISTANT 
TO AD MANAGER 


Real opportu ay in income and 
executive gro for young col- 
lege grad. English or Journalism 
major. Must be creative thinker 
and sales-minded writer. At 
least two years experience in 
writing and producing house 
organs, sales literature, maga- 
zine articles. Take over similar 
responsibilities in advertising- 
sales promotion department 
leading office furniture manu- 
facturer. Write fully about your- 
self. State starting salary. In- 
clude photo and work samples 
which will be returned. Address 
to Charles W. Simpson, Adver- 
tising Director, Art Metal Con- 
struction Co., Jamestown, N. Y. 


A complete placement service 


of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


WANT A TOP-GRADE EXECUTIVE 
TO HEAD YOUR AGENCY IN CANADA? 


To any U.S. agency needing a top 
man to manage its Canadian opera- 
tions with headquarters in Mont- 
real, this man offers a rare combi- 
nation of advertising and marketing 
experience and knowledge. 

Over 20 years in advertising in 
Canada, now and for many years 
directing advertising for large man- 
ufacturer of consumer products, a 
leader in its field. Experience covers 
retail selling, cost analysis, copy 
writing, and all phases of advertis- 
ing budgeting and administration, 
including client-agency collabora- 
tion on everything from trade 
campaigns to TV shows. Presently 
employed but seeking change for 
personal reasons. Will consider 
Montreal area only. 


Box 452 ADVERTISING AGE 
480 Lexington Ave., N.Y. 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


fnew porated | 
photographers 


DEARBORN 2-1062 


New Tax Ruling 
May Put Agencies 


in Higher Bracket! 


(Continued from Page 3) 
as it has existed since 1937 by in- 
cluding under the definition of 
personal holding company income 


the amount received by one indi-| 
‘requires the! 


vidual but which 
performance of important and es- 
sential services by other persons’.” 
The brief also includes an annual 
statement “of a typical corpora- 
tion producing a live television 
package show.” Such a company, 
said the brief, was not designed 
“as a means of tax evasion,” an 
impression apparently held by the 
Internal Revenue Service. 


® This company, as described in 
the brief, is not now liable to the 
new tax. But the new interpreta- 
tion of the tax law would bring it 
into the “personal holding com- 
pany” category. As such, the 75% 
and 85% bite on undistributed sur- 
plus would be effective. 

The annual statement, said the 
brief, “discloses that the company 
has paid to featured performers 
(exclusive of the ‘stockholder 
star’) employed under long-term 
contracts, approximately 22% of 
the total gross income received 
from the network or sponsor. It 
paid to staff writers under long- 
term contracts 12.6%, and for pro- 
ducers, directors, music director, 
choreographer, orchestra, _ etc., 
18%. Including other production 
costs—rent, secretarial salaries, 
publicity, advertising, etc.—the 
company paid a total of approx- 
imately 75% of its gross receipts. 

“The ‘stockholder-star’ was paid 


WE NEED... 
3 seasoned men 


for copy, plans, 
ideas on top 


national accounts 


If you'd like to put your talents 
to work for major advertisers 
and value congenial surround- 
ings, skilled associates and a 
great opportunity, three new 
jobs are open in the midwest 
office of a leading 4-A agency. 


1. One man will cash in on his 
solid background of industrial 
copy on metalworking, ma- 
chine tools, electrical or auto- 
motive manufacturing. If he 
adds a flair for consumer 
copy, all the better. 


2. One man will draw on a ver- 
satile background, preferably 
in an agency, to create top- 
drawer consumer copy for 
nationally famous products 
and services. 


3. One man will combine plan- 
ning and writing ability, 
using experience gained in 
two years or more of agency 
work on building products or 
related fields. He'll have in- 


187 N. LaGALLE, CHICAGO LLINOIS 
PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL | 
Our 46th Year 
COPY, consumer, industrial, 
some trade 18,000 
Copy. industrial, cotintems, 
-3 years exp 8,500-9,500 
asst. ADV. MGR Sis. prom., 
oer il. Agcy. contact $9,000 
PY. If exc eptional writer, 
Vimalted experience. Agcy. $6,750 
GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. 
110 S. Dearborn CE 6-5353 Chicago 


creasing opportunities for 
top-level contact and promo- 
tional projects. 


ALL THREE will find their jobs 
ye > hs work reward- 
ing, their futures bright. If you 
qualify, send a résumé, photo 
and samples (returnable). 


Box 459, Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 
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NEW—Golden Capri, a salad oil and 

shortening, is being introduced in 

test markets by Anderson, Clayton 

& Co. Foods division. McCann- 

Erickson, New York, is the agency 

for the newspaper, tv and outdoor 
campaign. 


by the corporation as salary for his 
services 11.35%, which put him in 
the 91% personal income tax 
bracket. 

“The company paid for state and 
federal corporate income taxes 
7.31%, leaving as net income add- 
ed to surplus 6.7%. 


s “Before the stockholder can ob- 
tain this surplus,” the brief added, 
“he will be obliged to pay at least 
an additional 25% tax, or 1.67%, 
leaving as business risk profit 
5.03% of the gross receipts.” 

In its brief, Lewis & Mound 
assert that the corporate form “is 
used by these companies not for 
tax evasion but for the same busi- 
ness reasons that other people 
operate in the corporate form. 

“First,” the brief said, “it gives 
the star control over-all of the 
other performers, writers and 
others essential to the success of 
|the show and of the star himself, 
instead of his merely being a direct 
employe of the network or spon- 


sor, without any influence over 
such people. 

“Second, it protects him against 
personal liability on long-term 
leases, contracts of employment 
defamation, and all other public 
risks. 

“And third, it enables the cor- 
poration to earn the customary 
business profit, if any, resulting 
from assuming the risk of invest- 
ment of capital and the labor of 
creating a format and auditioning 
and assembling an entire company 
under contract to the corporation. 
These risks and services are sep- 
arate from and in addition to his 
performance on the show.” ~ 


Walter Lowen 


PLACERENT AGENCY 


Headquarters y OS 1920 for 
ADVERTISING AND | 
MARKETING PERSONNEL | 


Executives @ A ned @ Art @ Office 


| 
Please write briefly 


ovtlining your 


specific experience or personne! needs. 
420 LEXINGTON AVENUE 

| NEW YORK 17, N. Y. 

MU 9-2630 


OPPORTU Nity IN CALIFORNIA | 

FOR COMPETENT ‘SPACE SALESMAN } 

to manage San Francisco office for es- | 
tablished Los Angeles publishers’ 

Cover territory including Pacific north. 

west. Sound, versatile man required to 

handle technical publications. Fair salary 

plus unlimited <ppertanity for growth. 

Write fully, in confidence 


BOX 469, ADVERTISING AGE 
||__200_E. illinois St. Chicago 11, 


CREATIVE YOUNG MAN 
FFE BING: Initiative (*) Intelligence 


en 
3 “a slot with a “future” in a 
agency specializing in R-TV. 
: (*—self-starter (**—BA, MA, 
| = common sense (***—TV film produc- | 
| fon, promotion, copy) 
a ae request x 467, ADVERTIS- 


480 Lexington Ave., New York 
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Nielsen Network TV Ratings ' 
Two Weeks Ending Jan. 26, 1957 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 

Program (000) 

| Love Lucy (General Foods, Procter & Gamble, CBS) o..........cccccccseeeeee 18,510 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ........cc.sscsesssnereeennsnens 18,039 


Saturday Color Carnival - Jerry Lewis (RCA, Whirlpool, Oldsmobile, NBC) 17,567 
16,270 


Disneyland (American Motors, Derby Foods, American Dairy, ABC) 
December Bride (General Foods, CBS) ..........cccccccccesceresseeennersnceseenveeenenne 
Perry Como Show (Several sponsors, NBC) 
$64,000 Question (Revlon, CBS) ....ccccccccccsccsesseseeseeeereneerens 
I've Got A Secret (R. J. Reynolds, CBS) 
Jack Benny Show (Lucky Strike, CBS) .............cccccce 
Arthur Godfrey's Scouts (Several sponsors, CBS) 


PROGRAM POPULARITY? 


Homes 

Program (%) 

| Love Lucy (General Foods, Procter & Gamble, CBS) ...........ccccececsssesseesereenees 48.3 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) o........ccccccscsenseeeerseseenennenes 47.3 


Saturday Color Carnival - Jerry Lewis (RCA, Whirlpool, Oldsmobile, NBC) 
Disneyland (American Motors, Derby Foods, American Dairy, ABC) 
Perry Como Show (Several sponsors, NBC) 
December Bride (General Foods, CBS) 
$64,000 Question (Revion, CBS) ................. 
I've Got A Secret (R. J. Reynolds, CBS) 
Arthur Godfrey's Scouts (Several sponsors, CBS) 


Se CR See SUN INS, II ech ticetesedernerencermnennrnconcsntepecncpsnsootnsnsenns 37.9 
Nielsen Average Audience** 

Homes 

Program (000) 

1 Love Lucy (General Foods, Procter & Gamble, CBS) .0.........c.cccccccccseesnrenee 17,882 


Saturday Color Carnival - Jerry Lewis (RCA, Whirlpool, Oldsmobile, NBC) 14,934 
14,541 


Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
December Bride (General Foods, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
964080 Gusction Govier, COG) oaseccesescesccccsceceesesssssessorcsnscasosecevscesesenoseens 
GE Theater (General Electric, CBS) 
Jack Benny Show (Lucky Strike, CBS) 


Arthur Godfrey's Scouts (Several sponsors, CBS) .......cccccecesseeserseeenennnne 13,126 
Perry Como Show (Several sponsors, NBC) ...........c0csssseseeensereessnsennnnnenanens 13,087 
PROGRAM POPULARITY} 
2 
Program (%) 
| Love Lucy (General Foods, Procter & Gamble, CBS) .........cccccsmcreennens 46.6 
Saturday Color Carnival - Jerry Lewis (RCA, Whirlpool, Oldsmobile, NBC) 39.6 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ..........-:cccssnernerenecennnens 38.1 


December Bride (General Foods, CBS) 
I've Got A Secret (R. J. Reynolds, CBS) 
$64,000 Question (Revlon, CBS) ................ 
GE Theater (General Electric, CBS) 


Arthur Godfrey's Scouts (Several sponsors, CBS) .........cccccccccesseeensenenennnnneen 
Perry Como Show (Several sponsors, CBS) 34.7 
Jack Benny Show (Lucky Strike, CBS) ...,....ccccsccsnssssesensrenmensnnnennnnnanenssnannnnennanens 34.7 


* Homes reached by all or any part of program, except for homes viewing only one 
to five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on tv homes within reach of station facilities and by 


each program. 
Trendex TV Ratings 
Fifteen Multi-station Cities 
Feb. 1-7, 1957 
Rank Program Rating’ 
1 Ed Sullivan (Lincoln-Mercury Dealers, CBS) .........:cccserssesereeesennrseneeenennnennnnes 349 
2 1 Love Lucy (Procter & Gamble, General Foods, CBS) ........ccccccmerseneneee 30.8 
3 Wyatt Earp (General Mills, Procter & Gamble, ABC) .........cccccccccesrensenenenees 30.7 
4 The Lineup (Procter & Gamble, CBS) .........cccccccccscesenneeee 30.3 
5 Perry Como (Several sponsors, NBC) ...........:cccceeeee 30.3 
6 Ge Ty Ce I, SI ccccenccstnsicntinerecdsorintnncnchondescchtedinstientsemeniens 28.8 
7 December Bride (General Foods, CBS) ...........cccseee 28.4 
8 Red Skelton (Johnson’s wax, Pet Milk, CBS) .........cccccccsssseeereeeseenenennes 28.1 
9 Disneyland (American Motors, Derby Foods, American Dairy, ABC) .... 27.5 
10 OBR TD Cat Ciel, CIID snciciccnccsninsainsssnccitiesicsapenviincsccctesnttiuascithoctitiin 27.3 
*Per cent of total ty homes called found viewing the program. 
Pulse Network Radio Ratings 
In 19 Markets, November-December, 1956 
Rank Program Rating 
1 Arthur Godfrey* (Participating sponsors, CBS) .o........ccccccsssepiecssseeeeersennnensenees 5.8 
2 Seatin Gecentag CO, GD haccv tt disitinccsctitncnsssvndnsctniglbintnnemenmepersestinnbioniutiogn 5.3 
| 2 Open) Oar® Gere, GED is cai die snestisniitssscinicnenctntthinvtnnadidiiaesinndcleigaaiaa 5.3 
4 Lowell Thomas (Delco batteries, CBS) ...........ccccccccccsssssessvenvsnereeevsnnensesneneenenenenen 5.1 
5 Helen Trent* (Participating sponsors, CBS) ............ccccccecescosesesnssnensenenvenenennne 5.0 
6 ER re eee eee eae 49 
r) Wendy Warren* (Participating sponsors, CBS) ................... 49 
8 Backstage Wife* (Participating sponsors, CBS) 48 
g Ma Perkins* (Participating sponsors, CBS) ............cccccccesseesessensesnnnvessnnnevnnnnee 48 


* Daytime shows. 


Second Mrs. Burton* (Participating sponsors, CBS) 
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Congress Weighs Postal Rate Boost, 
Appropriation Cut, Service Shrinkage 


(Continued from Page 1) plained, “it will simply be neces- 
Department the money and let it|/sary to stop delivering the mail 


go ahead. The people are entitled | 


to any service for which they are 
willing to pay.” 

The flare-up over postal appro- 
priations came as the department 
put the finishing touches on a new 
rate increase bill which is supposed 
to go to Congress within the next 
week. 

In a private “get acquainted” 
meeting with members of the 
House post office committee today, 
Postmaster General Arthur Sum- 
merfield outlined a number of leg- 
islative proposals but did not dis- 
cuss details of his rate plan. 


s Later, committee sources said he 
indicated the rate bill will be ready 
in a week or two. Under question- 
ing by committee members, he in- 
dicated he is ready to support 
second class increases substantial- 
ly larger than the 30% increase 
which has been requested in earlier 
years. 

Specifically he was asked where 
he stood on the proposal written 
into last year’s bill by Rep. John 
Lesinski (D., Mich.), increasing 
rates on advertising portions of 
publications by 120% over a five- 
year period. In reply, he reportediy 
said he is in favor of this increase 
and is prepared to support it, but 
he did not indicate whether he will 
propose it. 

With the postal deficit due to hit 
$651,000,000 in fiscal 1957, Mr. 
Summerfield has said a 5¢ letter 
rate is necessary in order to get 
fiscal affairs under control. 

He has not announced, however, 
that the department is prepared to 
go to bat for a straight 5¢ letter 
rate. 


s House members were subjected 
to a tremendous pressure campaign 
to restore part or all of the full 
$58,000,000 which the appropria- 
tions committee trimmed from the 
department’s 1958 operating budg- 
et. 

When the news of a $58,000,000 
cut was announced last weekend, 
Deputy Postmaster General Mau- 
rice Stans issued a statement warn- 
ing that as many as 10,000 jobs 
might be eliminated and that vari- 
ous forms of service curtailment 
might be necessary. 

He said it would not be possible 
to establish 5,000 new city carrier 
routes which will be needed in 
growing suburban areas in the 
next 12 months and added that im- 
portant programs for the moderni- 
zation and mechanization of post 
offices might be postponed. 

Other cutbacks which would be 
considered, he said, would be to 
end Saturday mail deliveries, re- 
duce frequency of rural deliveries, 
reduce frequency of downtown de- 
liveries and eliminate postal money 
orders. 


® When House members found 
themselves bombarded with tele- 
grams from postal employes, Rep. 
Gary took the floor to protest that 
the Post Office will have a total 
of $3.2 billion, including an in- 
crease of $45,000,000 over working 
funds available this year. 

In proposing to restore $29,000,- 
000, Rep. Gordon Canfield (R., 


N.J.), ranking minority member of | ° 


the committee, pointed out that 
97% of the funds for the bureau of 
operations go specifically for per- 
sonnel. Arguing that previous cuts 
served no useful purpose, he point- 
ed out that the department already 
is preparing to go before the ap- 
propriations committee for an 
emergency grant of nearly $50,- 
000,000 in order to complete the 
current operating year. “Unless 
these funds are granted,” he ex- 


some time this June.” 


s The prospect of sharper cuts 
next year was suggested by Rep. 
Alfred Siemanski (D.,N.J.), who 
said he had decided to wait another 
year before proposing a cutback to 
5-day service. 

He was supported by Rep. Gary, | 
who expressed confidence that “no- 
body would be hurt” and that the 
public would not be particularly 
disturbed. 

Rep. Gary recalled that the ap- 
propriations committee had been 
responsible for eliminating two-a- 
day delivery in residential areas. 
“A hue and cry went up for the 
time being,” he said, “but let me 
say to you that it saved the Post 
Office more than $100,000,000, and 
it probably would run to $150,- 
000,000 today.” 

As an alternative to completely 
eliminating Saturday service, he 
said, the department might consid- | 
er cutting out all Saturday delivery | 
other than first class mail. 


| 


® “Certainly nobody would be hurt | 
if they did not deliver junk mail 
on Saturday,” he said. “I am told} 
by department officials that they | 
could save $10,000,000 this way.” | 

Rep. Elford A. Cederberg (R.,. 
Mich.), a member of the House | 
post office committee, announced 
he was supporting the budget cut 
“because I think it is time we 
waked the people up. If we have to 
curtail service to do it, then they 
will wake up their congressmen.” e 


Guylay Leaves GOP as 
PR Chief; Reopens Oftice 

L. Richard Guylay, who resigns 
as public relations director of the 
Republican National Committee 


AGED—National Distillers Products 


vertising its Sunny Brook as “the pure food whisky 
... aged in wood... every drop good” back in 1916. 
The Sunny Brook poster is flanked by “Homes in 


Corp. was ad- 
National Park .. 


Westwood Park . 


.. $35 monthly” and “Tour Glacier 
. Vacations $1 to $5 a day.” Sunny 


Brook was one of the few pre-Prohibition whisky 
advertisers, according to National Distillers. 


Toll-TV Question 
Revived as FCC 
Examines Report 


(Continued from Page 1) 


as an outgrowth of hearings on tv 
problems which held the commit- 
tee’s attention through much of 
1956. An entire week of hearings 
had been devoted exclusively to 
toll-tv in April. 

The report, which is said to com- 
mand strong support within the 
committee, scoffs at earlier FCC 
suggestions that toll-tv may be too 
controversial for approval without 
instructions from Congress. It says 
FCC has responsibility to decide 
without further delay whether it 
has authority to act. On the basis | 
of this decision it argues FCC 


finally received a digest of the; 
comments, FCC is expected to an-| 
nounce its next step—probably 
public hearings—soon. 

Some clue to FCC’s current 
thinking will probably be revealed 
March 5 when the commissioners 
are supposed to appear before the 
Senate committee for questioning 
on a variety of problems. 


® At a similar session early last 
year, Chairman George C. McCon- 


naughey “begged off” on toll-tv, | 
arguing that the commission was | 
not prepared to discuss it. 

At least one commissioner, 
Robert E. Lee, is publicly com-| 
mitted to a large-scale test. In an| 
article in Collier’s, and in tes- 
timony before congressional com- | 
mittees, he has said the only real 
way to determine whether toll-tv | 
would live up to its promises and 
win public support would be to let 
the proponents put on demonstra- | 
tions over extended periods of! 


effective April 1, shortly there- 
after will reopen his own public | 
relations organization, L. Richard 
Guylay & Associates, 1627 K St. | 
N.W., Washington, D. C. The com- | 
pany will be associated with 
Standard Public Relations, New| 
York. 


campaign in Ohio in 1950, —| 
ated his own company in New 
York before joining the GOP na- | 
tional committee in 1955. He was 
at one time with the New York 
Herald Tribune and also promo- 
tion director of Gannett Newspa- 
pers. 


Teenecenenent a9 
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NATIONAL 


TEAM WORK—Delta Air Lines and 


should then proceed to throw out|time. He has argued that toll-tv| 
the applications or proceed with could provide revenue for finan- 
public testing without further de-| cially weak stations, particularly | 


Marchant Conducts 
‘Stopper’ Campaign 


OAKLAND, Feb. 19—The biggest 
magazine advertising campaign in 
its history has been launched by 
Marchant Calculating Machine Co., 
with Foote, Cone & Belding’s San 
Francisco office handling a dollar 
investment in Marchant’s national 
advertising which is 25% greater 
than the annual average for the 
past 5 years. 

Marchant, which last year had 
record revenues, started its new 


| has been complicated by unusually 


National Airlines shared this page 
in Fort Lauderdale and Miami | 
dailies, announcing a new drive-in | 
ticket center. The ad was prepared | 
by Delta’s agency, Burke Dowling 


Adams Inc., Atlanta. 


lay. 


s Toll-tv has been before FCC in| 
various forms since the “long) 
freeze” of nearly five years ago. | 


Springs, Cal., and serious petitions 
to go ahead commercially have 
been before the commission from 
three applicants, Zenith, Skiatron 
and Telemeter, since mid-1954. The | 
request for public comment was is- 
sued by FCC in February, 1955. 
Consideration of the toll-tv plan 


high-pressure lobbying with the 
public, as well as Congress, by in- 
terested companies on both sides 
of the issue. 

In the initial stages of the pro- 
ceeding pro-toll-tv forces gener- 
ated huge quantities of petitions 
and letters by promising special- 
ized audience groups that toll-tv 
would bring good music, sports, 
first run movies and other special- 
ized programming. 

As the flood of pro-toll-tv mail 
poured into FCC, theater interests 
and tv networks sparked a reaction 
by alerting tv viewers who feared 
they would be deprived of the pop- 
ular programming that is currently 
available on a free basis. 


® By the time the file was closed 
in September, 1955, surveys indi- 
cated the “anti” mail topped the 
“pro” mail by a narrow margin. 

In its processing of the mail 
FCC’s staff has been looking for 
information which will help the 
commission decide whether it has 
authority to authorize toll-tv and 
whether the adoption of the pro- 
posal would be in the public in- 


terest. 
Now that the commission has 


in the uhf band. 


The Senate committee staff re- 


port reportedly calls for a test 
covering a representative group of 


ee7 markets. It would authorize use of | 
Mr. Guylay, who was in charge | Limited tests have been conducted | the system by one station in each 
of the Robert A. Taft senatorial |i" Chicago, New York and Palm| market for a limited number of 


hours. To guard against pirating of 
existing popular network program- 
ming, it would attempt to confine 
toll-tv to specialized types of pro- 
gramming which sponsors of the 
plan have stressed in their state- 


|ments to FCC and to congressional 


committees. 


Blackburn-Hamilton Dissolved: 
New Company Formed 

Blackburn-Hamilton Co., Wash- 
ington, broadcast brokerage com- 
pany, has been dissolved by the 
principals, Ray V. Hamilton and 
James W. Blackburn. Mr. Hamil- 
ton has formed Hamilton, Stubble- 
field, Twining & Associates. Wil- 
liam T. Stubblefield and W. R. 
Twining formerly headed the 
Blackburn-Hamilton office in San 
Francisco. 

Mr. Twining will remain in San 
Francisco at 111 Sutter St. with 
the new company, and Mr. Stub- 
blefield will open offices March 1 


|at 1735 DeSales T., N. W., Wash- 


ington. Mr. Hamilton will continue 
to operate from his present Chi- 
cago office. Mr. Blackburn will an- 
nounce his plans in the near future. 


WFCB Changes to WDOE 

The Federal Communications 
Commission has approved the 
transfer of Dunkirk Broadcasting 
Corp., operator of WFCB, Dunkirk, 
N.Y., to Janes Broadcasting Co., 
Jamestown, N.Y., and call letters 
of the radio station have been 
changed to WDOE. 


MARCHANT 
COLLULATORS 


Modern Management Counts on hlarchant 


“THE FACE’—Marchant Calculating 
Machine Co. is using this format 
in its new ad campaign. 


|series in January with a “stopper” 
campaign using news and business 
weekly and monthly magazines 
and office management and ac- 
counting publications. 

| General consumer ads which ran 
|in January news magazines and in 
trade publications during February 
feature “The Face,” Marchant’s 
| trademark, and have as their key 
| objectives the aim of stressing only 
jens feature of the Marchant ma- 
we at a time. . 


Wiley Opens New Consulting 
Service for Publishers 

Blaine G. Wiley has organized 
and opened Feb. 25 a publication 
and development service fof the 
| business, institutional, professional 
and service press. Offices of the 
|organization, Blaine G. Wiley & 
Associates, are at 251 W. 42nd St.., 
|New York. According to Mr. Wil- 
ey, the company will cover all 
types of publishing problems, on a 
consultant basis, with sales promo- 
tion as its major service. 

A former executive secretary of 
the National Industrial Advertisers 
Assn., Mr. Wiley also has been 
sales promotion manager of Fac- 
tory Management & Maintenance, 
Coal Age and Engineering & Min- 
ing Journal. 
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Pabst Reviews 
Troops of New 
Agency Bidders 


(Continued from Page 1) 
Pabst account—presumably the 
Old Tankard ale or Andeker beer 
special brands, which Pabst re-| 
vived late last year. “We’re bid- 
ding for the whole thing,” a Saus- | 
sy executive insisted. 

The account activity came in a 
week which also saw Pabst drop 
its remaining half-interest in the 
ABC-TV Wednesday night fights— 
after eight years of identification 
with that show. It has been no 
secret that Pabst salesmen were 
unhappy with the boxing tie-in 
and wanted some kind of a 
“Lawrence Welk-type” tv show 
(AA, Dec. 24, ’56). 

The decision to drop the fights 
apparently ends a long relationship 
between Pabst and Lester Malitz, 
former Warwick & Legler vp who 
developed them for the brewer 
eight years ago. Mr. Malitz ac- 
companied the Pabst account when 
it moved to Burnett late in ’55, 
becoming a vp there. He is said 
to be planning to resign from 
Burnett and continue with the tv 
show. 


® In general—and regardless of 
what happens to the account—it is 
also no secret that Pabst’s presi- 
dent, Marshall Lachner, considers 
the company’s “touch and blind- 
fold” campaign of last year to have 
been unsuccessful; he has said so. 
Burnett people were putting it 
this way: That Pabst expected the 
agency to produce “another Marl- 
boro campaign”—and that so far 
it has not done it. e 


Trade Stamps Yield 
Diminishing Return, 
Says PAAA’s Bowen 


Cuicaco, Feb. 19—Retailers in 
the future will either drop trading 
stamp programs entirely or sup- 
plement stamp programs with spe- 
cial premium promotions, because 
trading stamp promotions are 
reaching the saturation point in 
many markets. 

This prediction was made in the 
February issue of Advertising Re- 
quirements, published today, by 
Gordon C. Bowen, president of 
the Premium Advertising Assn. of 
America. 

“As more and more stores in the 
same town start trading stamp 
programs, the competitive advan- 
tage tends to diminish,” writes Mr. 
Bowen. “The first ones tend to hold 
on to at least part of their gains, 
but the late-comers are in a dif- 
ferent situation. 

“The result is that the retailer 
is faced with some hard alterna- 
tives: To drop stamps entirely— 
which is hard to do when his com- 
petitor is offering them—or to 
supplement his stamp offer with 
special premium promotions.” 


® The rapid decline of fair trade 
has made and will make more 
merchandise available for premi- 
um use, Mr. Bowen said. 

“But it also reduces the spread 
between the ‘nationally advertised 
retail price’ and the premium price 
—unless close cooperation between 
user and supplier can develop a 
sound premium pricing program,” 
he said. 

He asserted that more emphasis 
is being placed today on creative 
premium campaigns, and the re- 
sults justify the effort expended. 

The remainder of the article, 
entitled “Ten Years of Progress in 
Premiums,” deals with develop- 
ments in the premium field over 
the past decade. . 


Last Minute News Flashes 


McClinton Resigns Calkins & Holden Presidency 


New York, Feb. 22—H. L. (Hay) McClinton has resigned as president : 


of Calkins & Holden over “basic differences of opinion as to manage- 
ment policies” with J. Sherwood Smith, board chairman. Mr. Mc-|} 
Clinton told AA he is “taking nothing” with him. Observers generally 
have regarded Mr. McClinton as the key figure on the Prudential In- 
surance Co. account. He joined the agency as president in 1950, when 


Calkins & Holden merged with Carlock, McClinton & Smith. Sherwood | washes end bleaches, ail by itself! 
| Smith said the differences of opinion with Mr. McClinton were “private 
| business.” Mr. McClinton said he had no plans for the future. Remain- 


ing major stockholders at Calkins & Holden are Sherwood Smith; M. 


E. Carlock, vp and copy director, and Paul Smith, vp and creative di- 
rector. 


Lederle Shifts Portion of Account to Burdick, Becker | 


Pearw River, N. Y., Feb. 22—Lederle Laboratories division of Amer- 
ican Cyanamid Co. reportedly is shifting a large portion of its adver- 
tising account to Burdick, Becker & Fitzsimmons, New York ethical | 
drug agency, opened last November. Lederle is a leading advertiser in 
the ethical pharmaceutical field. Its current agency is Geare-Marston, 
Philadelphia, which recently merged with Ruthrauff & Ryan. 


Coast Wine Group Appoints Walker Saussy 
SAN FRANcIsco, Feb. 22—California Wine Assn. has appointed Walk- 


er Saussy Advertising, New Orleans, as its agency, succeeding McCann- 


Erickson, which parted company with the wine group last week. Saussy 
will specifically handle Eleven Cellars and Ambassador wines and Aris- 
tocrat brandy. It became acquainted with its new client late last year | 
when it conducted a test marketing operation for the brandy. 


New TWA Service Backed by $1,500,000 Ad Push | 


New York, Feb. 22—Trans World Airlines will reportedly spend $1,- 
500,000 in a six-month campaign beginning in May to promote its new | 
Jetstream Starliner service to the West Coast and to Europe. The ser- | 
vice starts July 1, when TWA starts incorporating 25 new Lockheed pis- 
ton-engine planes into its fleet. About 75% of the budget is ticketed | 
for local media—newspapers, spot radio, and outdoor. Foote, Cone & | 
Belding is the agency. 


Eaton Reportedly Succeeds Pulver at Lever Bros. 


New York, Feb. 22—Stanley H. Pulver has resigned from Lever 
Bros., where he was media manager, radio and television. Formerly 
with Dancer-Fitzgerald-Sample, he joined Lever in 1951. Mr. Pulver | 
has not made his future plans known. No successor has been named, | 
but he probably will be succeeded by Howard Eaton, who recently | 
resigned from Young & Rubicam and is expected to join Lever shortly. | 


57 Varieties Marks 57th Day of ‘57 


PITTSBURGH, Feb. 22—H. J. Heinz Co. and its 57 Varieties will salute 
Feb. 26, the 57th day of 1957, by taking over all the 24-sheet posters 
in Times Square—21 in all. Copy will read, “Our best to you—in ’57— 
it’s always Heinz 57—for good eating—Feb. 26th is the 57th day of 
1957.” The promotion runs through March 4. Maxon Inc., Detroit, is 
the agency. 


Brooke, Smith Adds GE Communication Unit 


New York, Feb. 22—The communication products department of 
General Electric Co., Syracuse, has named Brooke, Smith, French & 
Dorrance to handle its advertising, effective May 20. The department 
sells two-way radios, micro-wave and power line carriers. Maxon Ince. 
has been handling the account. 


‘McCall's’ Revamps Ad Setup; Promotes Six 


New York, Feb. 22—McCall’s today appointed Gilbert Lea, formerly 
grocery products advertising manager, to advertising manager, a new 
post; William B. Carr is vp and ad director. Five other appointments 
were made in the newly organized setup of the ad department. Brad 
York moves from drugs and toiletries ad manager to eastern advertis- 
ing manager, a new post. William L. Mullin moves from assistant ad- 
vertising manager to sales development manager. Homer M. Rockwell 
moves from fashion and fabrics advertising manager to grocery prod- 
ucts ad manager. Allen A. Raymond Jr. moves from drugs and toiletries 
sales staff to drugs and toiletries advertising manager. Robert T. Primm 


moves from fashion and fabrics sales staff to fashion and fabrics adver- 
tising manager. 


B&B Ends Ethical Drug Unit: Eaton Seeks Agency 


New York, Feb. 22—Benton & Bowles has disbanded the profes- 
sional marketing division it set up in 1955 to handle ethical drugs; 
Robert E. Wilson Inc., New York, is understood to have the inside 
track as B&B’s successor. B&B will continue to handle consumer ad- 
vertising for Norwich Pharmacal Co.; the Eaton Laboratories division 
of Norwich was the only ethical account served by the agency. 


Bostrom Mfg. Names Buchen; Other Late News 

e Bostrom Mfg. Co., Milwaukee, maker of seating for farm, earth- 
moving and trucking equipment, has named the Buchen Co., Chicago, 
to handle its advertising, effective immediately. Allman Advertising 
Agency, Detroit, is the previous agency of record. 


e Henry T. Gayley Jr. has joined Gray & Rogers, Philadelphia, as cre- 
ative coordinator of the advertising staff. He formerly was copy chief 
of Arndt, Preston, Chapin, Lamb & Keen. 


e The first consistent television advertising effort by a Chicago de- 
partment store has been undertaken by The Fair. Through Malcolm- 
Howard Advertising, the State St. store has scheduled a 52-week $250,- 
000 feature film series on WGN-TV, starting March 11. 


e Pharmaco will begin a three-market test campaign in spot tv for its 
laxative product, Regutol, which was introduced last fall. The cam- 
paign, through Doherty, Clifford, Steers & Shenfield, begins March 
4 and lasts 12 weeks. The test may be extended to other markets later. 


e Macfadden Publications, New York, had sales of $18,260,067 in 1956, 
compared with $17,158,254 in 1955. Net income in '56 was $635,758, 


ahead of ’55’s $501,847. Advertising billings for the first quarter of 1957 


are reported to be $2,240,000, a 13% increase over the $1,968,000 in the | 


first quarter of '56. 


NEW SIZE—This five-column, half- 

page ad for Oxydol ran on the 

color comics pages of two Nebras- 
ka dailies. 


P&G Uses New 
Comics Page Ad Size 
in 2 Nebraska Dailies 


New York, Feb. 22—A five-col- 
umn half-page on a newspaper 
color comics page—believed to be 
the first use of such a unit by a 
national advertiser—appeared last 
week in the Omaha World-Herald 
and the Journal Star, Lincoln, 


| Neb. 


The new-style comics page color 
ad was prepared for Procter & 
Gamble’s Oxydol by Dancer-Fitz- 
gerald-Sample and Color Produc- 
tion Service Inc. here. It will ap- 
pear in newspapers in other mar- 
kets. 

Charles Petty, vp of Color Pro- 
duction Service, said the attrac- 
tion of the new format is that it 
can be used in magazines, supple- 
ments and standard and tabloid 
newspapers—requiring but a sin- 
gle piece of artwork. 

More than 100 newspapers have 
approved this type of ad, and 
many agencies have shown inter- 
est in using space of this type, Mr. 
Petty said. e 


National Tea, Aldens 
Test Catalog Service 


in Supermarkets 


Cuicaco, Feb. 20—Aldens and 
National Tea Co. are about to test 
mail order catalog service in su- 
permarkets. 

Aldens will establish catalog 
desks in National Tea stores in 
several midwestern cities. The first 
of these units will be opened by 
the middle of March. Supermarket 
customers will be offered the same 
kind of service Aldens offers in 
its own catalog stores. This in- 
cludes low cost pick-up and de- 
livery services as well as credit 
handling and adjustments on mail 
orders for Aldens catalog merchan- 
dise. 


s Also, a number of items from 
the basic catalog merchandise will 
be on display and be available for 
customers to buy. 

Customers also will be able to 
put some small household articles 
and wearing apparel in their su- 
permarket carts to take home with 
their groceries. 

If the plan works in the experi- 
mental stores, it will be extended 
to those of the 755 National Tea 
stores where local conditions and 
available floor space permits. o 


Publicity Club Offers Course 

A 10-week course in publicity 
techniques, “Practical Publicity,” 
March 13 through May 15, will be 
conducted by the Publicity Club of 
Chicago, 35 E. Wacker Dr., Chica- 


| go. The fee for the course is $20. 
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CBS Radio Increases 
Day Rates; NBC May 
‘Follow Suit Shortly 


| New York, Feb. 21—Columbia 
Broadcasting System this week be- 
came the second radio network to 
announce a daytime rate increase; 
at the same time it slashed its 
nighttime rates by 334%. 

| Last month ABC notified adver- 
itisers that its morning rates will 
|go up from 4% to 8% effective 
|April 1 (AA, Jan. 7). 

| At CBS there will be a general 
jincrease of 5% for afternoon and 
morning time (10 a.m. to 6:30 p.m., 
1\EST) effective March 10. Current 
sponsors get the usual six months’ 
protection. Nighttime rates, which 
have been equivalent to the day- 
time scale, will be re-priced at 
two-thirds of the current daytime 
rates. 

Matthew J. Culligan, vp in 
charge of NBC Radio, applauded 
the trend toward increased rates 
for network radio. He said that 
NBC’s prices will go up as soon 
as an increase is justified. The 
first program to be re-priced prob- 
ably will be “Monitor,” one show 
on which advertisers can buy a 
minute or less. 

The fourth network, Mutual, 
currently is thinking not in terms 
of re-pricing but in shifting its 
approach to networking. It is ne- 
gotiating with stations for a re- 
vised operation of the program- 
service type. . 


Ad Offers ‘Saving’ 
on Major Appliances 
Via Grocery Buying 


Cuicaco, Feb. 22—A mystifying 
full-page ad in the Chicago Amer- 
ican last night—mostly white 
space with very little copy and 
line cuts—urged readers to call 
Uptown 8-6300 to find out how to 
save money on major appliance 


UPtown 86300 


UPtown 86300 


purchases through their regular 
grocery expenses. 

The plan has been introduced 
here by Great Name Brands Inc., 
appliance retailer. The company is 
owned by U. A. Sanabria, who also 
owns American Television Inc. and 
Sanabria Corp., tv set maker. 

The plan is this: “The consumer 
buys a major appliance from 
Great Name Brands and signs for 
the plan. The consumer then buys 
all groceries through a grocery 
wholesaler who is affiliated with 
the plan. Each month the con- 
sumer is credited with 5% of his 
grocery expenses toward the pur- 
chase of the appliance. Thus, if he 
buys $100 worth of groceries, he 
gets a $5 credit. If his instalment 
payment is $7.50 a month, then the 
consumer pays the remaining $2.50 
out of his pocket. 

A Great Name Brands exec said 
he thought the plan might be the 
successor to coupon or trading 
stamp plans. The company placed 
the newspaper ad direct. 
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The $250 Million 
Give-Away Show! 


A Quarter of a Billion Dollar 
Market is available in the Mem- 
phis Negro Trade Area! Naturally, 
the $250 Million Question is: HOW 
YOU can get in on the cash 
award? Here’s the answer. 
WDIA’s 50,000 watts and consist- 
ent top-ratings control, almost to 
monopoly, Negro consumer con- 
tact in this section of the South. 


Specialized Market 

There is, within WDIA’s radius, 
a total of 1,237,686 Negroes — 
nearly 10% of the entire Negro 
population of the United States. 
They will earn in excess of a 
quarter of a billion dollars in 1956, 
and they will spend 80% of their 
income on such commodities as 
coffee, detergents, drug supplies, 
and soft goods. WDIA is meeting 
this specialized market with cus- 
tomized sales promotion for name- 
brand merchandise, as: 


Carter’s Liver Pills. . 
Borden..Maxwell House 
Coffee .. Cheer .. Kellogg 
and Colgate Dental 
Cream, 


Specialized Station 

WDIA can channel your sales 
messages directly to ready-made, 
loyal audiences. WDIA operates 
its 50,000 watt station exclusively 
for Negroes. Programs feature 
only Negro talent — announcers, 
MC’s, disc jockeys, musicians, and 
home economists. Listeners, with 
a quarter of a billion dollar pay 
check, feel that WDIA is their sta- 
tion. They respond to Negro stars 
with racial pride and support 
products, which they represent, 
with stout fidelity. 


Market Development 

Moreover, this market potential 
is just developing. As industry 
moves more and more rapidly to 
this section, Negroes become a 
stronger integral factor in the ex- 
panding economy. They are evolv- 
ing a social consciousness, elevat- 
ing their standard of living, 
constantly buying more and bet- 
ter goods. 


Market Foundation 

The market foundation is, al- 
ready, an established order. WDIA 
can sell your consumer goods over 
radio programs that offer more 
opportunities than a Give-Away 
Show. You ask the questions, we 
furnish the answers on how to 
win your share of a $250 Million 
Market. Send your name and ad- 
dress, on your letterhead, today. 
We will mail you irrefutable facts 
and figures, along with your bound 
copy of “The Story of WDIA!” 

WDIA is represented nationally 
by John E. Pearson Company. 


CSeurnlle President 


hAtZ 


BERT FERGUSON, General Manager 


HAROLD WALKER, Commercial Manages 
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Major Account Changes in 1956 


ACCOUNT 
Jos. Schlitz Brewing 


Blatz Brewing Co. 
Revion Inc. 


Palm Beach Co. 

Natl. Retail Hardware 

GE tv sets 

Hiram Walker vodka 

Whitehall Pharmacal 
(Anacin and 8 others) 

Crosley & Bendix division, 
Avco Mfg. 

Standard Brands tea 

Liggett & Myers L&M 

Liggett & Myers Chester- 
fields 

Jacob Ruppert 

Philip Morris & Co. 

Calvert's Lord Calvert 

Beam Pin Bottle 

Welch grape juice 

Underwood Corp. 

GM's Electro-Motive div. 

Campbell Franco-American 

Hudson Pulp & Paper 

Lanolin-Plus 

Langendorf Bakeries 

Fedders-Quigan Corp. 

Cudahy Packing Co. 

Elgin Natl. Watch Co. 

21 Brands 

Trans World Airlines 

S&W Fine Foods 

Serta Associates 

Bayuk Cigars 


Packard division, Stude- 
boker-Packard Corp. 

Johnson Motors 

Englander Co. 


Anderson, Clayton's 
Mrs. Tucker's shortening 
Mennen Co. men’s line 


Avis Rent-a-Car 
(bought by Hertz) 
Admiral Corp. 
General Mills Sugar Jets, 
O-Cello, Softasilk 
Lily-Tulip Cup Corp. 
Bon Ami Co. 
Bond Stores 


Benrus Watch 

Armstrong Rubber 

Procter & Gamble (Lilt, 
Shasta, Fluffo, Spic ‘n 
Span) 


National Distillers 
Bellows Brands 

G. E. Chemical Metallurgi- 
cal 

Colgate’s Fab, Vel, 
Bar, Rapid Shave, 
Liquid Vel & Brisk 


Vel 


Mars, Inc. 

Bendix to Philco 

Rival Packing (dog food) 

Zenith radio & tv sets 

Easy Washing Machine Co. 

Lentheric (Tweed & men’s 
line) 

Mead Corp. 

Hudson Motor Div. 

Corn Products’ Kasco dog 
food , 

Ethyl Corp. 

Chemway Corp's Lady 
Esther 

Youngstown Kitchen div., 
American Standard 
Products 

Greyhound Corp. 

U.S. Tobacco Corp. 

Duncan Hines 

Simoniz Co. 


mixes 
Boeing Aircraft 
Foremost Dairies 


Esterbrook Pen 
Block Drug 


January-June 


To 
J. W. Thompson Co. 


Kenyon & Eckhardt 
BBDO, Emil Mogul, 
C. J. LaRoche 
Needham, Louis 
Bozell & Jacobs 
Young & Rubicam 
Foote, Cone & Belding 
Ted Bates & Co. 


Compton Advertising 


J. W. Thompson Co. 
Dancer-Fitzgerald-Sample 
McCann-Erickson 


Warwick & Legler 

N. W. Ayer & Son 

Ogilvy, Benson & Mather 

Cunningham & Walsh 

Richard K. Manoff Co. 

William Esty Co. 

Marsteller, Gebhardt 

Leo Burnett Co. 

Norman, Craig & Kummel 

Russel M. Seeds 

Compton Advertising 

D’Arcy Advertising 

Bozell & Jacobs 

J. W. Thompson Co. 

Calkins & Holden 

Foote, Cone & Belding 

Honig-Cooper Co. 

Ruthrauff & Ryan 

Al Paul Lefton Co., Green- 
haw & Rush 

D’Arcy Advertising 


J. W. Thompson Co. 

North Advertising 
(via Biow Co.) 

Bryan Houston Inc. 


McCann-Erickson 
Grey Advertising 
Campbell-Ewald Co. 


Henri, Hurst & McDonald 
BBDO, Dancer-Fitzgerald- 
Sample, Tatham-Laird 

Grey Advertising 
Ruthrauff & Ryan 

Jos. Katz Co., Compton 

Advertising 

Lennen & Newell 
Lennen & Newell 
Grey, Tatham-Laird, 
Young & Rubicam 


July-December 
Kudner 


Basford 


Bates & Co. (Fab, Rapid 
Shave); Lennen & New- 
ell (Vel & Liquid Vel); 
Carl S. Brown & Co. 
(Vel Bar); Cunningham 

& Walsh (Brisk) 


Knox Reeves Adv. 
BBD&O 
McCann-Erickson 
Earle Ludgin & Co. 
Earle Ludgin & Co. 
Earle Ludgin & Co. 


McCann-Erickson 
Geyer Advertising 
Donahue & Coc 


Young & Rubicam 
Donahve & Coe 


Grey Advertising 


Grey Advertising 
C. J. LaRoche & Co. 
Compton 

Young & Rubicam 
Buchen Co. 

Calkins & Holden 
BBDO 


Young & Rubicam 

Sullivan, Stouffer, Colwell 
& Bayles 

Gumbinner 


FROM 
Lennen & Newell (via 
Biow Co.) 
Norman, Craig & Kummel 
Norman, Craig & Kummel 


Ruthrauvff & Ryan 
Grey Advertising 
Maxon 

C. J. LaRoche & Co. 
Biow Co. 


Earle Ludgin & Co. 


Compton Advertising 
Cunningham & Walsh 
Cunningham & Walsh 


Biow Co. 

Biow Co. 

Geyer Advertising 

Weiss & Geller 

Kenyon & Eckhardt 
Brooke, Smith, F&D 
Kudner Agency 

Ogilvy, Benson & Mather 


Weiss & Geller 

Young & Rubicam 
Peck Advertising 
BBDO 

Foote, Cone & Belding 
Bozell & Jacobs 
D’Arcy Advertising 


Ruthrauff & Ryan 


Lamport, Fox, Prell, Dolk 
Leo Burnett Co. 


Crook Advertising 
Kenyon & Eckhardt 
N. W. Ayer & Son 


Russel M. Seeds 
William Esty Co. 


Al Paul Lefton Co. 
Norman, Craig & Kummel 
Biow Co. 


Biow Co. 
Biow Co. 
Biow Co. 


Benton & Bowles 
Benton & Bowles 


Wm. Esty & Co. 


leo Burnett Co. 
Compton-Hutchins 
Charles Silver & Co. 
BBD&O 

BBD&O 

Grant Advertising 


Grey Advertising 
BSF&D 
Clark & Bobertz 


BBDO 
Dancer-Fitzgerald-Sample 


Brooke, Smith, French & 
Dorrance 


a . & H i 

Kudner Advg. 

Gardner Advg. 

Tatham-Laird 

SSC&B 

N. W. Ayer & Son 

Guild, Bascom & Bonfigli 
and 14 other agencies 

Aitkin-Kynett 

Harry B. Cohen 

Emil Mogul 
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July-December 


ACCOUNT 


Kentile Inc. 
P&G Camay 
Texaco 


leo Burnett 
Cunningham 


Sweetheart Soap 
Colgate-Palmolive Veto 
Uncle Ben Converted Rice 
Julius Wile & Seeman Bros. 


Ted Bates & 
Anderson & 


TO 
Benton & Bowles 


Weiss & Geller 
Norman, Craig & Kummel 


FROM 


Ruthrauff & Ryan 
Benton & Bowles 
Erwin, Wasey 
Kudner 

Scheideler & Beck 
Bryan Houston Inc. 
Leo Burnett Co. 
Biow Co. 


Co. 
& Walsh 


Co. 
Cairns 


Country Boys 
Run New York, 
Novel Explains 


(Continued from Page 3) 
tive city, Myron. Walk through the 
East Fifties at dusk and hear the 
rich rolling r’s of the California 
valleys, the slurred vowels of the 
Tidewater, the sharp nasal twang 
of southern Illinois. 


“Maybe it’s as it should be. The | 


bigdomes over at the Discoverist 
Review claim that jazz is our only 
native art form, but as _ usual 
they’re wrong. It’s talk. Mass talk. 
The word in its many shapes and 
forms. It’s appropriate, I guess, 
that New York’s talk factories be 
ruled by us, the sons and daughters 
of small-town America. 


= “You wouldn’t last for one 
meeting, Myron, in your too-nar- 
row lapels and the shirt collar that 
didn’t bloop properly. Your cord- 
ovans would be the wrong shade 


and you'd be a giveaway every | 


time you opened your mouth. 
You’d be labeled New York, the 
worst sin of all.” 

And again, musingly, “It’s true, 
the town is run by hicks, like me. 
Check the rosters of all the outfits 
that control the thought processes 
in New York City and you’ll find 
nothing but country boys. They 
came in droves and they outslicked 


the city slickers, simply because | 


they were better at make-believe.” 


® These and other fascinating an- 
imadversions relating to the Mad- 
ison Ave.-Michigan Blvd. sociocra- 
cy are presented in a new novel 
called “The Last Angry Man,” by 
Gerald Green, erstwhile producer 
of “Today” and currently produc- 
er of “Wide Wide World.” 

Mr. Green went to Columbia, 
where he made Phi Beta Kappa. 
He’s been in television the last 
seven years. Two earlier books 
were “His Majesty O’Keefe” (with 
Larry Klingman) and “The Sward 
and the Sun.” 

In “Angry Man,” Mr. Green cre- 
ates one Woodrow Thrasher, at 39 
a $35,000-a-year vp in charge of 
television for the Whitechapel Ad- 
vertising Agency. Mr. Thrasher is 


|quoted above, and it is Thrasher 
| who also declares: 

| “We're drowning in bad talk. 
|Not just in advertising—but the 
whole gang of us. The most over- 
| whelming fact of the 20th Century 
is the assault on the public ear 
and eye, the incessant, relentless 
avalanche of useless information.” 

And— 

“I am a king talker, a manipu- 
lator of the word. If I cannot win 
this toothpaste baron over with 
| words, I should turn in my Diner’s 
| Club card.” 


® And (introspectively )— 

Advertising agencies are “en- 
| gaged in the most impressive plan 
to redistribute wealth that the 
world had ever seen. Whitechapel’s 
corollary was equally reassuring: 
They created jobs. He could 
argue with neither. Moreover, you 
couldn’t turn back the word; you 
couldn’t make illiterates of peo- 
ple, you couldn’t deprive them of 
sight, sound perception, under- 
standing. All you could do—and it 
was admittedly a modest goal— 
was to improve the quality of talk, 
restrict the bad words, and sneak 
up on them with more good ones.” 

The advertising world in the 
pages of “Angry Man” looks some- 
thing like this: old T. C. White- 
chapel, the agency boss, “had 
earned his reputation not through 
| any positive series of acts that 
|might be interpreted as signposts 
‘of high character, but rather 
through a well-natured natural- 
ism, stemming from deep, unshak- 
able ignorance.” 

Of course, T. C. never fired 
| anybody—“high-level losers at 
Whitechapel adhered to the rules 
of the game and left of their own 
accord.” 


s An aura of make-believe marks 
the agency world. “The unreality, 
the illusion, the myths dominated 
/everything. You built yourself a 
|little role and lived. When you 
| Started missing cues and lines, you 
were in trouble. Old Whitechapel 
had his role, and a darn good one 
he had made it. Loomer with his 
deliberate drawl, Finucane’s harsh 
| slum accents, and he himself with 
his air of the artistic rebel. He 
knew one man in the business who 
|for years had earned a phenomen- 
al salary simply by belonging to 
the American Anthropological 
Assn. and dropping potsherds and 
siblings into his conversation.” 
But “Angry Man” is not all 
agency life. Only a small part of it 
deals with advertising. Mostly it 
tells the life story of Dr. Samuel 
Abelman, a practitioner in a 
Brooklyn slum, whom Thrasher 
sees as a hero of the premiere of a 
new tv show—a show that sounds 
like something by “Person to Per- 
son” out of “This Is Your Life.” 
Abelman is tactless, truculent, 
indignant, belligerent. As the dust 
jacket points out, the theme of 


“|\“Angry Man” is “the great and 


disturbing difference between the 


2 | doers of the world and the talkers.” 


SUCCESS STORY—Sales have gone up 
month after month, chortles this 
trade journal ad celebrating the 
first anniversary of Ralston Purina 
Co.’s no-boxtop-premium-non- 
sense revolution. Guild, Bascom & 
Bonfigli, San Francisco, is the 


=| Sons, 
“=| selection, 
| $4.50. 


Published by Charles Scribner’s 
and a Book-of-the-Month 
it is worth anybody’s 

. 


‘Sun-Times’ Expands Comics 
Section with Pull-out 

The Chicago Sun Times will in- 
augurate in its comics section a 
weekly four-page color pull-out of 
puzzles, comics and games for 
| children on Sunday, March 3. The 
new pull-out section will expand 
the Sunday Sun-Times comics to 
20 pages. 
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